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NEW 
TURNTABLE BASE 
Turns 360° 
for both cleaning 
and spraying ! 










¥ Top Traffic Builder! 


APEX 


DYNO-CLEANER 


World’s lowest priced, full-size, complete 
swivel-top cleaner sells itself at... 


O99 








* COMPLETE WITH 
8 PIECE TOOL SET 
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APEX HOUR-SAVING APPLIANCES 





APEX GIVES YOU THE FASTEST 
s SELLING CLEANER COMBINATION 


oe Top Profit Maker! 


APEX 


STRATO-CLEANER 


World’s most powerful...with more 
sales-closing features than any other 


home cleaner! 


@® NEW 2-TONE, COLOR-STYLING BEAUTY 
—Coral and Beige color combination for 
maximum display impact and sales appeal. 


@ EASIEST LID REMOVAL-— No motor lifting 
to remove disposable dust bag. 


@ TOOL KiT— Complete set of 
basement-to-attic cleaning 
tools engineered for every 
home-cleaning job. 





APEX POWER UNIT 
... Source of Super- Suction 
Only Apex Engineering 


has achieved this Super- 
Suction Power Unit! Ic 
combines the efficiency 
of both fan and motor 
. . » base located for low- 
est center of gravity - 
greater stability. 
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Selected Retailers who 
BIG about 1955! 


An opportunity to team up with 
Westinghouse —the fastest growing 
leader in the appliance industry 


LET’s FACE 1T—the years ahead in this appli- 
ance business belong only to those who dare to 
think BIG ... plan BIG ... and sell BIG. 
This is the challenge of the future. 

If you are one of those who think and plan 
and want to sell BIG, you could probably 
qualify as one of a few selected dealers soon to 
be invited to consider the important advantages 
of becoming an authorized Westinghouse Dealer. 

Consider seriously this opportunity to team 
up with Westinghouse . . . for here is a company 





that is BIG in all ways . . . in its production 
facilities . . . in its thinking . . . in its merchan- 
dising and selling . . . a company that has been 
first in sales growth (804%!) since 1939. 
With Westinghouse, you can think BIG... 
you can plan BIG . . . and, more important, 
you can sell BIG. Westinghouse and you can 
be that kind of a sales team. And the future need 
hold no doubts, no fears... only tremendous 
promise. Westinghouse Electric Corporation, 
Electric Appliance Division, Mansfield, Ohio. 


IF you are interested in joining the ranks of 
successful Westinghouse Retailers, we suggest 
you write today, in confidence, to Dept. M, 
Westinghouse Electric Corporation, Mansfield, 
Ohio, requesting a personal presentation of 
“The Westinghouse Story.” 








AMERICA'S FAVORITE FOOD WASTE SPEED ELECTRIC 
LAUNDRY TWINS DISPOSER ? RANGES WATER HEATERS DEHUMIDIFIER 
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NOW...sensational new "Carry-Out" TV 3, 
‘ 7 = c os | 
Admiral 17 tv * 







another great product of 


Admiral “AUTOMATION” x 


Admiral “Printed"’ ROBOT Chassis are printed 


— exclus 1ve new and assembled by automatic machines, elimi- 


nating chances for human error, assuring 
uniform quality*and dependability. 


production technique 
that employs amazing 
ROBOT machines to 
make the TV chassis 
automatically ...makes 


possible 17” TV with 





deluxe quality features 


at sensational price The Palm Beach—17” TV Model T1802, Mahogany Color 


Big, “‘all-screen” front makes this smart new set look like 
a 21”. So trim, so light, customers can carry it out . . . easily 
move it from room to room! Powerful ‘“‘Printed’” ROBOT 


Call Your Admiral Distributor— chassis—most compact 17” TV chassis ever built—takes 
Place Your Order Now. nearly five inches off cabinet height! Perfect for small 
apartments ... makes “second set” selling a breeze. 
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Business Quick-Check 









Latest 
i atelalial 


Preceding 
Month 


THE SHORT 
TREND 
































SALES, appliances, radio-TV ($millions) DOWN % 
DEBT consumers owe on appli.-radio-TV ($millions) 260 262 263 SMALLER 
FAILURES of appl.-radio-TV dealers 24 36 32 FEWER ™ 
RETAIL SALES total ($billions) 14.2 14.3 14.1 DOWN 

DEPT. STORE sales index (1947-'49 = 100) 108 112 107 DOWN % 
PERSONAL INCOME annual rate ($billions) 285.4 285.7 286.4 DOWN %& 
LIVING COST index (1947-'49 = 100) 115.0 115.2 115.0 DOWN % 
SAVINGS of consumers, annual rate ($billions) 18.5 19.7 20.0 DOWN % 
HOUSING starts (thousands) 111.0 112.0 93.2 DOWN %& 
AUTO output (thousands) 285.9 436.7 472.7 DOWN % 
UNEMPLOYMENT (thousands) 3,099 3,245 1,321 BETTER 





TRENDS 


What's the outlook for Christmas and for the year ahead? 

Competitive is the best word for it. There’s little outright pes 
simism. But the optimism is pretty restrained, too. 

‘There are several implications inherent in such an outlook. First, 
you can expect a lot of hard-hitting promotions by manufacturers. 
Second, the chances of price rises aren’t enhanced by such a com- 
petitive situation. Consumer shopping will tend to pull prices down 
even though manufacturing costs may point upward. 














OD 


The electric housewares industry is looking forward to a good 
(but not record-breaking ) Christmas. Most manufacturers and dis- 
tributors agree that buying this year will equal the holiday volume 
racked up in 1953. Some of these sources are a trifle worried about 
the late start dealers made in laying in stock this year. While there 
won't be many shortages, there is the possibility that in some lines 
and on some items it may be difficult to move adequate stocks 
through the distributive pipe lines in time for Christmas. 

The hottest item seems to be the electric skillet, confirming a 
prediction made here last month. Some manufacturers of this 
item have been on allocation ever since introducing the unit and 
Christmas demand is almost sure to find them backordered. 





r) 

One word of caution: evaluate all business forecasts in terms 
of your own market. 

That’s because the economic picture shows wide variations by 
region and by industry. In New England shipbuilding and textiles 
have been experiencing hard-going. In Pennsylvania and West Vir- 
ginia the coal mining districts have been reporting heavy unem- 
ployment. The farm belt hasn’t enjoyed as big a share of the recent 
general prosperity as have other regions. A local merchant must, of 
course, take such variations into consideration when projecting his 
own sales quotas. 
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(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto 


Reports, Census Bureau) 


It’s just possible that the strong industries and regions will spark 
a recovery of sorts in some of these weaker segments of the econ- 
omy. (Heavy spending on clothing by people in one of these more 
prosperous regions could help the woolen mills in Maine). But it’s 
also possible that additional weak spots may develop. ‘Tap all your 
local resources (banks, chambers of commerce, trade groups, credit 
bureaus, etc.,) in finding out what the prospects are for business in 
your own market. 











~ 

Chain drug stores are slowly withdrawing from the small appli- 
ance field. While drug chains are expanding in almost every other 
line, the appliance field is actually being cut, according to a spokes- 
man for Associated Drug Stores., an industry trade group which 
met recently in New York. 

The association, representing 26 chains with a total of approxi- 
mately 2000 stores, is definitely swinging to self-service operations. 
The reason for this trend is obvious from the results of surveys like 
the one conducted recently by National Cash Register Co. It indi- 
cated that store volume jumped 30 percent when “self-service” was 
used; the new study is expected to spark a drive towards “super- 
market” drug stores. 

Hardware stores will be the hardest hit by the expansion in lines 
carried in drug stores; appliances will suffer very little. Says an asso- 
ciation spokesman: “We just can’t compete with the discount 
house.” 








é 
‘The signs are faint and perhaps only temporary, but you can find 
evidence in three recent developments of a coming new maturity 
in the appliance industry. 
First is the action taken by some manufacturers to clean up their 
distribution organizations. An example is the Philco re-enfranchis- 














(Continued on page 6) 
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BUTTON UP THE WASHER 
PROFIT IN YOUR AREA! 


TERRIFIC LAUNDRY QUEEN 
AUTOMATICS WITH 


Hadecs 


e 220° ARC WASHING 
e 750 RPM HI-SPEED DRYING 


THE ALL-AMERICAN 


1 terrif 








THE DELUXE 


eld Mai teh itla More p ‘ 
y ts Full avtomoatic er 
$s rmoance 


those wht 


GIANT SIZE 


. GOLDEN ANNIVERSARY 


————) WRINGER MODELS 


Two “Queens of the Laun- 
dry” that bring you again 
the profit opportunity of 
“down-to-earth selling.” 
Ahead of the field with 
giant size washing capac- 
ity plus all top mode! 
features for the lowest dol- 
lar budget. . . They're the 
best buys in the industry! 


GET FACTS NOW! 


WRITE WIRE OR PHONE 
DEL RIZOR, SALES MANAGER 


AUTOMATIC WASHER CO. NEWTON, IOWA 


AN INDEPENDENT MANUFACTURER OF A 
COMPLETE LINE OF HOME LAUNDRY EQUIPMENT 


TRENDS continued 





ing of its distributors on more stringent terms that aim at making 
transhipping a ruinously expensive way to unload merchandise. 
Second, and of as yet undetermined importance, is the basic re 
search in distribution now being carried out by General Electric. 
How important it will be depends on what G-E finds — and how 
they translate those findings into action. But no aspect of distribu- 
tion is likely to be overlooked in the two-year project and out of it 








may come (1) a way to level out money-wasting ups and downs in 
production, (2) a method of tying output to demand and (3) basic 
changes in the role of distributors and dealers both in the functions 
they perform and the products they sell. 

Third and last, and perhaps most important, is a still new, still 
virtually untried plan for giving manufacturers the kind of distribu- 
tion information they need most and have never had — quick, ac 
curate reports on sales and turnover at the retail level. This service 
alone, if it reaches the development and efficiency planned for it, 
may accomplish a large part of the objective of G-E’s research — 


the reduction of crazy discrepancies between output and sales. The 











(Continued on page 10) 








MANUFACTURERS’ SALES 


1954 1953 ( 
(Units) (Units) (Change) 
AIR CONDITIONERS, Room 8 Mos. 1,169,800 934250 +925.21 





DEHUMIDIFIERS Aug. 1,742 2439 —28.58 
8 Mos. 68,671 64,924 + 5.77 


DISHWASHERS Aug. 11,246 8,433 +33.36 
8 Mos. 119,931 103,564 +15.80 


DRYERS. Aug. 80,165 70,774 +13.27 
8 Mos. 414,890 367,271 +12.97 


FOOD WASTE DISPOSERS Aug. 37,012 29,071 +27.32 
8 Mos. 246,823 204,290 + 20.82 


FREEZERS Aug. 57,509 59,497 — 3.34 
8 Mos. 471,223 628,682 — 25.05 


IRONERS . Aug. 5,925 8,067 — 26.55 
8 Mos. 55,960 116,674 52.04 


RADIOS, HOME.. Aug. 280,607 299,939 6.45 
8 Mos. 1,743,880 2,531,754 —31.12 


RADIOS, PORTABLE.... Aug. 74,713 145,460 48.64 
8 Mos. 957,199 1,227,493 22.05 


RADIOS, AUTOMOBILE... Aus. 275,008 376,937 27.04 
8 Mos. 2,547,413 3,792,486 —32.83 


RADIOS, CLOCK Aug. 155,171 169,301 — 8.35 
8 Mos. 861,627 1,380,445 —37.58 


RANGES.. Aug. 75,907 74,326 + 2.13 
8 Mos. 744,088 855,453 —13.02 


REFRIGERATOLES Aug. 256,665 232,981 +10.16 
8 Mos. 2,456,781 2,742,913 —10.43 


TELEVISION... Aug. 633,387 603,760 + 4.91 
8 Mos. 3,785,519 4,754,285 — 20.38 


VACUUM CLEANERS. Aug. 185,397 185,099 - 20 
8 Mos. 1,701,800 1,894,120 


WASHING MACHINES.... Aug. 293,243 291,260 + .68 
8 Mos. 2,198,206 2,348,505 — 6.40 


WATER HEATERS, Storage Aug. 51,195 45,477 +12.57 
8 Mos. 413,759 425,952 — 2.86 


WASHERS, IRONERS, DRYERS— Membership of American Home Laundry Mfrs. Assn.; VACUUM 
CLEANERS—Industry Estimate by Vacuum Cleaner Mfrs. Assn.; RADIO & TELEVISION— 
Industry Production Estimate by Radio-Electronics-Television Mfrs. Assn.; AIR CONDITIONERS —In- 
dustry Estimate by ARI; ALL OTHERS—-NEMA Members, not Industry. 
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NEW PLAY HOOVER 


Exclusive with Hoover. It)runs 
and hums.| It’s safe and fun! It 
lights up. Bag fills up. Retail 
value $14.95. 








You’ve seen cleaner sales climb at ant to you, it really sells. Just display 
Christmas time—for years and years _ it and offer it free for any trade-in if you 
and years. But you can bet you'll want extra traffic and|volume sales. 
break all cleaner records this season— And don’t forget Hoover’s other ap- 
with a new toy Hgover heading a big _ pliances—all of them hot for the holi- 
gift line! day rush. Check your stock ... check 
This toy Hoover really works—it both cleaners and a ...and 
lights as it runs as it hums and it call your Hoover District Manager or 
actually picks up dirt. More import- 



















Distributor now. 







| 


| 
| 





| COMPLETE LINE OF CLEANERS | 
Starting at $84.95. Be sure you have 


|the new lightweight low-cost Hoover 
Lark and top-of-the-line Hoover DeLux 





NEW HOOVER PIXIE 


Goes anywhere dirt goes! Handy, 
handsome little hand cleaner, 
complete with attachments for 
all jobs. Nothing else like it on 
the market. $39.95 ~ 





wl 
aad 


HOOVER ELECTRIC POLISHER 
] A great gift idea, saves hours of 
: labor. Waxes, polishes, buffs all hard- 


surface floors and furniture. $69.95 
Get in touch with your District Office . 





NEW STAINLESS STEEL IRON 


The first, and only, steam or dry or Distributor, or write, wire or phone 
iron with stainless steel soleplate. 
Won’t scratch, won’t snag, The Hoover Company 
won't stain. $19.95 North Canton, Ohio. 
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Dishwashers and Disposalls 


combination for low-saturated markets! 


a Anwrance-the worldi oloaoat aadematic dishwashing | 





‘ as The Automatic Dishwasher 
‘3 business is a highly profitable and 
rapidly growing business. 
e It’s a ‘‘no trade-in’ business. 
¢ It’s a ‘‘full list price’ business. 
© 97% of the wired homes in your area offer a 
virgin market ready to be sold. 
The secret ambition of every modern homemaker is to 
enjoy the conveniences and leisure time an Automatic 
Dishwasher affords. Recent surveys indicate 32% of 
America’s homemakers want an Automatic Dishwasher 
today! They're waiting for a dealer to sell them. Line up 
with the manufacturer who can help you sell them best. 
Hotpoint Automatic Dishwashers rank first among 
dishwashers wanted most by most people. And there’s 
a perfectly understandable reason for this preference. 


Hotpoint Automatic Dishwashers double-wash, double- 
rinse dishes, glassware, silver, pots and pans—far more 
hygienically than when washed by hand—cleaner than in 
any other domestic dishwasher. The Hotpoint is the only 
Dishwasher that washes everything twice with fresh 
detergents in each wash. 

Hotpoint models include gravity-drain and pump- 
drain combination dishwasher-sinks, free-standing and 
undercounter models. QuiKonect pump-drain models 
cut installation costs up to 50%. The new Hotpoint 
Mobile Dishwasher with maple cutting-counter top 
requires no special plumbing and can be rolled inta 
prospective customers’ homes on a free trial plan. 

Get yourself established in the Dishwasher business. 
You can do it faster with Hotpoint. Never has Hotpoint 
superiority been greater! 
























Electric Food Waste Disposers offer an 
exceptional opportunity for full profits 
in a market offering the same high 
potential as the Automatic Dishwasher. 
Homemakers who have Hotpoint 
Disposalls report that the service their 
Disposall performs is priceless. A vast 
market, only 4% saturated, is waiting 
to be told how easy it is to banish the 
unpleasantness associated with garbage. When they've been 
told and shown they'll buy. And the best way to be convincing 





pauroycn — twice the dife...hall the wear! 


is with the proved leader—Hotpoint’s new 1955 Electric Dis- 
posall food waste disposer. 

Proof of superiority starts with the fact the impeller that hurls 
food waste against the keen-edged alloy steel shredders automat- 
ically reverses each time the Disposall is operated. The shredders, 
being double-edged, have twice the life . . . half the wear. 

Market predictions based on acceptance trends indicate grow- 
ing popularity for food waste disposers. It’s a good, clean matr- 
ket. Have your Hotpoint distributor show you how far-sighted 
dealers everywhere are building substantial profits with Hot- 
point’s Automatic Dishwasher and De Luxe Electric Disposall. 
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Changes your viewpoint. -qutomatically 


+ REFRIGERATORS + DISHWASHERS + 





1954 





DISPOSALLS® + WATER HEATERS + FOOD FREEZERS + AUTOMATIC WASHERS + CLOTHES DRYERS + AIR CONDITIONERS »* DEHUMIDIFIERS + CABINETS 


HOTPOINT CO, (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 
























PAGE 9 























why this label sticks 


in the minds of your customers 


Ads like this one in the November 27 issue of The Saturday Evening 
Post are one more reason your customers know the name Fiberglas.* 
It’s a name with tremendous public acceptance behind it . . . a name 
that makes news . . . a name that is advertised in many products 
in magazines and newspapers, on TV and radio. 


Put this extra selling feature to work for you. Be sure to point out 
the Fiberglas label on the refrigerators, freezers and other appliances 
you sell. Tell your customers what it means in terms of greater 
efficiency, lower operating costs. You'll find it helps you sell... 
that it’s often the difference between a “looker” and a buyer. 


Owens-Corning Fiberglas Corporation, Dept. 104-K, Toledo 1, Ohio 


~«+a@ mame millions know as 


a good guide to 2 good buy. Hl PUR Eves One 


OWENS-CORNING 





*T. M. Reg. Owens-Corning Fv ‘or poration. 
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TREN DS continued 





new service, called Collegiate Associates for Market Measure:nent, 
may eventually cover 80 markets, give detailed quarterly reports to 
manufacturers on each market they buy, monthly reports to industry 
associations on the national picture. (For a detailed description of 
the plan see the news story in this issue. 


e 
A new era in appliance product development may be on the way 
Sales in 1954, while good, haven’t been easy and manufacturers and 
dealers alike have found it tough work to sell run-of-the-plant 


products in a growing trade-in market. The 
new 





trouble is that 
refrigerators, for example, just haven't been sensational 
enough designwise to really make the public want to trade in its 
early post-war box. And, since three-quarters of the market has 
bought new refrigerators since the war, the market for reasonabl 
easy sales is drastically reduced. So, you can expect some startling 
product developments in the next couple of vears—some even 
this fall. 

Already in the works are new air conditioners, more compact, 
more efficient. More combination washer-drvers are in production. 








Build-ins of all kinds, not just ranges, are on the way. Some of the 
“dream” stuff that manufacturers have been showing in mock-ups 
and models may reach the markets a lot sooner than anyone has 
expected. And, if the trend to built-in products continues to de 
velop, dealers will have to make some changes in their operating 


methods, become more like contractors, less like agents. End 








MANUFACTURERS’ SALE 





Electric Housewares NEMA 1954 1953 q 
Members Only Not Industry (Units) (Units) Change 
BED COVERINGS Aug. 136,980 128696 + 6.44 


8 Mos. 360,869 479,280 24.71 


COFFEE MAKERS Aug. 249,581 322,324 22.57 
8 Mos. 1,637,053 1,894,484 13.59 
CORN POPPERS Aug. 77,212 na na 
8 Mos. 228 288 na n.a 
DEEP FAT FRYERS Aug. 33,377 58,290 42.74 


8 Mos. 199,107 240,366 17.17 
HEATERS, PORTABLE: 


Convector and Radiant Aug. 25,338 23,723 + 6.81 


8 Mos. 39,747 51,071 22.17 
Fan-Forced & Fan-Heaters Aug. 105,080 90,640 15.93 


8 Mos. 223,745 254,871 12.21 


HEATING PADS Aug. 216,941 276,248 21.47 
8 Mos. 895,217 1,077,214 16.90 


HOTPLATES DISC STOVES Aug. 48,891 63,099 22.52 
8 Mos. 237,841 358,770 33.71 


IRONS: 
Traveler Aug. 56,925 48,152 +18.22 
8 Mos. 223,495 256,620 12.91 
Standard, Automatic Aug. 273,346 218,295 +25.22 


8 Mos. 984,996 1,307,067 -—24.64 


Steam & Steam Attachments Aug. 296,297 282,392 + 4.92 


8 Mos. 1,788,991 2,138,609 16.35 
Non-Automatic. . Aug. 7,824 12,594 37.88 


8 Mos. 41,824 65,820 36.46 
WAFFLE IRONS-— Sandwich Toasters: 


Single Units.... Aug. 11,379 18,939 39.92 
8 Mos. 37,537 124,161 69.77 
Combination Units Aug. 101,261 127,961 20.87 
8 Mos. 347,347 513,343 32,34 
TOASTERS: 
Automatic. . Aug. 310,476 250,421 +23.98 
8 Mos. 1,129,827 1,253,873 9.89 
Non-Automatic Aug. 19,935 27,350 27.11 


8 Mos. 126,506 184,104 31.29 
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"Only Sessions radio timers 

















have a MEMORY SWITCH” 









It turns off the radio when you forget! 


That’s why it’s easier to sell a Sessions 


Here’s a real plus—a plus you can really sell 
when you sell a clock-radio. 


Tell your customer this: “Sometimes you go 
out and forget to turn off the radio. Or you 
think you forgot, so you worry. Can't happen 
with this clock-radio—it’s equipped with a 
Sessions timer. The Sessions Memory Switch 
turns off the radio automatically, in case you 
forget.” 


And this wonderful Memory Switch is exclu- 


PHILCO - ADMIRAL - 
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sive with Sessions. It’s another proof that 
nobody makes a better electric clock or clock 
timer than Sessions . . . the company that's 


years ahead in electric time. 


This Fall, national magazine advertising is 
telling the Sessions story to your customers, 
underlining the name Sessions as the leading 
name in modern electric time. For an easier 
sale, for satisfied customers who stay sold, 
point to the finer, longer-lived Sessions clock 
in better Clock-Radios like . . . 


ARVIN..:- CROSLEY - 


1954 


SYLVANIA -: 


THE SESSIONS CLOCK COMPANY, INDUSTRIAL PRODUCTS DIVISION, FORESTVILLE, CONN. 


essions 
qo — 


ELECTRIC CLOCKS + CLOCK TIMERS 
CLOCK MOVEMENTS + TIMING MOTORS 





YEARS AHEAD IN ELECTRIC TIME 


MOTOROLA 
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e . HELPS YOU 


FOR HEATING, REFRIGERATION, 


Merchandising Tip for Gas 


SELL MORE 


GAS RANGES 


here’s the reason..-- 


MUCH HIGHER BAKING ABILITY! 





Range Dealers... 








a 
~~ aig 








Tests prove it! Only Penn gives you all these fea- 
tures in a gas oven thermostat . . . faster response 
to oven temperature changes . . . more sensitivity, 
yet oven temperature always stays true to dial set- 
ting . . . compensated diaphragm . . . straight-in- 
line design . . . no packings, pivoted levers or 
lost motion. 

Add them all up and you have what housewives 
want and buy .. . highest possible baking ability! 


That’s the big reason more and more gas range 
manufacturers are using this truly different Penn 
Oven Thermostat. 

Does the gas range you sell have this higher 
baking ability feature? If not... ask your manu- 
facturer, be can get it for you! Penn Controls, 
Inc., Goshen, Indiana. Export Division: 13 E. 40th 
Street, New York 16, N. Y., U.S.A. In Canada: 
Penn Controls Limited, Toronto, Ontario. 











BSUSIESSIS 221521223 


z EEERERS | : 















AUTOMATIC 


AIR CONDITIONING, GAS APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 
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The National Applance-Radlo-1V Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors—November, 1954 


The East 





By ROBERT W. ARMSTRONG 


TV pickup helps September 
volume beat August, but 1954 
won't match 1953 . . . Refrig- 
erator sales still spotty .. . No 
room cooler blues for ‘55 


lelevision volume this year may 
yet come close to 1953 totals. Al- 
though manufacturers’ sales for the 
hrst seven months were off 24 per- 
cent, July alone was off only about 
three percent, indicative of an up- 
turn. Perhaps even more significant 
is the optimism of some eastern deal- 
ers about fourth quarter sales and 
their reports of sales gains in the 
month of September. 


Best in Washington. The most 
startling evidence of a TV uptum 
comes from Washington, where the 
Electric Institute reports August sales 
of 6,810 units as compared with only 
3,692 during the same month last 
vear. Washington dealers confirm an 
improvement for September, too, with 
comments like “doubled sales”, ‘“ex- 
cellent’, and “now we’re back in the 
sroove.” 

The next most enthusiastic atmos- 
phere is in Philadelphia, where one 
dealer says, ““T'V is going like a house 
afire. . . . We had our best summer 
to date on TV and expect to have 
our best fall. We’ve been selling re- 
placements, second sets, and even first 
sets. We've been moving a greater 
proportion of expensive sets, larger 
screen consoles, including 24-inch 
models.” Other Philadelphia dealers 
were optimistic, too. One, for ex- 
ample, said, “I’m looking for the best 
last quarter since the post-war years 
and expect to be well ahead of last 
year.” 

Two areas, Buffalo and New Eng- 
land, benefitted TV-wise with the 
opening of new stations or transmit- 
ting facilities. Buffalo dealers, for 
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example, found good September sales 
as the result of a new channel. And 
new antennas on Mt. Washington in 
N. H. and Mt. Mansfield in Vermont 
stimulated buyer interest in those 
regions. In Buffalo, one dealer com- 
mented that the TV market is closely 
confined to second set sales and he 
expects that the new station there 
will do much to stimulate them. Says 
he, “We look for a good final quarter 
this year, up to last year or even bet- 
ter.” 


Slowest in New York. The New 
York City area seems to have had 
the smallest increase in TV sales. 
Indeed, some dealers even reported 
declines. One, for example, said Sep- 
tember sales were off five percent from 
August, 12 percent from September 
last year. Another’s September sales 
were a little ahead of August, but off 
seven percent from September of 1953 
and a third reported a 10 percent 
gain over August, a tie with last Sep- 
tember. 


How Good a Year? While many 
eastern dealers could point to a Sep- 
tember improvement in TV sales and 
in overall volume, it didn’t look in 
early October as if many of them 
would write 1954 into the books at 
the same high level as 1953. One 
good reason is the spotty behavior of 
the traditional bread and butter item, 
the refrigerator. Another is a some- 
what smaller profit per dollar sale. 
Here, for example, are two dealers 
in the New York area. One says re- 
frigerator sales are up 10 percent since 
August and have topped September 
of last year by seven percent. But the 
other says September refrigerator sales 
were off 10 percent both from last 
year and from August. 

Up in New England a distributor 
points up the spotty behavior of white 
goods with an analysis that shows 
refrigerators 15 percent behind 1953, 
washers very steady, and electric ranges 
selling well. A Boston dealer says he 
will do well if he comes within five 
percent of 1953 figures, although he’s 
way ahead on automatic washers and 
ranges, because he is markedly off on 
refrigerators and TV. Even on wash- 
ers and ranges, he says, profits are 
below last year. 

A different picture is reported by 
another Boston dealer whose refrigera- 
tor sales climbed 10 percent in Sep- 
tember, are still off from 1953. How- 
ever, his range business is good and 
washers are ahead 15 percent. 


Uneven Refrigerator Sales. The 
variance in refrigerator sales through- 
out the East is emphasized by Phila- 
delphia dealers who reported excellent 
sales. One merchant, for example, 


1954 


says, “We sold more in September 
than we did all summer.” Another, 
reporting an overall September up- 
swing, says, “White goods, especially 
washers, dryers and refrigerators, ac- 
counted for a good part of the busi- 
ness.” The paradox is apparent again 
in reports from Upper New York 
State, where most dealers reported 
an improvement in business in Sep- 
tember, but some found refrigerator 
sales up, others found them down. 
One says, “Our September volume 
went considerably ahead of last year. 
. . . Refrigerators and washers are es- 
pecially good, as well as dryers and 
ranges.” But another dealer in the 
same town reports, “Our September 
volume was up to last vear. . . . White 
goods picked up, although refrigera- 
tion is still slow.” 


A Hot ’55? While refrigerators 
have had their ups and downs this 
year, room air conditioners, as every- 
body knows, had their downs—period. 
Yet, surprisingly, retailers are already 
looking forward to a good 1955 sell- 
ing season. Even in Washington, 


D. C., where only 11,982 units were 
sold this year (according to the Elec- 
tric Institute) as compared with 16,- 
468 in the same period of 1953, deal- 
ers are dismissing with a shrug the 
inventories they still have. And op- 
timism runs high for next year. One 
department store says they'll handle 
their promotion a little differently 
and they believe it will be a profitable 
summer. ‘Two or three other mer- 
chants expressed similar high hopes. 
So, don’t write off the room air con- 
ditioner business. It could bounce 
back just as fast in ’55 as it fell off 
in °54. 


Sweet Revenge. And, for a final op- 
timistic note, listen to this Philadel- 
phia dealer who combines profits with 
the satisfaction of making discount 
seekers pay for their price cuts. Says 
he, “We expect to wind up the year 
way ahead of last year, not only in 
terms of volume but also in terms of 
profit. We've been refusing to deal 
with the kind of customers who are 
looking for discounts—we send them 
where we know they'll get gypped.” 





The Midwest 
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By TOM F. BLACKBURN 


SOY 


Discounts won't mix with dis- 
carded trade-ins . . . Refrig- 
erator features not pulling 
... TV margins . . . Inter- 
coms for the home . . . Sales- 
men collect time payments 


HERE is growing apprehension 

among manufacturers over the 
service situation among dealers. As 
the giving-a-discount practice spreads 
into small towns as well as large cities, 
the dealer without a service depart- 
ment, who has to junk his trade-ins, 
stands a chance of operating a losing 
business. 


Among those moved to take action 
has been Westinghouse, which has 
held more than thirty field meetings 
to make the trade appreciate that serv- 
ice is closely linked with sales, and lack 
of it can foul up future business on 
the brand. This hits home to com 
plete line manufacturers. 


Features Not Pulling. A manufac- 
turer recently checked with one of its 
financially solid distributors to see 
what it wanted next year in refrigera- 
tors. The reply was that features such 
as water coolers and ice making de- 
vices were not pulling in business as 
desired, and gadgets in general were 
not up to snuff. 

The public is hopelessly confused 
by the welter of bargain prices adver- 
tised on refrigerators, and copy does 
not pull as buyers have no idea of 
what a standard price should be. In a 
saturated market, families bought a 
new refrigerator only when the old 
one pooped out, except for the bride 
and groom market. 

Therefore this distributor wanted a 
line of four models, with a special 
every 60 days. He. felt there should be 
a basic box retailing for about $180. 


Margin Must Be Satisfactory. The 
fond idea that a low list price, which 
will stampede the public into buying, 
regardless of short margins to the 
trade seems to be dying in its tracks. 
One maker last year brought out a 


(Continued on page 16) 
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READY 2. 


PROSPECT LIST 


Your Whirlpool Automatic 


Washer owners are ideal pros- 
pects. Surveys prove the majority 
of them are ready to buy a dryer. 
And, the Whirlpool Dryer per- 
fectly matches the Whirlpool 
Washer . . . another strong sell- 
“ing point for you! 












GAS OR 
ELECTRIC DRYERS 


Anything washable, in- 
cluding delicate fabrics, can 
be dried safely in a Whirl- 
pool. Both models feature 
Guide Lite control, protec- 
tive tempered heat, con- 
trolled air circulation, Sun- 
A-Tizing lamp and other 
exclusives. Gas dryer has 
fully-automatic ignition. 


REMEMBER... IT'S MORE PROFITABLE TO 
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Mother will live a new easier 
life! No more lifting and lugging 
baskets of heavy wet clothes. No 
more stoop-n-stretch routine of 
hanging clothes up on a clothes- 
line . . . then, the job of taking 
them down. 


Clothes last longer and look 
better when dried in a Whirl- 
pool. No more sun-fading .. . 
no more wind-lashing .. . no 
more straining and weakening 
of fibres to reduce normal life of 
your clothes. 


} +, ed iv} 
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Mother will have extra hours of 
freedom each washday. It takes 
only a few seconds to put clothes 
from the washer directly into the 
dryer. And, ironing time is re- 
duced because many pieces can 
be stored without ironing. 








Mother will have no more 
weather worries. Any time, day 
or night, is perfect drying 
weather with a Whirlpool. She 
will never have to dash out in 
sudden storms to rescue clothes 
hanging on a line. 














Whirlpool-dried clothes are over 
34% fluffier. Articles such as 
bath towels dried in a Whirlpool 
have 28% more water absorption 
quality than when line dried. 
And, there is no matted appear- 
ance or clothespin “dog ears.” 





WHIRLPOOL CORPORATION 
St. Joseph, Michigan 


IN CANADA: John Inglis, Ltd., Toronto, Ontario 
WORLD’S LARGEST MANUFACTURER OF WASHERS, DRYERS and IRONERS 


SELL WHIRLPOOL THAN SELL AGAINST IT! 
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With a Whirlpool, you can have 


‘a smaller inventory of clothes. 


The ease of doing the laundry 
this modern way permits wash- 
ing and drying more often . 
lets you cut down on your clothes 
budget... up to 4 in a family 
with 2 children. 








ELECTRICAL 


MANUFACTURERS WHOSE PRODUCTS SERVE BEST... 


Sw Peliden 


WIREMAKER FOR 


INDUSTRY 


APPLIANCE-RADIO-TV 
PICTURE 


CONTINUED FROM PAGE 13 


30-in range, with a list of $199.95. 
This distributor promptly raised the 
price to $229.95 in his territory, giv- 
ing his dealer 36 percent and himself 
14. He has just finished a profitable 
season on the model. 

Conversely, on television, 40 per- 
cent of his line which represents 60 
percent of the mix, carried only 9 per- 
cent for the distributor and 24 for the 
dealer. This distributor’s break-even 
point is 14 percent, and with the mar- 
ket largely saturated, there is no fast 
turnover to compensate him. He has 
had to cut his distributor salesmen 
from 3 to 14 percent, with a resulting 
loss of enthusiasm. 


Special Discounts. The situation in 
Omaha, where only a handful of exclu- 
sive appliance dealers are still in busi- 
ness, inspires Mike Lewis of that cit, 
to ask that manufacturers set up spe 
cial discounts for a man who will run 
a store for appliances only. Most re 
tailers in Omaha are employing appli 
ances as a tie-in to sell other goods, 
and sell them at any price, he says. 
The special discount would pay the 
retailer for furnishing a show window 
for the line, and for maintaining 
service. 


Intercom In The Home. Ranch 
houses, which are often 60 to 80 ft. 
long, are creating a market for inter 
communicating systems in the home. 
Several Chicago firms have advertised 
everything from toy telephones up to 
systems that plug in and are small 
broadcasting outfits. 


Salesmen Handle Payments. Harold 
Sampson, in Milwaukee, is instructing 
customers to bring their time pay- 
ments to the salesman who sold them 
originally, instead of to the cashier 
Customers dutifully do this, becaus« 
they know the salesman, and _ this 
move gives him a contact for futurc 
repeat business 

In the old days when one bought 
on time, he paid the list price, but this 
summer has seen the phenomenon of 
people buying at a discount, and then 
turning around and wanting the deal 
on time. Time payments sometimes 
give a dealer a chance to recoup what 
he lost on discounts. 

In Omaha there is one store which 
keeps a “walk book,” in which sales- 
men must record the disposal of what 
happened with every customer. It 
gives the management a good idea of 
how the public is responding to its 
propositions. Incidentally, it reports 
that 40 percent of the people who 
come into the store go out without 
buying anything. 


Heat Wave Sells. Heat, which 
makes human beings sweat, was re- 
sponsible for a jump in the sale of all 
appliances by which people can avoid 
hard work, the Kansas Gas & Electric 
Co. reports. Dishwashers, food waste 
disposers, clothes dryers, ranges, re- 
frigerators, roasters, all saw a rise in 

(Continued on page 27) 
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IN SPECTACULAR ELECTRONIC ADVANCES AND QUALITY 
a 


exclusive Capehart Polaroid” 
picture filter system 


exclusive Tri-Fi° 
spherical sound system 


master craft cabinetry 
first choice in fine homes 


Copal OMOMCES 
+ DRAMATIC “SPEAKING PICTURE’ TELEVISION 
> BRILLIANT 9-WAY HIGH FIDELITY CENTER 


® by Polaroid Corporation. 





CAPEHART...THE PRESTIGE AND PROFIT LINE 





CAPEHART...FIRST CHOICE IN FINE HOMES 


MODEL 3T215MD 


THE INCOMPARABLE 


“SERENADE”’ | 
WITH = SPEAKI N G PICTU RE > In striking Blonde, a 3T215BD 


4 MATCHING SERVING TABLES 


A new concept in combining furniture and TV. 


The most significant advance in television enjoyment 


of the year! Now—four speakers reproduce sound directly 


‘ > 2¢ c Ce - = f y tos " y 
from the area surrounding the large 21-inch picture Base includes four self-contained folding serving 


utilizing a violin sounding board. This dramatic advance tables . . . a wonderful, new help for the thought- 


creates a thrilling illusion of “in the room” performance, ful hostess. Tables set up on folding metal legs— 


plus providing a frequency range superior to a separate hard wood tops are finished to blend correctly 


: : with any furniture ions 
speaker. Sound seems to come right from the screen! th any furniture. (optional) 


Also features Capehart Polaroid® picture filter system. 


® by Polaroid Corporation 
In lustrous Mahogany hardwood and venecr. 


© CAPEHART FARNSWORTH CO 
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IT’S A DISTINCTION TO OWN A CAPEHART 


MODEL 17RPQ155M 
THE INCOMPARABLE 


Eignokent 


“FIFTH SYMPHONY” 


Inspired by the Lamotte painting, based on the famous Beethoven composition, from the Capehart Collection 

Now — a Capehart with every High Fidelity service — 

AM-FM radio —all-speed phonograph — and dual-speed 

tape recorder. You can preserve your favorite radio and television programs on tape 

to enjoy whenever you wish... hear selected passages from treasured recordings ...use your 
own public address system to add tothe fun of parties. Choose this complete 4-speaker 
Capehart High Fidelity instrument in these cabinets: contemporary mahogany finish (pictured), 
radiant bisque finish oak, or charming French Provincial cherry. 


BRILLIANT NEW 9-WAY CAPEHART HIGH FIDELITY WITH TAPE RECORDER 
RECORD PLAYER AMPLIFIER PICK-UP 


Plays 7, 10 and 12-inch records at Gives full range frequency response; Employs a wide-range cartridge 
33%, 45 or 78 rpm automatically. reproducing, virtually undistorted, with two jewelled styli for perfect experts for the ultimate in tonal re- 
intermixes 10 and 12-inch records. all the sound the ear can hear. reproduction and low record wear. production—Capehart High Fidelity. 


SPEAKERS 


Precision-engineered by acoustical 





MOST RESPECTED NAME IN HOME ENTERTAINMENT... CAPEHART 


CAPEHART...FIRST CHOICE IN FINE HOMES 


MODEL 16T245ES-1 


THE INCOMPARABLE 


Copehad “RHAPSODY II” 


Capehart’s popular 24-inch ‘Rhapsody’ now appears in a brand-new 1955 


version. The ebony Floratone cabinet has its own smartly modern wrought iron 
legs and the entire ensemble is brightened by gleaming gold accents. The 


exclusive Capehart Polaroid® Picture Filter is available for this instrument also. 


EXCLUSIVE! CAPEHART POLAROID® PICTURE FILTER SYSTEM 


Dramatic, relaxing realism with the richest, sharpest, picture fading and washout, annoying room (or ambient) 
deepest picture ever seen! The sensational Capehart light reflections. Takes TV out of the dark . . . place 
Polaroid® Picture Filter System gives you the “‘eye-comfort your Capehart TV where you please! 


picture’’ as the unique circular polarizer eliminates glare, ® by Polaroid Corporation. 
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MOST RESPECTED NAME IN HOME ENTERTAINMENT... CAPEHART 


CAPEHART...FIRST CHOICE IN FINE HOMES 


21-INCH CONSOLE MODEL 12F215MD-1 


THE INCOMPARABLE 





Ca peha rt Tri-Fi 


“WILLIAM PENN” 3 SPEAKERS 


for greater tonal fidelity 


The best television you have ever seen that’s what you 

will say when you see this new Capehart “William Penn’ with 
the exclusive Capehart Polaroid® Picture Filter System for sharp, clear pictures with 

room lights bright. And the revolutionary new Tri-Fi Spherical Sound System fills the room 


with glorious sound to complete your enjoyment. Handsome mahogany finish cabinet. 


CAPEHART MASTERCRAFTED CABINETRY 
Every cabinet is a beautiful blend of selected woods, expert construction, and skilled craftsmanship! 
New Capehart TV is a treasured piece of fine furni- crafted by men long skilled in the Cabinetmaker’s 
ture, superbly styled in smart contemporary designs Art . . . utilizing only authentic stylings. Yes, it's a 
or authentic period styling. Fine furniture features are distinction to own a Capehart . . . it adds so much 
incorporated in every Capehart Cabinet .. . carefully to your home. ® by Polaroid Corporation. 
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IT’S A DISTINCTION TO OWN A CAPEHART 


ee be : 


MODEL 15W214MD-1 


INCOM PARABLE 


i “SARATOGA II” 


The complete home entertainment unit, the Capehart “Saratoga II”’ embodies the Capehart 
tradition of excellence. AM-FM radio—completely automatic all-speed phonograph— 
Diamond-Brilliant 21-inch television—and all with famous Capehart Symphonic Tone from 


twin speakers. The authentically styled cabinet is a luxurious complement to any home. 


NEW SUPER POWER CAPEHART CHASSIS 


Capehart Super-Power Chassis uses 23 tuned circuits—15 The Capehart Super-Power Chassis contains a fu// comple- 


ment of tubes that supplies all the picture power you need. 
Capehart needs no external booster—even in fringe areas— 
because each Intermediate Frequency stage multiplies the 
picture signal 25 times! 


selection circuits to choose the wanted signal; 8 rejection 
circuits exclude unwanted interference. It's perfected and 
proved for sharpest, clearest pictures and easiest tuning — 
whether you are near or far from the stations! 





MOST RESPECTED NAME IN HOME ENTERTAINMENT... CAPEHART 


CAPEHART...FIRST CHOICE IN FINE HOMES 





MODEL RP154B 
THE INCOMPARABLE 





had 


“MOONLIGHT SONATA”’ 


Inspired by the Lamotte painting, based on the famous Beethoven composition, from the Capehart Collection 


This is the instrument of which Yehudi Menuhin, world-famous 

violinist, says, “Music reproduced with the fidelity achieved by this new Capehart 

is a musical event. So perfect is the reproduction that orchestra and soloist seem to be present and 
playing in my living room.” Hear this instrument . . . see its beautiful korina cabinet .. . 


then you will agree that this is High Fidelity worthy of the name 


CAPEHART HIGH FIDELITY 


This is High Fidelity—a new world of sound! The incom- extends the dynamic range of sound as no ordinary phono- 
parable Capehart brings the finest of the world’s music to graph possibly can. Capehart High Fidelity individualizes the 
your home with all the harmonics and overtones of the instruments of orchestra or band as only on-the-spot listening 
original performance—because Capehart High Fidelity re could do heretofore. The glorious rich sound you hear from 
produces music over the ful] frequency range . . . actually Capehart High Fidelity is truly ‘‘living music's greatest rival. 
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CAPEHART...FIRST CHOICE IN FINE HOMES 
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MODEL 16PH55M 
THE INCOMPARABLE 


Egpakeal 


“MAGIC FLUTE”’ 


Inspired by the Levi painting, based on the famous Mozart composition, from the Capehart Collection 
The brilliant performance of this Capehart High Fidelity Phonograph 1s 


echoed in the quiet dignity of its mahogany-finish cabinet. Designed exclusively 


for true fidelity reproduction of your fine recordings, this instrument employs 


four speakers to bring you a// the music that should be yours to enjoy. Convenient 


hinged lid for easy access to turntable and controls. 


CAPEHART HIGH FIDELITY 


RECORD PLAYER AMPLIFIER PICK-UP SPEAKERS 


Plays 7, 10 and 12-inch records at Gives full range frequency response; Employs a wide-range cartridge Precision-engineered by acoustical 
33%, 45 or 78 rpm automaticaily. reproducing, virtually undistorted, with two jewelled styli for perfect experts for the ultimate in tonal re- 
Intermixes 10 and 12-inch records. all the sound the ear can hear. reproduction and low record wear. production—Capehart High Fidelity. 
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CAPEHART...FIRST CHOICE FINE HOMES 


MODEL 6TP45M 
THE INCOMPARABLE 


Epo 


“RODEO” 


Inspired by the Palmer painting, based on the famous Copland composition, from the Capebart Collection 
Here is a rare find —- a Capehart High Fidelity Table Phonograph 
in a beautiful mahogany-finish cabinet that meets limited space requirements without 
sacrificing one bit of performance or styling. Three High Fidelity speakers are perfectly balanced 
in this instrument for true-to-life tonal reproduction. The attractive wrought iron 


stand available at a small additional cost — is custom-styled for Capehart. 


INCOMPARABLE CAPEHART LEADS 


first choice in Television, High Fidelity and Radio because 
Capehart is the most respected name in home entertainment 


LITHO. IN U.S. A. 


FORM NO. 222 





CAPEHART FARNSWORTH COMPANY + Fort Wayne 1, Indiana - A Division of International Telephone & Telegraph Corporation 











sales for seven months in 1954 over 
1953. Biggest rise was a 327 percent 
jump in room coolers, next was 111 
percent on television. 

Bob Coe’s St. Louis area, for seven 
months of 1954, saw a 90 percent rise 
in dishwashers, 71 in food waste dis- 
posers, 56 in automatic washers. Drops 
occurred as follows: Coffee makers, 
20 percent; food freezers, 35; ironers 
44; ranges 8; refrigerators 7; cleaners 
13; and wringer washers, 25. 

Duluth, Minnesota Power & Light 
territory, saw rises in everything for 
eight months of 1954 with the excep- 
tion of wringer washers and ironers. 


Youngster Electrocuted. Charles 
Willard, 14 years old, Appleton, Wis., 
was killed when he put his hand in 
the back of an open television set re- 
cently, the Associated Press reports. 
These things will happen when the 
trade begins encouraging owners to 
bring in their television units for re- 
pair, or owners try to take out tubes 
for testing. 


The South 





By AMASA B. WINDHAM 





Check on first three quarters 
of year shows business only 
slightly off 1953 Pace... 
fall prospects reflects optimism 


UST like dozens of football coaches, 

as the third quarter ended, South- 
ern appliance dealers looked back over 
past performances and began to get 
ready for the final dash. All in all, they 
saw a pretty good picture. Sales vol- 
ume in most of the big Southern cities 
was not very far off the 1953 pace with 
distinct gains in the sale of some ap- 
pliances and distinct drops in others. 
And with the exception of television 
and air-conditioning, dealers were 
making more money, too. 

In fact, you couldn’t level your 
finger at a single appliance—except 
possibly ironers—and say that sales 
were bad. Personal talks with some 
retailers, calls to others and a survey 
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of utility reports shows a picture which 
shapes up, as of Oct. 1, something as 
follows: 

For the first nine months of the 
year, the sale of automatic washing 
machines is up approximately 20 per- 
cent over last year in Charlotte, Miami 
and Knoxville; 10 percent in Birming- 
ham, Charleston and Tampa; 5 per- 
cent in Atlanta and Houston; on par 
in New Orleans, and somewhat under 
last year’s figures in Memphis, Chat- 
tanooga, Shreveport, Richmond, Dal- 
las and Nashville. 


Wringers Not So Spry. Conven- 
tional washers have not done as well 
as automatics, however. Wringer 
sales were poor in Atlanta, Birming- 
ham, Houston and New Orleans; 
Miami was an estimated 15 percent 
off in the sale of wringer-type washers, 
and only in the Carolinas were sales 
steady or a little bit over 1953. 

Some dealers have been moaning 
and groaning over home freezer sales 
but it is hard to understand why. 
With the exception of Miami (where 
freezers are off almost 20 percent) and 
along the Gulf Coast (where most 
dealers admit they haven’t worked at 
pushing home freezers this year), the 
results are pretty good. 

New Orleans, as well as several 
other cities in the Bayou State are up 
a healthy 15 percent; Charlotte deal- 
ers have sold an estimated 1,000 more 
freezers this year than last; Nashville 
is running a whopping 50 percent bet- 
ter; Birmingham, Memphis and Hous- 
ton are approximately 10 percent bet- 
ter, and despite the drop in Miami, 
other parts of the Sunshine State en- 
joyed fine sales. In both Tampa and 
Jacksonville, home freezer sales were 
some 10 percent better than in 1953. 


Refrigerators Still Gaining. Refrig- 
erators are still selling at a pace some- 
what below last year, but have made 
very good headway in the past three 
months and are still on the upgrade. 
On the plus side are Charlotte and 
Raleigh in the Carolinas; almost at 
par are Atlanta and New Orleans; lag- 
ging are Houston, Birmingham, Mem- 
phis, Nashville and Miami. The de- 
crease in the latter cities ranges from 
10 percent to nearly 40 percent. 

Electric ranges made their most 
spectacular sales gains in the South- 
western area. Gulf States Utilities re- 
ports that range sales in western 
Louisiana and eastern Texas are up 
almost 30 percent over the first nine 
months of 1953, and that sales are 
still rising. Even in New Orleans, 
where dealers just can’t sell electric 
ranges, sales are up to about 50 a 
month, compared with an average 25. 
Range sales in Charlotte are running 
at an estimated 30 percent over last 
year, and in Birmingham, Atlanta and 
Memphis, the increase is around 10 
percent. Nashville and Tampa are 
even, but sales are off considerably in 
most other places—standing at a 35 
percent decrease in Charleston, 20 
(Continued on page 34) 
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Rhode Island Electrical Repair 
Company Finds KLIXON Protectors 
Reduce Motor Failures 


PROVIDENCE, Rhode Island: Mr. Arthur C. Warner, 
J. & H. Electric Company, specialists in motor and elec- 
trical equipment rebuilding, is emphatic about the advan- 
tages of Klixon protection. He writes: 


“Our experience repairing motors in which Klixon Pro- 
tectors have been properly installed has been very favor- 
able as proven by the reduced number of motor failures 
due to overload and voltage conditions.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 








METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2511 FOREST STREET, ATTLEBORO, MASS, 
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Mary Kay and Johnny on 
The United States Steel Hour 
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“Operation Snowflake” is an exciting sales promotion campaign 
being sponsored by U.S. Steel Corporation. Planned for the holiday 
season, it is built around the sale of major appliances, such as ranges, 
refrigerators, washers and driers. The theme is “Make it a White 
Christmas.” 

You, as a dealer or distributor of white goods, stand to benefit by this 
campaign. The promotional publicity for “Operation Snowflake” is 
nationwide—Mary Kay and Johnny will feature it on The U.S. Steel 
Hour, there will be local and network TV commercials, plus radio com- 
mercials, national magazine advertisements (Saturday Evening Post, 
Nov. 27), newspapers, trade magazines, direct mail, and personal calls. 

Your part in all this is simple. Have a full stock of major appliances 
on hand to fill the orders that will come rolling in after the impact of 
“Operation Snowflake” hits the public. 

Get in touch with your appliance supplier, now. He’ll give you all the 
details. He can also supply you with window streamers and other sales 


promotion devices heralding “Operation Snowflake.” 


UNITED STATES STEEL 


PITTSBURGH 30, PENNSYLVANIA 
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automatic ELECTRIC 


ATER HEATERS 


Here’s the proven volume-selling line you can depend on for faster 
turnover and bigger profits. That’s because feature for feature, the 
DWW is a “blue ribbon” quality line — offers your customers more 
hot water — more economy — more unfailing performance that means 
greater satisfaction. Make DWW’s strong advantages work for you. 
Sell the water heater customers buy — DWW! 


SALES-CLINCHING FEATURES incuune: 


FEATURES OF DWW AUTOMATIC ELECTRIC WATER HEATERS: 


Chromalox immersion heating unit * Easily removable porthole cover * Cathodic 
protection by magnesium rod * Heavy legs for sturdy support * Inlet and drain 
located to offer greatest installation convenience * Heat trap to prevent back 
circulation in piping * Double extra-heavy galvanized steel tank * Underwriters’ 
approved heavy wiring * Precision engineering * Upright models to conserve floor 
space, tabletop for extra work space * Advanced design * Adjustable thermostats. 
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Exclusive baffle at cold water inlet prevents mixing of hot 
water with incoming cold, insuring constantly even water 
temperature and greater economy of operation. 


FEATURES OF DWW AUTOMATIC GAS WATER HEATERS: 


Adjustable thermostat easily set for any temperature * Advanced design with 
latest scientific improvements * Precision engineered * Automatic safety pilot 
that automatically shuts off gas if light goes out * Liberal 10-year guarantee * 
Non-clogging burners * Dust-free base for trouble-free performance. 


QUICK CONSTANT HOT WATER 

LONG TROUBLE-FREE SERVICE 

LOW-COST OPERATION 

HEAVY FIBERGLAS INSULATION 

MODERN SPARKLING BAKED ENAMEL JACKET 
SAFETY AND CLEANLINESS 


NATIONALLY ADVERTISED 











A TYPE AND SIZE 
FOR EVERY 
PURPOSE 








GAS 


Liberal 10 Year Guarantee on Extra-Heavy, Copper Bearing Gal- 
vanized Steel Tanks When Ordered with Cathodic Protection. 





ABLE-TOP 











DWW manufactures a 1 year, 5 year, 10 year and Stone Lined Water Heater 


DAE: 
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Westinzgehouse 





puts 3=way ad drive 


Gee 


on housewares de 


for Christmas 





: m and now...Betty Furness 
ee is working overtime... 
selling em for you on 


209000000000 00000000000 


Betty Furness sells ’em for you. 
18 demonstrations in your 13 


best-selling weeks. : Best of Broadway Arresting full-color ads sell ’em for you 





:: 











Westinghouse ion inThe Saturday Evening 
STUDIO ONE Big star-studded new show ff POS T- unusual, distinctive ads on 
CBS-TV network CBS-TV th 
Pail teh gene ol ” tet all these popular products 





And this colorful display 
tells people where to buy. 


Get one for your store NOW! Hal 





But remember... you can’t sell ‘em 
if you haven’t got ’em! Only a few more stocking days 
left...order through your Westinghouse Distributor today! 





‘ West; 
Westinghouse Electric Corporation + Electric Appliance Division you CAN BE SURE oo JF * estinghouse 


/ Mansfield, Ohio 
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CROSLEY ives you what 




















FULL LINE OF COMPACT LINE PRICES TO FIT 
SUPER-V’s! (that'll fit in anywhere!) EVERY CUSTOMER! 


Last Spring 100,000 Super-V’s were snapped up in just 60 
days! That’s the kind of excitement Crosley dealers were 
having when the rest of the TV market was in a seasonal dip. 
So you can bet your life Crosley sales will break more records 
this November and December. Why? Because now you have 
a complete line of Super-V’s, a compact line . . . just six models 
designed and priced to please every customer. And check up 








95° 


(walnet-fnished) 


only “1892 


Big, beautiful 21-inch Console with a price tag 


that’s hanging on many a table model! Aluminized 

Cinema-Wide Screen. Large concert-quality speaker. 

High, easy-to-reach side controls. Biond-finished, 

$209.95." rx eg -finished, $199.95.* Walnut- G IVES ¥ O U 
finished, $189.95.* 
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on Crosley’s profit margins, compare, and you'll find no other 
line in the industry can beat ’em! 


Get in touch with your Crosley distributor, he’ll tell you 
how to get rich, and fill you in on Crosley Super-V’s selling 
features like: 


@ Vertical-Plane Chassis. A Crosley first. Brings truly modern 
design to TV. 


@ Aluminized Cinema-Wide Screen on all 21’ Super-V’s gives 
bigger, brighter picture. 


@ Exclusive “HF’’ Cinema-Sound Speaker, on Lowboy, Combination 
TV-Phono and Custom Console, opens whole new tonal ranges. 


Less Power Consumption—Tube-Life-Extender Circuit— 
Built-in Antenna—Removable Picture Window— Automatic 
Gain Control—UHF All-Channel Reception (optional, extra) — 
Full-Year Warranty on Picture Tube; 90 days on chassis parts. 


Custom-built 21-inch 
Console. Super-V's per- 
fect step-up seller! Has 
“HF” hi-fi-type Cinema- 
Sound Speaker mounted in 
Enclosed Sound Chamber. 
Superb tone! Rich-looking 
grille and cabinet details. 
Blond-finished, $229.95.* 


Mahogany-finished, 
$219.95.* 
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LONGEST MARGINS 


— from here to the North Pole! 





' Stunning 21-inch Lowboy Con- 
sole with new extended-range sound. 
Has Aluminized Cinema-Wide Screen; 
Cinema-Sound Speaker; modern 90° 
picture tube; Vertical-Plane Chassis. 
Blond-finished, $259.95.* Walnut- 
finished, $249.95.* 


only ‘139 








95* 


Famous 17-inch Crosley 
Super-V. The set tens of 
thousands of customers have 
picked up and carried home! 
Now, newer, lighter than ever! 
Mahogany-finished,$149.95.* 
Blond-finished, $159.95.* 
Walnut-finished, $139.95.* 


(walnut-finished ) 








Handsome Combination 
21-inch TV and Phono. 
Giant Aluminized Cinema- 
Wide picture tube; Cinema- 
Sound Speaker; amazingly 
compact cabinet. Phonograph 
changes records of all 3 sizes 
and speeds. Blond-finished, 
$309.95.* Walnut-finished, 
$299.95.* 
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Biggest 21-inch Screen, 
in the smallest cabinei ever! 
Has Aluminized Cinema- 
Wide Screen; space-saving, 
modern 90° picture tube; 
Vertical-Plane Chassis. Ma- 
hogany-finished, $179.95.* 
Blond-finished, $189.95.* 
Walnut-finished, 
$169.95.* 
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Tie in with Crosley’s excit- 
ing ““Game of the Week”’ 
football contest. 


Prizes: Brand-new Cadillacs! 


MORE FOR YOUR MONEY — =~ Sat (2) sre 
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Genuine 


Sale| 


The “OVERTURE” offers 
PROFIT 


ABSOLUTELY NEW! 
ABSOLUTELY TERRIFIC! 





High Fidelity 
at the low, low $ 95° 
retail price of only 34 


‘OVERTURE’ 











CAN BE USED WITH ANY STANDARD RECORD PLAYER (RCA, WEBSTER, VIM, 


-. 
- “--. 
oo v., 


COLUMBIA, etc., as well os any Tape Recorder, Tuner or Microphone) 
' ' 


The “OVERTURE” is simple to operate 

It connects with any standard 
Record Player, Tuner, Tape Recorder 
or Microphone. YOU CAN’T AFFORD 
TO MISS this terrific performer ! 


The “OVERTURE” is real |High Fidelity 

a 3-speaker-amplifier unit that 
compares in performance with any 
equipment priced three to four 
times more and everybody, but 
EVERYBODY, is a prospect for the 
OVERTURE” at this truly Low, Low 


Price of $59.95. 


HIGH FIDELITY) at this AMAZINGLY LOW PRICE! 
TRY IT... YOU CAN’T MISS! 


a MASS SALE ITEM with a SOUND 


STRUCTURE for DEALERS and DISTRIBUTORS ! 


SOME DISTRIBUTORS’ AND REPRESENTATIVES’ TERRITORIES 
STILL OPEN 


WIRE COLLECT 


MANUFACTURING CO., INC. 


534C East 72nd St. 
New York 21,N. Y. 


MAKERS OF FINE RADIOS & AUDIO EQUIPMENT SINCE 1928 
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percent in Knoxville and approxi- 
mately 30 percent in both Dallas and 
Houston. 


Dishwashers Are Dull. Dishwashers 
are off considerably. Atlanta is lagging 
about 15 percent behind last year, 
New Orleans and Birmingham about 
10 percent, and Charlotte around 40 
percent. Even in cities which sell only 
eight or ten dishwashers a month 
(Chattanooga, Charleston, Knoxville), 
sales are running even lower than the 
already poor figures. Only Miami 
shows up with a substantial increase 
in dishwasher sales—an estimated 30 
percent. 

It is hard to tell how the sale of 
room air-conditioning units are stack- 
ing up with last year, because either 
dealers don’t know exactly where they 
stand or because they are reluctant to 
tell you. You get such replies as 
“Sales are all right”, or “We haven't 
done much”, or “Pretty good.” 

Based on the best estimates, how- 
ever, only two sections seem to have 
dropped considerably below last year’s 
sales—that’s in the Carolinas where 
sales were off about 10 percent froin 
the first three quarters of last year, 
and in Florida which recorded a 20 
percent drop in three-quarter h.p. 
units and an amazing 60 percent drop 
in 1 and 14 h.p. units. The big sales 
jumps were in Houston, Beaumont, 
and other Southwestern areas where, 
by the first of October, sales were up 
some 45 percent over 1953. And in 
Nashville, dealers were almost 2,000 
sales above the same period for last 
year. Observers agreed that more air- 
conditioning units were sold, too, in 
Birmingham, Atlanta and Memphis 
but figures were unavailable. New 
Orleans had its ups and downs, trip- 
ling sales in the first three months of 
the year, sliding into the dumps the 
next three and finally winding up 
slightly under last year. 


Check On Television. Checking up 
on television sales, you find that they 
are exceptionally good. Miami and 
Jacksonville recorded 10 percent better 
sales of TV in the first nine months of 
this year than in the same period of 
last year. Charlotte is up about 20 
percent, with other cities in the Caro- 
linas soaring up as high as 100 percent. 
In Birmingham, Atlanta and Mem- 
phis, TV sales increases ran from 10 
to 15 percent. New Orleans, after a 
sensational spurt in the last two 
months, was nearing par again, while 
Houston also reported steady sales. 
The central Louisiana and Gulf Coast 
areas were still riding the boom. 

Water heater sales were running an 
even course, about neck and neck with 
the first three quarters of last year. 
The best market was central Louisiana 
and east Texas, where sales were up as 
much as 25 percent. Charlotte was up 
too—about 7 percent, Miami estimated 
a 15 percent improvement, and both 
Chattanooga and Nashville had a slight 
increase in sales, but there was still a 
lag in such cities as Birmingham, At- 
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lanta, Charleston and Memphis as well 
as in many of the smaller towns and 
cities of the South. 

Clothes dryers were definitely on 
the plus side, ranging from a booming 
125 percent increase in Miami to 
about par or a little below in east 
Texas. Charlotte had about a 50 per- 
cent increase, and Memphis, Birming- 
ham and Chattanooga showed good 
increases also. 

Well, in black and white figures, 
that’s the picture as of October 1, and 
it must be admitted it isn’t a bad pic- 
ture. Dealers are pretty optimistic 
about the remaining three months of 
the year. If the sale of refrigerators, 
dishwashers and one or two other big 
ticket items can be spurred anywhere 
near the sales volume of last year, 1954 
will be another whopper for the appli- 
ance business down here. 


The Great Lakes 





By N. BLEECKER GREEN 


Laundry equipment and ranges 
move well—Air conditioning 
carryover may affect coming 
buying—tTelevision gets off 
fast—Electricity scores one 


Overall sales for appliances-radio- 
television during the month of Sep- 
tember compared favorably with the 
preceding month of August for the 
Great Lakes area. Dealers reporting 
varied their figures, but the “ups and 
downs” pretty well averaged out to 
keep company with those saying “just 
about the same” or “about even.” 

Of those specifying a change in the 
business pace during September as 
compared with August, one dealer re- 
ported a drop of 18 percent (largest) 
while another claimed to have jumped 
up some 15 percent. Many just tagged 
the opening fall month “higher,” 
“much higher,” or simply “slightly 
better.” 

Reports for September of this year 
as compared with that of 1953 bring 
less hesitation and pretty much the 
same tone of “even” or “just a bit 
below.” There should not be too 
much variance, either improvement 
or a drop, for this year. 
(Continued on page 38) 
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LET’S TALK 
THIS KIND OF TURKEY ! 
















F you’re interested in products that have the kind 
of backing you need to move them, then you’re thinking 

right down our alley. Right now, the Easy Automatic 

is being promoted, merchandised and advertised with the 
























biggest concentrated campaign ever. 


Over 71,000,000 selling messages will reach consumers 
in top-favorite national magazines alone! Tied-in 
with this all-out effort is Easy’s cross-the-nation 
newspaper support that gives extra impact at the 
important /ocal level. 





To help you even more, there are product 
promotions geared to lead your prospects right into 
Easy’s famous step-up story. That’s Easy’s approach 
to more sound business for you today! 


If you like this kind of support, contact your 
Easy Representative today. He’ll talk turkey with you! 





4 WRINGER SPINDRIER 


— . . ° 3 
= oe ! 
— 
New Easy Clothes Dryer dries clothes the way you want, Nothing else has the demonstration power of the exclusive 
with the right heat and time for any fabric. Has ozone Spiralator — tested and proved best by over 2,000,000 owners! 
] lamp, exclusive clean-out reminder buzzer, cycle-end And only Easy gives you a complete line under one brand name 
bell, and many other features customers expect from Easy! that is famous for value, features and performance ! 
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Presto -greatest pressure 


NEW 
AUTOMATIC 


AIR VENT Apri r] 1/ 


igual bill 


NEW 
COOKING GUIDE 


NEW 
PRESSURE-TRU 
INDICATOR 














watching. A great new 
exclusive Presto FIRST in 
pressure cooking! : 





























More Presto Cookers are sold than all other makes combined! 


BEST STYLED...BEST PROMOTED LINE...NATIONALLY ADVERTISED 
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cooker news in 15 years 
1'') Presto Cooker 


America’s 
Most 
Exciting 
New 


Appliances 
Presto 


TO HELP YOU SELL! 
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Get ready for sales-makirng news from 
Presto— World Leader in Pressure Cooker 
Sales! FOR THE FIRST TIME, the amazing 
new Presto Cookers put pressure cooking in 
the ‘‘push-button’’ age of modern cookery! It’s 
the cooker development American women 
have been asking for! Now you have it! 
New modern styling! New features! New 
sales ready and waiting! 

Now you can sell Presto Cookers that 


AUTOMATIC ELECTRIC SKILLET 2 
: The Most Exciting N New Appliance in Years! 


A new ‘ sellout! Nothing like 
it! It’s a 4-in-1 appliance! It’s DEEP for all- 
cooking. stews, braises, bakes, 
casseroles. Exclusive Stickproof ne 


rior ends tear engl say 


"Fed. Tax tinct. 
ig aet ey oxi Complete with dln 





Pres 


make the miracle of pressure cooking in the 
home simple and sure as boiling water! 
IN NATIONAL MAGAZINES... GIANT 
NEWSPAPER SUPPLEMENT ADS 
Presto will tell your customers —'‘‘ Look 
how easy it is to pressure cook now!’’ GET 
READY TO GET YOUR SHARE OF NEW 
PRESTO COOKER SALES! CALL YOUR 
DISTRIBUTOR TODAY $1495 
OR WRITE PRESTO! esate a2 tae 





PRODUCTS 


OVER 21 MILLION 
SATISFIED USERS 


NATIONAL PRESTO 


1954 


fe Scorch Pre- — , 
ti Spel when | 
iron- 


ee 


Presto 


INDUSTRIES, 


Inc. EAU CLAIRE, 


WISCONSIN 
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The 


FASTEST 


NOWw’s the time to stock, dis- 

play and sell Elec-trivets by 
Paragon . . . the smartest gift 
items in years. They’re Christ- 
mas-profit naturals...the sort 
of gift idea that’s quick to catch 
your customer’s eye — and just 
as quick to make him buy. 
“Elec-trivet Coffee Service” in- 
cludes Elec-trivet and match- 
ing 8-cup carafe. Coffee service 
and individual Elec-trivets 
come packed in handsome car- 
tons . . . ready for giving. 











ELEC-TRIVET COFFEE 
SERVICE . . . includes $795 


handsome 8-cup carafe. 
Retail 


ELEC-trivets keep 
food piping hot... 
ready fo serve 


authentic colonial de- 
Colonial 


Leet are keyed to modern, 
casual living. Made 
of black wrought iron 

— with sunburst brass 
Wreath heating element. Re- 


cial ‘‘decorator’’ 
models only $5.95. 





Family 
Tree 


See your distributor or write: 


PARAGON ELECTRIC COMPANY 


° Two Rivers, Wisconsin | 


1638 Twelfth Street 
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Beautifully styled in | 


| 
| 





signs .. . Elec-trivets | 


tail price $4.95. Spe- | 
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The Movement. Just what moved 
during the September month for this 
year seems to pretty much depend on 
the dealer and the amount of promo- 
tion or aggressive backing put into 
sales and merchandising effort. Laun- 
dry equipment pairs moved well, in- 
cluding both the conventional or 
wringer washers and the automatics. 
Electric ranges showed some sparks 
here and there but dealers generally 
showed a lack of really going out after 
the business. 

Air conditioning, as too many know, 
left some healthy figures on the in- 
ventory sheets of all levels of the in- 
dustry. Dealer stock seems to be in 
all stages of the game, ranging from 
those who have “only one piece, 
thanks be” to some with “large carry- 
over’ or “too heavy.” The natural 
question that bothered everyone was 
how to get rid of this stock. Most 
dealers were cutting prices and “look- 
ing for special angles.” But this only 
approached the real problem. ‘The 
most serious aspect of the air condi- 
tioning inventory is its carryover effect 
on the coming year’s buying. As one 
dealer (his inventory was in good 
shape) said, “If I had any, I would 
not buy.” Another stated he would 
not buy any “to start the 1955 sea- 
son... we must sell the 1954 models 
first.” Many seemed skeptical as what 
was proper to do but the buy light 
policy seems to be heavily on the deal- 
ers’ mind in October. As one com 
mented, “We will buy what we need, 
not what supplier suggests.” It looks 
like a tough year for the distributor 
salesmen. 


Good Picture. The bright picture 
for September seems to be the heathy 
sales reported on television, which got 
off to a good start. For TV, promoted 
aggressively as the smell of burning 


leaves began to pick up, showed good 
movement from the dealer level 
throughout the Great Lakes area. 


“TV best mover for September,” was 
a typical comment. And the predic 


_ tion that this could be an excellent 


year was almost unanimous. 

’ Color had not made much of a dent 
into the tv picture hereabouts and 
dealers split their approach on selling 
for or against. Most of them felt that 
little real interest had been shown on 
the part of the consumer, so the ques 
tion of negative or positive selling was 
not important. But some, having one 
eye cocked on the future of tv and 
the coming high-end volume, marked 
down “a positive approach” with little 
hesitation. 

On the shores of Lake Erie, the 
opening gun that helped put a “news 
hook” on television was baseball fever 
and Cleveland’s participation in the 
World Series. Although no one would 
attribute sales directly to the event, 
many felt that some customers who 
were wobbling on the edge of inde- 
cision “bought now instead of later.” 

In Cleveland proper, the baseball 
aura was well merchandised to some 
effect with the liberal placing of tv 
receivers in downtown locations. One 
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bank placed sets in the windows of 
ten of its fourteen branch locations; 
gave credit to the distributor. In an- 
other move, Westinghouse placed its 
21-inch Capri model in the display 
windows of the Cleveland Marshall 
drug chain. Courtesy cards plugged 
the line through “your favorite West- 
inghouse dealer.” Sets were also seen 
in jewelry stores, bars and restaurants. 
The department stores placed them 
in various sections or division of the 
stores, but reported little actual sales 
activity. “More of a public relations 
gesture,” said one store spokesman. 


Electric ys. Gas. In the greater 
Cleveland area, where two separate 
utilities fight it out on the battle- 
ground of electricity against gas, the 
Illuminating Company scored one 
round for electricity. Tying in with 
the fall promotion of National Home 
Week, the wide awake utility placed 
electric appliances (kitchens or laun- 
dries) in some fifteen out of eighteen 
model houses in the Westgate Parade 
of Homes. 

Working hard to get the maximum 
interest from the hard won display 
(they had to scramble to get this show- 
piece), a contest was set up under 
the Electrical League of Cleveland. 
Each house had five special features 
keyed to public interest. Each was 
marked and the contestant had to 
match one jingle on contest sheet 
with one feature in each house. Ap- 
pliances were offered for prizes (all 
electric). 


The Far West 





by HOWARD J. EMERSON 


Ten major markets are op- 
timistic about fourth quarter 
sales. White goods may beat 
1953 by 10 percent and TV 
should hold its own 


Co about the coming 
Christmas appliance-tv buying 
season was rampant among most of 
the 65 dealers interviewed here in the 
Far West at press time. The concen- 
sus shows that white goods sales in 
this area should run about 10 percent 
(Continued on opposite page) 
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head of 1953 last quarter volume, 
that tv sales will hold to the 1953 level 
in dollar volume, although up some- 
what in unit sales, that electric house- 
wares sales should run well ahead of 
1953 unit and dollar volume. 

However, there are too manv local 
and area conditions that will have to 
be considered to warrant looking to 
the Far West in a general sense. So 
here is a quick look at 10 major trad 
ing areas: 


LOS ANGELES—Fair to muddling. 
Independent dealers and department 
store buyers interviewed here could see 
little reason for anticipating much im- 
provement in the appliance business 
during the last quarter, compared to 
last year. While the discount houses 
may not have expanded much during 
the last few months, their influence is 
still felt by all dealers. One depart- 
ment store buyer says that the large 
number of homes being readied for 
late fall occupancy might help improve 
white goods sales. An independent 
feels that dryers may be the “sleeper” 
because of favorable response to the 
installation allowance being offered by 
the utility. Good spring and early sum- 
mer tv sales may have taken some of 
the edge off the usual fall business. In 
this highly-saturated market the public, 
says one dealer, is now “buying second 
sets at the cheapest possible price.” 


SEATTLE—Much better. Practically 
everyone here is on cloud 8 as they 
look at the coming Christmas selling 
season, but it is likely that the ending 
of the long and costly lumber strike 
is behind their enthusiasm. A top de- 
partment store executive expects busi- 
ness to be better than 1953, with the 
continued high employment at Boeing 
aircraft and the proceeds from a good 
commercial fishing season providing 
the reasons for the optimism. The 
only catch is exactly how much the 
lumber strike forced a large group of 
people to dig into savings. 

Independent dealers share the de- 
partment store feeling, looking to 
laundry equipment to be the volume 
and profit item with them. Two of 
three independent dealers believe re- 
frigerators will be the second biggest 
seller during the last quarter—a switch 
in thinking for many in this large elec- 
tric range market. All dealers inter- 
viewed here expect tv sales to be good 
this fall, with most sales in the $250 
table model class, and with no dealer 
reporting that tv trades are yet a seri- 
ous problem. 


DENVER-—Ten to 25 percent better? 
Here in the mountain state metropolis, 
estimates of last quarter business 
ranged to 25 percent. better than 1953. 
Several reasons for the optimism of 
department store and independent 
dealers: “Denver is booming in new 
home building and we are feeling a 
heavy demand from new owners;” a 
program by the Public Service of 
Colorado on dishwashers has brought 
good results; electric bed coverings are 
already starting to move well; “radio 
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is coming back to Denver,” says one 
dealer, “it was dead for two years 
because of tv”; winter programming 
and the end of the color scare may 
boost tv set sales by 25 percent over 
1953 last quarter unit sales, say some 
dealers, with sales in the $179 to 
$250 bracket. 


PHOENIX—White goods steady, tv 
going up. lew dealers or observers in 
this southwest city could expect white 
goods business to continue to increase 
as fast as during the last amazing 
three years, but there is still indication 
that dealers as a whole will enjoy 
volume equal or slightly above the 
1953 level during the last quarter. 
Automatic washers are selling well, 
dryers increasing, but the season is 
later for this item here; refrigerators 
are dragging and subject to sharp 
pricing and trading; ranges are a good 
item. 

Recent building strike slowed new 
home occupancy, cut business for 
appliance— handling furniture dealers 
who sell “packages” to new home 
owners. For most dealers, tv is going 
well and the Christmas season holds 
promise for even more business. 


BOISE—-TV will be slow. Here in 
southern Idaho, dealers anticipate a 
good fall season in automatic laundry 
equipment and electric ranges. Dry- 
ers, particularly, will be the profit 
maker for most dealers as the prospects 
of a usually severe winter face the 
area. Ranges are a very seasonal prod- 
uct here, and this is the season. 

Not so bright fall is seen for the 
tv end of the business. The area of the 
Boise signal was flooded with sets and 
curbstone dealers after the station 
came on the air 18 months ago, so 
no one in the industry expects this 
Christmas business to compare with 
1953. 


SACRAMENTO-Steady government, 
steady sales. Here in California’s state 
capitol, the payroll fluctuates less 
than in areas where industry or agri- 
culture influence the market. So deal- 
ers here see only a few reasons for the 
appliance-tv business to be much 
different than in the last quarter of 
"53. Among these reasons: more dis- 
count houses than a year ago will cut 
a little into the area volume; dryer 
sales will be upped by a utility spon- 
sored campaign, and will be helped 
further by nature when the rains come; 
new tv station KOVR is giving the 
city and country a strong local VHF 
signal that is giving set sales a strong 
boost. Demand for used tv sets has 
increased recently and is expected to 
be even better nearer Christmas. 


PORTLAND-A bed of roses. In this 
city of normally cautious people, come 
reports of enthusiasm unheard in re- 
cent years. Although the lumber strikes 
seem to have nearly crippled the 
Willamette Valley with which Port- 
land is tied economically, dealers antic- 
ipate one of the best seasons ever in 
(Continued on page 42) 
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**de-frost-it’’ 90 


$395 
with cord . Retail 
Plug-in model also available 


at $7.95 retail 


NEW “de-frost-it’ 
carton puts the brake 
on store traffic 
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Christmas profits will jingle like 
Santa’s sleigh bells when you dis- 
play these handsome packages. 
Put ’em where your customers 
can see em... and watch your 
profits go to town. 


See your distributor or write: 


PARAGON ELECTRIC COMPANY 


1638 Twelfth Street 


BY PARAGON 


HERE'S a timely gift idea 
































































that ends messy weekly de- 
frosting forever. It gives auto- 
matic defrosting all year round 

. adds new life to older re- 
frigerators, as proved by more 
than 2,000,000 satisfied users. 
No installation . . . simply plug 
it in, set it and forget it. Your 
customer can do it in seconds. 
And remember... only the 
“de-frost-it” 90 comes with a 
safe appliance cord that fits all 
refrigerators. Guaranteed by 
Good Housekeeping, approved 
by Underwriters’ Laboratories 
and backed by Paragon. 


Two Rivers, Wisconsin 
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Its a fryer—a roaster—a casserole maker! 
And it makes enough for 6-8 generous por- 
tions! Automatic thermostat with guide for 
frying and cooking gives perfect results a 
every time. Free recipe book. Model 6000 


$29.50 os 
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Cook-aAll DEEP-FRY COOKER 


Sensationally low priced. Combination deep fryer- 
cooker deep fries chicken, fish—makes soups, stews, 
casseroles—even makes pot roasts and pops corn! 
Automatic thermostatic contro! with ‘Jewel’ signal 
light. 4-quart capacity Mode! 6200 $41 8.95 








EDGE-WELL Scissors & Knife Sharpener 


Lightweight, compact, powerful. Sharpens all types 
of scissors and all kinds of knives—large, smaii, 
hollow-ground, scalloped. Absolutely safe for oper- 
ator and cutlery. No skill.required—blades fit natur- 
ally at perfect angle for best results. Easily stored 


Model 14 $44.95 


Hurricane-Action BLENDER 


The Hi-Speed motor of this big 32 oz 
blender makes the stainless steel 
blades revolve 22,000 times per minute! 
You can liquefy, grind, whip, beat, 
blend, shred, grate, churn, puree baby 
Tolelol-mmetalel + Malthe-Mmul-L (cm ole-t-1e etd? lus] ole 
etc.With free recipe book. Model 5902 


$33.95 


All Dormeyer appliances ore approved by Underwriters’ Laboratories, Inc. Also, factory-guaranteed by Dormeyer. 







Pop-Up TOASTER 


Has extra wide slots to accommodate 
English muffins or bread of any thick- 
ness. Timer sets to any shade and 
degree of crispness you want. Famous 
Chek-it Lever gives 2 shades of toast 
at one setting. Hinged bottom makes 
it easy to clean out crumbs. Mirror 
finished chrome. Model 6500 
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Steam and Dry IRON-WELL 


A dry iron, too, at the push of a button! 
Holds 8 full ounces ordinary tap water. 
Safer because all steam vents close 
when iron stands on end. 7 steam vents 

designed to prevent sputtering. Weighs 
less than4lbs. Model 12 $318.95 


Electri-cup HURRI-HOT 


Only appliance of its kind! New electric 
cup warms, cooks, boils—fast! Makes 4 
cups instant coffee, etc. Chrome finished 
exterior. Copper interior with satin 
chrome finish for easy cleaning. 3-way 
heat control. Removable egg rack. Holds 
23 ozs. Model 6700 $4 4.95 


Portable ‘‘DORMEY” 


Makes every pot and pan a mixing bow!! This 
lightweight portable mixer has big-mixer 
features—dial selector with 5 full-powered 
speeds, full size beaters with fingertip re- 
lease. Stands on end for easy draining. 
Recipe book included. Mode! 7500 

$19.50 


Also available in gleaming chrome 


Model 7600 $24.50 









® 


Perfect Brew COFFEE-WELL 


The most adaptable electric coffee 
maker you can buy! Perfect Perk-Se- 
lector lets you make3different strengths 
of coffee at one brewing. “Warm or 
Brew" selector gives it complete versa- 
tility. Perks 4-10 cups. Chrome plated 
aluminum finist 
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3-in-1 POWER-CHEF MIXER 


Grinder, juicer, mixer—that's what you get in this fabulous mixer! 
Includes all accessories at this one low price. Built-in power 
drive--no awkward adapters. 10-speed dial selector, Magic-Mix 
arm. Beaters release automatically. Portable mixing head. 


Model 4201 $45.75 


Also available in chrome with 2 stainless steel! bowls. 


Model 4300 $52.75 





Mode! 6900 
$21.50 
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DORMEYER “° 
4 = age) 


These glittering new Dormeyer Appliances are going to dazzle your customers— 
into the biggest Christmas buying splurge ever! Use the new Christmas Dazzler dis- 
play material—tie-in with Dormeyer's tremendous October-November-December 
selling drive—backed by big newspaper ads, giant billboards, Parade, This Week, 
(First Three Markets), Saturday Evening Post, Ebony! 

Be sure you're stocked for the big push—three months of concentrated promo- 
tion. Phone your Dormeyer representative for the Dazzler display material . .: or 


write, today! iy 





DORMEYER CORPORATION, Kingsbury and Huron Streets, Chicago 10, Ill. 
IN CANADA: FOX AGENCIES, PORT CREDIT, ONTARIO , 





EXcLusivE / 
2- SPEED 


CONTROL 
QUIK-VAK 





It pays to push Cadillac 
—the cleaner that pulls in sales! 


Actually, nobody pushes a Cadillac Quik-Vak—neither 
‘you nor the lady whose household cleaning jobs it handles 
with such amazing efficiency. You display it... 
demonstrate it ... and SHE BUYS, because this 
dirt-hungry Cadillac canister offers every feature she 
wants for fast, thorough cleaning. Namely: 


@ SWIVEL TOP 

@ BEAUTIFUL 2-TONE GREEN FINISH 

e DISPOSABLE DUST BAG 

@ “FLOATING BRUSH” FLOOR NOZZLE . no.LEAK 

@ OVERSIZE MOTOR—POWERFUL PICKUP FILTER SYSTEM 
¢ E-Z ROLL DOLLY (Optional Equipment) 


e MOTOR MOUNTED 
IN RUBBER 
Reduces vibration 
and noise 


/ PLACE ORDERS 
NOW! 


Get set to meet the demand 
reated by national ad- 
vertising in leading 


consumer magazines 





For more than 44 years, sold 
only by reliable dealers and 
distributors. 


CLEMENTS MFG. CO. 


Dept. A., 6650 S. Narragansett Ave., Chicago 38, Ill. 
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white goods, and a fairly steady tv 
Christmas business. Asked for his 
view of the three months ahead, the 
manager of one of the largest inde- 
pendent appliance-tv stores said: “I 
sure do feel it will be better than ’53.” 

Dealers concur that late fall busi- 
ness leaders in order of volume will be 
automatic washers and dryers, and 
ranges. 


ALBUQUERQUE-Up a little. The 


boom that has been Albuquerque’s 
for a couple of years seems to be 
leveling, but still at a pace that causes 
dealers there to expect the last quarter 
of 1954 to be a little better than "53 
in white goods sales and much better 
than ’53 in tv sales. Home building, 
continuing at a near record rate, is 
one reason for optimism in the white 
goods field. Washers and ranges are 
expected to lead the Christmas heavy 
appliance business here. All dealers 
expect tv sales to go up because of 
the public’s interest in “live” pro- 
grams. Albuquerque’s three tv  sta- 
tions hooked into the cable on 
September 26. One dealer is not 
optimistic about electric housewares 
sales for the last quarter—he says that 
the trading stamps being given by 
the major grocery chains locally are 
being used by the public mostly for 
toasters, coffeemakers and mixers. 


SPOKANE—Better than °53. Most 
dealers here in the capitol of the In- 
land Empire expect business for the 
1954 Christmas season to be equal 
or better than for the same period of 
last year. They base their optimism 
on a feeling “that people have money 
and are willing to spend it.” Some 
feel that the farmers, who control the 
economy here, have gotten over the 
fear that came with falling farm in- 
come last year and are resigned to 
living with a smaller income. 

But all is not optimism in Spokane. 
While many dealers view with enthus- 
iasm the coming of a big W. T. Grant 
store and an expansion by Woolworth 
as indications of the area’s potential, 
they are momentarily disturbed by 
the continuing of the local bus strike 
and by the continuing of horse racing 
through October. Most dealers here 
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seem optimistic about tv business this 
fall, although this is a post-freeze 
market. One dealer reports lots of 
21- and 24-in. set sales to people who 
bought 17-in. sets from him when 
the market opened. Another says he 
can’t keep enough of the low-priced 
17-in. sets to meet the demand. 


SAN FRANCISCO—Crazy, mixed up. 
No one here can picture accurately 
how the last quarter business may 
compare with 1953. One of the top 
dealerships in the San Francisco-Oak- 
land area is available for the asking— 
not because the dealer is broke, just 
fed up. Two of his competition may 
not be with us much longer—one 
depends on the generosity of his 
banker, the other is waiting until after 
the Christmas season “to get the h— 
out of this d- business”. One of the 
“prestige accounts” used full page 
copy to break the price on one major 
full line. Rumors that at least one 
other big-enough dealer will do the 
same has manufacturers tense. 

But an observer sees in the situa- 
tion here the beginning of a break 
that may soon “clean up” much of 
the front door discounting. Manu- 
facturers and distributors seem amazed 
and not a little fearful of the boldness 
most independent dealers and depart- 
ment stores are showing when they 
discuss “the value of the franchise”. 
And there have been several cases of 
distributor salesmen casually asking 
key dealers how they would operate if 
they were given a franchise exclusive 
in an area that now has several dealer- 
ships in that line. The open arms that 
local dealers and organizations are giv- 
ing to visitors from factories just re- 
cently announcing very strict policies 
has not gone unnoted. A new discount 
house, catering to government em- 
ployees, opened recently but is having 
much more difficulty getting name 
brand merchandise than any of its 
compatriots ever had when they came 
to town. There is good reason to be- 
lieve that San Francisco, which has sold 
its cultural life to the world with the 
slogan “‘the city that knows how” may 
turn out to be the city that knows 
how to re-establish a sound and pro- 
fitable appliance-tv industry. End 
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MORE SALES...MORE PROFITS 


With the most exciting idea in 
the kitchen field today! 
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ASittl chassis by Ammonican 


The durability value-conscious modern homemakers demand 


requires a kitchen of steel! And the pace-maker in the steel 


field is American Kitchens .. . with more features, greater 


beauty, and more work-saving advances than any other 


kitchen on the market! 


IMMEDIATE SELLING EDGE! That's what you get 
through this American Kitchens chassis of superior-grade, 
welded steel! Chassis, basic framework, cabinet interiors 


are of steel for structural strength! 


BAKED-ON ENAMEL FINISH... Insures ‘‘lifetime 


beauty” and utmost cleaning ease! 


LUXURIOUS, WORK-SAVING EXTRAS ABOUND... 
as in every American Kitchen! Premium features to heighten 
sales-appeal, such as: die-formed ‘‘rounded contours’ — 
drawers of one-piece construction with rounded corners— 
steel runners with nylon glides for stickproof, effortless 
performance! 


INSTALLS EASILY, LASTS FOREVER”! This customized 
steel chassis makes possible easier, faster installation. You 
can be sure, too, that the scintillating, new ‘‘Pioneer”’ line 
will please both the most practical and fashion-minded of 
your customers! 
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Add the warmth of natural BURGH doors 


Who but American Kitchens 
would come up with an ex- 
citingly distinctive feature 
like these finely-crafted 
doors of magnificent nat- 
ural BIRCH 2 


Hospitality for the 
Kitchen that’s a 
Gathering-room 


Wood adds a note of hospitality...a touch of 
honey-hued, originally styled decor that makes one 
feel welcome and at home! Yes, wood's a refreshing 


contribution to the kitchen of today that serves as a 
gathering-place for family and friends. But wood 
alone isn't enough! It needs the “backing-up” of 


steel, for stamina throughout years of use! 


Steel ''Backbone” to Make it Last! 


And that's precisely what you can offer your cus- 
tomers with this stunning, practical, new “Pioneer” 
line! Accents of wood for gay individuality! Chassis 
of steel for the endurance you trust! 


oS. ROR Ss a 
Ak 




















The final touch of BUPPER and you have 
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Pioneer’ by Amenicnn Kilehens 


It’s the sensational, sales-winning combination 
of the Kitchen Industry... you can 


BOOST YOUR KITCHEN SALES 4007 


An appropriate touch of copper completes the 
most exciting, beautiful, sales-provoking com- 
bination in the entire field! 

And—a vast, new sales potential opens up 
for you! American Kitchens are top sellers... 
but only 25% of all kitchens sold are steel. 
You haven't been able to invade the wood 
market, the other 759%. But now you can cover 
this lucrative market with the new ‘Pioneer’! 
Because of an ingenious, interchangeable design 
—you can sell all-steel, steel-and-wood, or steel- 


wood-copper kitchens, as your customers desire. 
Yes, this profit-making innovation gives you fotal 
.a gain of 400%. 

The interest-arousing ‘‘Pioneer” has endless 


coverage .. 


possibilities that make previous kitchen merchan- 
dising virtually obsolete. And it’s an easy-to- 
finance “Big Ticket” item, with many plans re- 
quiring no money down, 3 years to pay. Your 
markup’s a generous 40%! So cash in now 


on the hot, more-profitable ‘Pioneer’! 


ONLY Ampnican KGTERONS. orrers ruts creat New 


COMBINATION — plus these exclusive selling features! 


SEAMLESS DRAWERS 


of one-piece construction with 
rounded corners. Save so much 
work over ordinary drawers. Wipe 
clean like a china bowl! 


SEAMLESS 
COUNTERTOPS 


| of continuous, 
} “lifétime” vinyl bonded 

to steel. Can't rot, crack, 

or warp! No seams or angles 
where dirt can lodge . . . sponge 
clean in a flash! 


15% LARGER SINK BOWL 


Faucet mounted directly on the 
backsplash eliminates the dirt- 
catching, space-consuming back- 
ledge of ordinary sinks! Gives 
greater usable sink area... 
means far less work! 


ROUNDED CONTOURS 
THROUGHOUT 
Concealed drawer pulls. No places to 
trap dirt! Toe-room, knee-room.. . 

nothing to snag clothes! 


en PAGE TO SEE American Kilchens 


HARD HITTING Pioneer MERCHANDISING PROGRAM 





















mericnn Kilehens. backs the 


trend-setting PioHeel line with 
powerful selling campaign. 


New Eri merean Kiteens dene = 
Mere Week Goring Features | = 
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ADVERTISING 


Arresting, full-page, full-color ads in top national maga- 





PROMOTIONS 


A powerful introductory “Pioneer” sink promotion at 


zines and newspapers! A tremendous, continuous campaign 





that reaches a wide audience! Individual ads feature the 





dominant, high-fashion technique known to be so successful . . . 


yet they also sell hard for maximum results! low prices is certain to build your traffic! Liberal 








local “co-op” advertising plans help you sell through 















newspapers, radio, billboards. You get the big promo- 





tional impact this exciting, new line deserves! And 
there's more in the offing! 
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FREE) 
Point-of-purchase displays, window banners, and other colorful, provoca- 

tive material! These aggressive displays will turn heads... put your 

shoppers in a buying mood! 

Write-Wire-Phone Your Distributor 


Today —Cash In On The Hottest Deal j 

In The Kitchen Business! U f/ 
“The Most Exciting Kitchen Idea Of Our Time’’ 
American Kitchens, Dept. EM 1154 


ag ae ceaicetini a Constructed of Steel for Lasting Appeal ! 
MAKE MORE MONEY FOR YOU 


Please have my nearest American Kitchens distributor contact me with 


full information about the new “Pioneer” line! 
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ECONOMIC CURRENTS 





Regional Trends 


and Appliances 


By the McGraw-Hill Dept. of Economics 


Jupcine by the most popular indi- 
cators of business activity, the 
economy is approaching the Christmas 
season in just about the same shape 
it’s been in for the past six months. 
That is, business in general is still 
very good, but not so good as last year. 
The overall business indicators—like 
industrial production, gross national 
product and consumer income—have 
been virtually stable since this spring. 
They are still stable, with little sign 
of much change in the near future. 

But the surface impression is illu- 
sory. The stable overall economic in- 
dicators conceal big changes that are 
going on in individual industries. And 
some of these changes have a direct 
bearing on prospects for sales of elec- 
trical appliances. 


WHERE DO YOU LIVE? 


One of the key facts about the re- 
cent recession in United States busi- 
ness has been its unevenness. Some 
parts of the country have done very 
well, even when business in the econ- 
omy as a whole was falling most 
sharply. And others were having 
harder times even before the general 
recession started. The odds are that 
the next few months will see the same 
kind of contrary trends around the 
country, with some sections doing 
much more business than others. 

These regional trends grow out of 
the highly uneven effects that the re- 
cession has had on different industries. 
Some kinds of business have hardly 
noticed the drop in general business 
activitv—construction, most notably. 
But others have suffered really sharp 
drops in production, and still others 
have just slowed down a little bit. 
These industrial trends obviously.can 
have a great effect on appliance sales 
in regions where one or two industries 
provide a large portion of consumer’s 
income. 

Take regions that have a lot of em- 
ployment in steel and automobiles— 
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two industries that have felt the ups 
and downs of business very heavily. 
The steel industry is apparently finally 
heading into a real uptrend in pro- 
duction. Weekly production rates 
have gone up over 70 per cent of capa- 
city, after being in the low sixties in 
August. Even a rise to 75-76 per cent 
of capacity—about all that’s expected— 
will mean better incomes in Cleve- 
land, Pittsburgh and other steelmak- 
ing centers that have been hit sharply 
by the drop in industrial production. 
And automobile production is up now, 
after a drop in August, September and 
October for model changeovers and to 
get rid of excessive inventories. So 
there will be better times in Detroit, 
Akron and other automotive centers 
for the next few months. 

Quite a few other industries show 
signs of picking up now, especially 
those that make basic industrial ma- 
terials like nonferrous metals, paper, 
textiles and petroleum products. ‘They 
have been running at slower rates for 
some months while their customers 
worked off big inventories. Now the 
inventories are substantially reduced, 
so production is rising. 

On the other hand, many com- 
panies that make fabricated products 
may face tougher sledding for a 
while. That’s especially true of ma- 
chinery companies. Orders for non- 
electrical machinery have been pick- 
ing up, to be sure, but not fast enough 
vet to halt the decline in production. 
That means lower output of ma- 
chinerv and thus lower incomes for 
workers in many machinery-making 
centers. The same is probably true, to 

lesser extent, for manv companies 
making electrical machinery other 
than appliances. 

Appliance output is expected to go 
higher, continuing the recovery started 
earlier this vear. But this—let’s face 
it—is not an unmixed blessing for ap- 
pliance dealers. It means tougher 

(Continued on page 56) 
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“HERE’S A NICE HI-Fl SYSTEM | CAN LET YOU HAVE AT A GOOD PRICE.” 
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Agitatign 
Spin C 
Soler, 


Water Pump and 
Two-way Valve Solenoid 


Hot and Cold 
Water Solenoid 


You'll eliminate costly, reputation-ruining service call-backs . 
and assure years of customer satisfaction if you use these genuine 
Whirlpool Automatic Washer solenoids. They’re engineered and 
built to the same high standards of quality as the solenoids origi- 
nally installed in a Whirlpool. They’re designed with more wire 
turns and heavier insulation to meet every requirement . . . and 
to last. No other solenoids . .. even though they look the same . . 
will give the same dependable, on-the-job performance. 

You’re money ahead and time ahead . . . your reputation is safe 
.... When you buy and install genuine Whirlpool parts. See your 
local Whirlpool dealer, distributor or A.P.J.A. parts jobber for 
quality Whirlpool parts ... quickly available. 


AMERICA’S MOST COMPLETE SELECTION OF HOME LAUNDRY APPLIANCES 


” 
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Supreme Automatic jelure 


Washer and Dryer | H 
) | pany 
\ ce > + . ” 


co S e.2COt 
service division 
WHIRLPOOL CORPORATION ¢ St. Joseph, Michigan 


Clyde, Ohio e LaPorte, Indiana 


Imperial Automatic 
| Washer end Dryer 
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a TRADE-UP opportunity 


you've never had before in table radios! 


Push a button, get a station! A whole new 
eration of customers have never seen any- 
n table radios. They'll pay extra 
aif you'll just dem- 
dsome Zenith 
h the buttons 


gen 
thing like it i 
for this extra convenience. 
onstrate it. Display this han 
where your customers can pus 
and sell themselves. 

cal push-button tuning gets fa- 

ns without dialing, even in dark. 
on top so you don’t push 
Beam of light pinpoints 
selected station. Zenith Long Distance chassis 

with WAVEMAGNET® antenna built inside. 
Powerful Zenith-built Alnico 5 speaker for 

tone of console quality. Carrying handle. In 
Maroon, $39.95*. In Ivory, Flame, Green, 


R512. Electri 
' vorite statio 
Push-buttons are 
radio off base. 


vary 









n 
sides. * 
caer, WAVEMAGNET _ Green colors agers 
* In Flame, Ebony, Ivory Also available without push-button top as 
Model R511. In Maroon, $29.95*. In Ivory, 


$19.95" 
Flame, Green, $31.95*. 


FROM TH 
E LABORATORIES OF ZENITH BACKED BY 3 
6 
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R521. Zenith Deluxe AC Clock-Radio. Pilot light on 
both clock and radio dials, dimmer control for clock 

dial. In Maroon, $44.95*. Ebony, Ivory, Grey, Green 

colors, $46.95*. 

R623. Zenith Super-Deluxe AC Clock-Radio. Pilot 

light with dimmer control on clock dial. Added RF stage 

for better long distance reception in any location. 

Phono-jack. In Maroon, $49.95". Ebony, Ivory, Grey, 

Green colors, $51.95". : 

Zenith Clock-Radios start at $34.95". Powerful Zenith . 
FM-AM Clock-Radio available in Ebony, Maroon and 

Scotch Grey colors. 


Brilliant New Zenith 
| CLOCK-RADIO Designs... 


-plus- 
mbinations of glamor won 
customers have ever $ 


i 


" 


Call your friendly Zenith 
Distributor today! 


greatest co 
utility your 


k- 
the huge demand for cloc 
on 


autiful 
With 
= reel leep switch, 
soht! With s . 
i light up at nig ws 
pawn buzzer, appliance ee eis 
poor timer in addition to ra of 
eT idl the big eer i 
eme : ae - 
pas is the Zenith radio itsel 
radi 


: hassis, 
Distance Cc . Alnico 
. ’ nm . 
Zenith's s : me powerful Zenith-built 
NET ® antentie, 


To cash in 


radios, 
line that ever OP 












ENITH. 
The royalty of television ond RADIO 


ALSO MAKERS OF FINE HEARING AIDS 
Zenith Radio Corporation, Chicago 39, Illinois 


sail s COPR. 1954 


*Manufacturer’s suggested retail price, slightly higher in Far West 
and South. Prices and specifications subject to change without notice. 


ery set has 


nent 










YEARS OF EXPERIENCE IN RADIONICS EXCLUSIVELY 
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Now you can offer 


Gentlemen —THIS I$ THE TAKE-OFF-THE-GLOVES 

SALES STORY THAT IS OPENING EYES 
AND CLOSING SALES ALL OVER THE COUNTRY! 
ITS SUCCESS I$ UTTERLY FANTASTIC! 


ATOMIC PROOF 


that BENDIX is 


(1,) Better than ever! (2.) Better than others! 








The NEW Bendix 












Tumble-Action is 
IMPROVED—as much 
as 50% better than 
prewar models, and 
now you can PROVE 
it... back it up with 
facts, not just claims! 


HERE’S WHAT MILLIONS OF 


PROSPECTS ARE READING IN MAGAZINES 


AND SEEING ON TV! 


“Atomic Proof”? Yes—tests made by an independ- 
ent Chicago testing laboratory, authorized by the 


















It’s not true that 
“all washers wash 
equally clean."” Now 
you have PROOF that 
the Bendix Duomatic 
using new improved 
Bendix Tumble-Action 
WASHES CLEANER 
than the others—not 
just one, but THREE 
important ways! 
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BENDIX Washer Washer Washer Washer Washer 


DUOMATIO A 8 c oD € 





her Washer Washer Washer Washer 


BENDIX we 
ouoMaATIO 6B 


BENDIX washer Washer Wache Washer Washer 


DUOMATIO =A c Ee o 8 
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Atomic Energy Commission to conduct research with 
radioactive materials, compared the performance of 
leading automatic washers. 

These and other scientific tests PROVED that new 
improved Bendix Tumble-Action washes clothes 3 
ways better! 

When you've proved THAT, it’s time to get out 
your pencil and write up the sale! 

And to make sure your customers are pre-sold we're 
telling the world—with 175 million messages—in 17 
magazines, on 2 network TV shows, on billboards, 
in newspapers! 


BENDIX HOME APPLIANCE DIVISION 
of AVCO Manufacturing Corp., Cincinnati 25, Ohio 





1—SURFACE SOIL REMOVAL 


Fabrics came out of the Duomatic 
whiter, brighter —newer looking 
—than any of the other auto 
matics washed them! 





2—THOROUGH CLEANLINESS 


The Duomatic washed clothes 
cleaner of both surface and deeply 
imbedded soil—by actual Geiger 
Counter test! 


No half-clean loads ... no half- 
clean garments in the Duomatic ! 
Every item in every wash came 
out cleaner every time! 





3—MOST CONSISTENT 
WASHING 
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UNTRIED BRANDS 
















A.0.Smith makes more glass-lined water heaters 
| than all others combined 


hover nly, OME Pormaglas 
— ug pad by A.0.Smith 


the only glass-lined tank proved by over 2,500,000 families 
the only water heater with amazing HEETWALL construction 
the only glass-lined water heater people know and own 















the only glass-lined water heater YOU know can’t rust—ever 


.a better way 





Through ure OF 


AO.Smith 


SR! EE ee a OE 
PERMAGLAS DIVISION @ KANKAKEE, ILLINOIS 
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Mfg. and Distributed in CANADA 
By DELH! METAL PRODUCTS, LTD., 
DELHI, ONTARIO 
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the antenna 
for which 


all America 





has been 
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this is the 
PROBLEM 


New TV stations by the 
score plus stepped-up 
power on existing 
stations is increasing the 
difficulty of reception 

in many areas. 
Co-channel 
interferences and the 
resulting loss of 
reception quality cannot 
be overcome by 
ordinary antennas 


now available. 
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Here is the amazing KAY-TOWNES answer! 


Again... KAY-TOWNES is First with the answer! 
The new K-T REAR GUARD completely rejects 


unwanted signals from the rear and sides to. 


give televiewers the best possible picture and 


sound reception in areas where co-channel 


NO interference from 


the rear 


High front to back 


e% SAIS 


interferences present difficulties. Yes Sir! The 
new K-T REAR GUARD is ready for you now in 
arrays to suit your needs... It’s a Quality 
Antenna for Quality Reception. It’s a Kay- 


Townes Antenna! 


Top quality 


reception 
Sharp definition 
Primary UHF 


RADIATION CURVE 
REPRESENTING ALL VHF CHANNELS 


WRITE TODAY FOR FURTHER 


KAY-TOWNES 


of television 


accessories 
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Advertised in LIFE to Help You Sell! 
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Slectresteem 
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PORTABLE craic STEA 


CAFE STEAM HEAT 
FROM ANY WALL PLUG ! 
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. IT SELLS BIG: 
World s Safest = no firé 
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Perfect Portability } 
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aut Wrink 


8-Section Model $395 d 


10-SECTION MODEL $4495 


FOR 
EXTKA Stock, Display and ~ BOTH Models 
PROFITS eo 
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A << Glectresteem sey gl rer 
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DeLuxe Thermostat ordering ond bit 


' ing 
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PRICED TO SELL $ ce 
ONLY 








ELECTRIC STEAM RADIATOR CORP. 
1 ELECTRIC AVE., PARIS, KENTUCKY 
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Steam Radiators, Thermostats, Vaporizers. Baby Bottle Warmers 


NOVEMBER, 


Economic Currents 


“business in the nation as a 
whole will run at a very high 
level right through into 1955.” 


competition between different manu- 
facturers, may lead to more price cut- 
ting and similar practices. 

Finally, most of the major farm 
areas apparently have to look forward 
to at least another year of declining 
incomes and declining sales. Mer- 
chandise sales to farmers are down 
about 94 per cent this year, and are 
expected to go lower in 1955. Even 
in farming, of course, there are ex- 
ceptions. Regions that concentrate on 
production of vegetables, for instance, 
may do much better than those that 
grow wheat. But the general farm 
price and income outlook is still not 
good. 

Taken together, these trends imply 
that business in the nation as a whole 
will run at a very high level right 
through into 1955, even though there 
will be plenty of exceptions to keep 
life interesting in some parts of the 
country. Consumer income after taxes 
is likely to exceed the record level of 
the first half of the year, by a small 
margin. And consumers have shown 
that they are willing to spend money 
this year if they have it. 

The latest batch of economic sta- 
tistics reveals two signs that this will- 
ingness to spend has been an import- 
ant factor in holding up consumer 
buying in the past few months. One is 
the trend in consumer savings. Con- 
sumers cut their rate of saving in the 
second quarter of 1954 to 7.8 per cent 
of their total income after taxes. 
That's the lowest the savings rate has 
been since the beginning of 1953. By 
saving less, consumers were able to 
increase their buying even though 
their incomes were hardly increasing 
at all. And there’s still plenty of 
leeway for a further step-up in con- 
sumer spending out of savings, if pre- 
war experience is any guide. ‘The pres- 
ent rate of saving is close to twice the 
rate in 1939, and just slightly below 
the postwar high points in 1953 
and 1946. 

The other favorable sign is the 
trend in installment buying. Buying 
on time was a big factor in the huge 
sales of consumer durable goods in 
1953. But consumers were much 
slower to go into debt this year. New 
extensions of installment credit ran 
far below the year-ago figures through 
the first six months of 1954. A good 
many lenders helped cut down on 
borrowing by raising their standards 
for installment loans. 

But now installment buying is be- 
ginning to turn up. This may be be- 
cause consumers feel better now that 
they have managed to pay off some of 
the record total of debt owed at the 
end of last year. Or it may be simply 
that they now feel better about the 
whole economic picture. Lenders are 
also reported relaxing some of their 
credit terms. All in all, it looks as if 
buying on time will be a more favor- 
able factor in the appliance sales pic- 
ture over the next few months. End 
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A/HOT LINE + RIGHT PRICES. - CHRISTMAS PROFITS 


STEWART-WARNER 


CLUS jor. the ontire Family 
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Ships, 
PA (Aviation, 
DELUXE CLOCK RADIOS with waa sna. Automat 


out appliance 


mode 9 Oi « with ° ‘Glowlite’ * Tuning. 
sO 


eeaeeeaer: 
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TABLE RADIO WITH ASPA SHORT wn ™ ai 

del 9181. Ultra- -modern design seni 

ole reception of both Standard ~~ 

Pius ASPA band (Aviation, ap oe os 

f five new dec 

ree hues Dial models with ASPA band. 

s 


VALUE-PRICED TABLE RADIOS—A “sure-fire” hit 
as that extra set for any room in the house. 
A Great radio value at a new low price. 
Complete broadcast reception with amazing 
tone. In Ebony or Forest Green. Model 9180. 


**#eeen5% 


Enjoy the biggest profit season of all with 
these great new Stewart-Warner value leaders 
. every one a profit builder for distinctive 
styling . . . full rich tone... performance and price. 
There's a wide selection of portables, clock and 
Concert Grand table radios, phonos plus the hottest Hi-Fi line 
HIGH FIDELITY on the market .. . models to suit every 
The gift of gifts! Stewart-Warner's new 3-speed Hi-Fi Phono ~ preference ... every budget. ORDER EARLY 
full audio power output. Two Stach PM High Fidetry-cpectes, y TO ASSURE A COMPLETE SELECTION OF 


Response 40 to 20,000 cycles. Cabinet finished ; ALL MODELS AND COLORS. 
in lustrous Mahogany. Model 9178-C, only $129.95. : 


Phone or wire your Stewart-Warner 
Other Hi-Fi models in consolette, portable and table styles plus ‘ a ee 
a full line of Concert Grand 3-speed automatic and ~ : Distributor today. STEWART 


manual phonos. 


STEWART-WARNER ELECTRIC -~ 1300 N. Kostner Ave., Chicago 51, III. 


The most trusted name in Radio and Television « Leading Producers of Electronic Equipment for the Armed Forces WARNER 











LOOKING IN through the Parallel-O-Plate LOOKING OUT of a window wall of Parallel-O-Plate Glass, you see the 
Glass in a store window, you hardly know scene as it actually is, in all its beauty. Parallelism is doubly important 
the glass is there, so perfect is its parallelism. when your windows are Thermopane®—the double-paned insulating glass. 
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New L.-O-F Parallel-O-Plate 
Glass is Amazing! 


It’s the finest plate glass ever made in America... 
yet it costs no more than ordinary plate ! 



















Parallel-O-Plate is the first and only twin-ground plate glass made 
in America. 


For 12 months this L-O-F glass has been reserved solely for fine 
mirrors and military optical instruments. 
Now it has been made available for general use. 


It sets a whole new standard of performance for windows in stores, 
homes and offices. 

New Libbey ‘Owens: Ford twin-grinding is the most advanced method 
of perfecting plate glass! 


At L:O’F, a ribbon of plate glass 127” wide and a fifth of a mile 
long moves continuously through ingenious machines which grind 
both sides simultaneously! 


What does this mean to you? 
Most distortion in glass is caused by a Jack of parallelism. 


Twin-ground plate glass is the most perfectly parallel plate glass in 
the world! 


Yet L:O-F Parallel-O-Plate costs not one cent more! 











THiS 18 GADINARY 
PLATE GLASS 





LOOKING AT windows of Parallel-O-Plate you LOOK AT THIS COMPARISON between the reflections of 


see how important glass of true parallelism is the upside-down signs in the mirror of conventional plate 
to the architectural beauty of modern buildings. glass (left) and the mirror of Parallel-O-Plate (right). 


Parallel-O-Plate Glass 


The fe lale glass in flmerica...made LIBBEY- OWENS: FORD 
ti a —7 a Juecit Name in Ylass 
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aM PHENOL 


TWIN-LEAD 


ANEW 


14-100 300 ohm CENTURY line is a superior twin-lead 
with a full web thickness of 100 mil that provides extra 


strength for long runs on tv installations. 


14-185 300 ohm HEAVY DUTY line is a superior lead-in 
featuring lower db loss as well as a thick 185 mil web r 
and heavy 7/26 copper conductors. This remarkably tough line 
will perform equally well as a tv lead-in or as an 

amateur transmitting line. 


Reinstated! 14-076 300 ohm AIR-CORE 
KW Transmitting Twin-Lead is similar in construction to 
AMPHENOL’s patented 14-271 Tubular Twin-Lead and offers the same 
low-loss features. Rated at 1 KW, this line also makes a very 
deluxe receiving lead-in for fringe VHF or UHF television areas. 


Reinstated! 14-298 Four 
Conductor Rotator Cable is ideal for remote control applications. 
Ribbed polyethylene dielectric makes separation of the four — 
conductors easy—one conductor is tinned for faster identification 
on the job. 


Receiving, transmitting, four conductor rotator cable—the ex- 
tensive line of AMPHENOL twin-leads includes everything needed for 
any tv, fm or amateur application! Made only of the best materials, 
under strict quality control through every phase of manufacture, 
AMPHENOL twin-leads are guaranteed to be free of defects and will 
perform with utmost efficiency. 


Send for 
Guide to 


our copy of the new ampuHENot Vest-Pocket 
win-Leads. Most extensive compilation of 
twin-lead information ever offered! 
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The LOUDSPEAKER 





Fans: “More Than 
Average Trouble in ’54” 


To the Editor: 

During the 1954 fan season, which 
we will concede is practically over, 
the Field & Shorb Company sold to 
their dealer accounts in excess of 3000 
fans of all types—attic, window, oscil- 
lating and hassock. It seems that dur- 
ing the 1954 season we experienced 
more than average trouble from all 
makes of fans, indicative of either in- 
ferior component parts or inefficiency 
in assembly and construction. 

We are at a loss regarding prac- 
tically every fan company’s handling 
and service policy, all of whom seem 
to make the distributor the “goat.” 

If we sell a fan to one of our dealers, 
he in turn sells it to a customer of his, 
and the fan works one hour, one day, 
one week or one month, and for 
some reason beyond our control de- 
velops certain defects, our customer 
gets the fan back in his place of busi- 
ness and has to replace it with a new 
fan to his customer. Don’t forget, 
this is hot weather, and his customer 
is not going to be without a fan—and 
why should he be, when he just paid 
a good price for a fan to keep him 
cool? Our customer expects us to 
give him a new fan right now, which 
I personally think he is rightfully en- 
titled to receive from us. Then what 
happens? 

In most instances our dealer’s cus- 
tomer has destroyed the carton the 
fan came in. We have to search for 
something suitable for packing and 
returning the fan to the factory. We 
also are privileged to pay all of the re- 
turn transportation charges—and why 
should we do this on a defective fan? 
Why should we receive back into our 
stock a repaired fan, whereas we 
bought and paid for new fans with a 
minimum of one year’s warranty or 
guarantee. 
~ Why should we have to pay trans- 
portation charges to the factory on 
defective merchandise when we are 
the ones affording the manufacturers 
warehouse facilities in order for them 
to get their fans out of their plant? 





As I have previously stated, we have 
had more than a reasonable amount 
of defective fans this year percentage- 
wise then we had in 1953. 

I wish to go on record at this time 
that I am only going to buy fans in 
1955 from those firms who will supply 
us with new merchandise as replace- 
ment for all defective fans, and who 
will allow transportation charges on 
return of defective fans. 

In taking this attitude, I feel that 
a fan manufacturer should sufficiently 
bench test his product before ship- 
ping it to a distributor, so that he 
knows there will be very little defective 
merchandise returned. 

I feel that practically all fan manu- 
facturers, in their desire to capture 
as much of the market as possible in 
1954 were careless in throwing fans 
together, which accounts for the vast 
number of defective fans that have 
had to be returned to manufacturers. 

When the distributor arrives at the 
point of having to spend a consider- 
able amount of his profit to pay re- 
turn transportation charges, to say 
nothing of handling, packaging, etc., 
to get defective merchandise back in 
the manufacturer’s hands then it 
ceases to be profitable to handle. 

In the past, the fan manufacturers 
have done as they have seen fit 
regarding repairing, transportation 
charges, etc., however we are now in 
a buyer’s market and I for one propose 
to set a few of the policies regarding 
defective merchandise, by buying only 
fans from those firms in 1955 who 
are willing to stand the transportation 
charges from our warehouse to their 
plant and return, and replace defec- 
tive fans with new merchandise. 

We have a large stock of used fans 
that are unsalable at the regular dealer 
price because they have been used and 
repaired and returned to our stock, 
and it is very evident that they are 

used fans. Some firms even put a 
repair ticket inside the carton. 

Yours very truly, 

W. L. Tomlinson, 
General Sales Manager, 
Field & Shorb Co., 

705 N. Pice St. 
Decatur, Ill. 








“IN CASE OF EMERGENCY WHAT’S THE PHONE NUMBER OF YOUR TV SERVICE COMPANY?” 
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Are you missing the profit 
that’s right under your nose? 


Do YOU RECALL the old term “‘loss leader’? It’s an item, 
you'll remember, that you deliberately price at a loss to 
create traffic for profitable goods. 


Well, whether you want ’em or not, brother, you’ve got 
plenty of loss leaders—fast sellers—hot items (call them 
by any name) in the appliance business today. They’re all 
over the place—those low-profit lines that are wheeled- 
and-dealed to death, and which give you nothing but head- 
aches. 


Why not follow the example of a great many of our sales-wise 
dealers and concentrate on a line that’s really profitable? 


For example, right under your nose is a product with a 
l-o-n-g profit—the Ironrite Ironer. It may be that you’ve been 
overlooking it completely. 


Sure, you have to sell Ironrite. It isn’t one of those prod- 
ucts that people come in and take away from you. But, 
the little extra time, effort and money you spend selling 
Ironrite get you one of the best profit margins in the whole 
appliance business. And, you win the lasting gratitude of women 
who have been released from the drudgery of hand ironing. 


Here’s why: 


a. A superb product. Most Ironrite sales come from 


x satisfied owners telling other people. How can you 
> beat this for building volume? Every customer 


works for you. 


b. No installation costs. No trade-ins. Virtually 
no service costs. No co-op finagling. No trick deals 
with your competitors. All such expense is eliminated. 


c. A real profit. One of the highest markups of any 
big-ticket appliances—and a short line, with no huge 
investment. 


In the four counties around Detroit, Michigan, the dealers 
sold 11,000 Ironrites during 1953. And every one at a l-o-n-g 
profit. If you aren’t building this kind of Ironrite business 
in your area, you just aren’t using your profit opportunities 
very well. 


Why not let us help you get some real profit from your 
appliance operation? It doesn’t cost you a cent to open 
your eyes and your mind to the potentials in a brisk Ironrite 
business. 


Just write: R. M. Gottlieb, Vice President in Charge of 
Sales, IRONRITE INC., Mt. Clemens, Michigan, 


| O Nn rl | e ... The appliance man’s appliance 
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A MESSAGE TO AMERICAN 


INDUSTRY ° ONE OF A SERVES 


Next Steps in Atomic Progress... 
A Challenge to American Industry 


The purpose of this editorial is to throw light 
on the significance for American industry of 
recent changes in the statutes that control the 
development of atomic energy. 

The need for clear light on the meaning of 
this new legislation is made more urgent by 
the political confusion and distortion that 
marked its course through Congress. The po- 
litically inspired charges of “giveaway” that 
delayed its passage —charges that were almost 
totally unrelated to the legislation itself — 
helped to obscure the vital importance of the 
step finally taken by Congress. 

In sober, post-Congressional fact, the prin- 
cipal significance of the new atomic legislation 
is that it extends to private enterprise respon- 
sibility for the development of peaceful uses of 
atomic energy, whereas heretofore this _re- 
sponsibility has rested in a tight government 
monopoly. And this extension is made on 
terms that emphasize the responsibility 
far more than they open any opportunity 
for economic gain in fulfilling it. The re- 
vised Atomic Energy Act provides that: 

1. Industry may now own and operate its 
own nuclear reactors, under license from the 
Atomic Energy Commission. And it may build 
and sell nuclear reactors for export. 

2. Industry may use — but not own — nuclear 
materials at the discretion of the Atomic Energy 


Commission. 


3. The Atomic Energy Commission will 


make available to industry scientific knowledge 


that may be useful in developing peaceful ap- 
plications of nuclear energy. 

1. For the first time, industry will have the 
right to patent inventions in the field of non- 
military nuclear energy. However, “basic” dis- 
coveries must be made available to all compa- 
nies in the field for a period of five years, after 
which they, too, will revert to normal patent 


status. 


Two Kinds of Know-How 

These provisions, despite the imposed limi- 
tations, represent the first positive step toward 
development of nuclear energy for peaceful 
applications in the United States. Potentially 
useful knowledge, previously locked in the 
minds of government scientists, will now be 
available to all those who are willing and able 
to put it to work for the good of mankind. 

The advantages to be gained from enlisting 
the talents of American industry in the devel- 
opment of peaceful atomic applications are 
imposing. As The (London) Economist, Eu- 
rope’s leading economic journal, recently re- 
marked, “The atomic scientists are in a position 
to surmise how atomic energy can be applied... 
but they lack the specialized knowledge of en- 
gineering design and operating technique just 
as industry itself lacks atomic knowledge.” 
Now the engineers of private industry need no 
longer lack the atomic knowledge, and there is 
granted to them at least a restricted freedom 
to apply it to the solution of their engineering 


and operating problems. 
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But the new opportunity for private 
industry to find constructive uses for the 
science of nucleonics carries with it a 
grave responsibility. These uses must be so 
developed that they will benefit the people of 
all the free nations. It is essential that the 
United States, which pioneered in developing 
lethal uses for atomic fission, demonstrate to 
the world our paramount interest in its peaceful 
application. It would be a moral set-back to the 
free world almost beyond calculation if the 
Communists should be able to offer to the 
poorer nations of the world the benefit of low 
cost atomic power —provided by Communist 
technicians — while we concentrate primarily 
on building our stockpile of atomic and hydro- 


gen bombs. 


Race For a Peaceful Victory 


Most of the experts are agreed that it may 
be many years — perhaps ten, fifteen or more 
—before the cost of electricity from atomic 
fission can be reduced to a level that will make 
it competitive with conventionally produced 
power in most regions of the United States. 
But most of the world is not nearly so fortunate 
as we are in power resources. Electricity, even 
at a cost far higher than the average that pre- 
vails in the United States, would be a blessing 
in many countries, and the nation that provides 
the technology to bring it into being will score 
a great moral victory. 

The useful potential of nuclear energy is not 
restricted to the generation of electric power — 
although twenty years from now this use will 
be highly important to the power industry of 
the United States. Even with the limited re- 
search that has been done in this field thus far, 
the use of radioisotopes — the radioactive prod- 
ucts of atomic reactors — is saving American 
industry an estimated $100 million a year. 
Commissioner Campbell of the AEC, who made 
this estimate, believes that these savings may 
well reach $1 billion a year within ten years. 
Radioisotopes are already at work in industries 


ranging all the way from paper manufacturing, 


where they measure paper thickness, to pipeline 
transportation, where they mark the dividing 
lines between shipments of different products 
(at an estimated saving of $500,000 a year). 
Medical applications of these same radioiso- 
topes hold promise of longer and more com- 
fortable lives for those who are stricken by 
cancer and other diseases. 


Above All a Challenge 


The new Atomic Energy Act is a crucial 
stride toward the day when all these benefits 
—and undoubtedly others not yet revealed by 
research — will be realized. But it is a step 
that is essentially permissive. It still leaves it 
to private industry for the most part to decide 
what is to be done and how soon. 

The new act is thus, above all, a chal- 
lenge. It confers on private industry the re- 
sponsibility to assume a leading role in the 
development of peaceful uses for nuclear 
energy, a step long urged by NUCLEONICS, 
a McGraw-Hill magazine devoted to atomic 
energy. To achieve a success in this task that 
will measure up to the requirement of the na- 
tional interest, this development must command 
all the resources and ingenuity that private 
enterprise can apply —and do so without 
promise of glittering prizes surely to be won. 
But now that the responsibility has been 
defined and the challenge offered, Amer- 
ican industry will, we believe, measure up 
to its grave and mighty import. 





This message is one of a series prepared by the 
VWcGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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“Delighted with Commercial Credit 
facilities at our disposal” Pictured here are Messrs. ROSWELL BURROWS 


and EDWARD GERMAIN, officials of J. George Fischer & Sons, Inc., Saginaw: 
Michigan. Established in 1899, this firm now distributes Philco merchandise through- 








COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore... 
Capital and Surplus over $150,000,000 
. . « Offices in principal cities of the United 
States and Canada. 
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out 26 counties in northeast Michigan. Here is what Mr. Germain said recently: 


“OUR COMPANY?’S been doing 


5 


business with COMMERCIAL CREDIT since 
1938. Without the complete cooperation 
of CommerciAL Crepit’s local office 
during the last 26 years, we would have 


had great difficulty in maintaining our 


market in many parts of our territory. 
Their widespread dealer service has 
helped many of our dedlers build on a 
sound financial basis. We are happy and 
delighted that we have COMMERCIAL 


Crepit facilities at our disposal.” 


COMMERCIAL CREDIT DEALERS ARE Successful peaters 


Appliance dealers and distributors have learned—through experience—that 


they can look to ComMERCIAL Crepit PLAN for financing that’s flexible, depend- 


able. Ask your distributor for a copy of our booklet, “More Profits with Sound 


Financing” or call your nearest ComMERCIAL CrepIT office. 


NOVEMBER, 
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By TOM F. BLACKBURN 


1. The PROBLEM 


Henry Ford’s remark that the lowest priced 
item in any market always enjoys the greatest de- 
mand doesn’t add up with washing machines. 

He would find out that in 1953 only 1,525,000 
lower priced wringer models were sold against 
1,975,000 more expensive automatics. If he 
could mill around the Middle West, he would 
encounter many other topsy-turvey features of the 
business. Among them are: 

“Wild trading.” This happens when there are 
1 dozen retail outlets for washers in a town of, 
say, 5,000. The big, black advertising of “We 
won’t be undersold—come in and get a kingsize 
trade-in,” usually masks a fear near to panic 
on the part of the dealer. He doesn’t understand 
that slowdowns occur in all businesses, and that 
in a year’s time the volume will average out. 

Discounts—Twenty, 25 and even 30 percent of 
a dealer’s margin are often given away, even where 
there is no trade-in. One firm offered, “$60 for 
your old scrub board.” 

Trade-ins—The stock plea is that “we can’t 
move them at a profit.” In their frenzy to sell 





NO. 11 







new merchandise, dealers allow too much on 
trade-ins. This allowance is charged against the 
cost of the used washer, and frequently prices 
it out of the market. Worst offender is the 
dealer who sells an automatic and allows an 
automatic trade-in—$60 or better—which he 
charges against the old wringer machine. All 
this accounts for the basements crowded with 
old washers which dealers claim they cannot sell. 

They have not discovered what the Barnett 
Brothers did in Cedar Rapids 20 years ago: That 
any washer which will run will sell if the price 
is right. 

4. “We can’t afford to repair them--labor is 
too high in this town.” If dealers knew how 
much time it took to make various types of re- 
pairs, and the help had some knowledge of how 
to do the job, this would be no argument. 

Sometimes good help is cheap. There is the 
case of a mechanic who took a big Stillson wrench 
to remove a center post. After breaking it off, 
he discovered that it was held by two screws 
and a welding job was in order. This kind of 
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Mountains of junked washers like this are leading dealers to ask... 


What Can You Do With 
WASHER TRADE-INS? 


Public demand for automatics, together with discount selling and 


excessive trade-in allowances, make it hard to sell old washers ata profit 


Junking the old units isn’t the only solution. In this article a group of 
experts tell what can be done to make money and lick the problem 





dumb labor is expensive under any consideration. 

From the frenzy of getting a fast turnover has 
arisen a philosophy of junking everything which 
isn’t in good running condition. 

One operator explained that on a washer sell- 
ing for $152.45, his cost was $98. Add $3 sales 
tax and $3.50 for delivery, and he has $104.50 
in the machine. He tacks on $25 profit, which 
leaves a spread of $22.95 between this and the 
list price of $152.45. This $22.95 (often it’s 
$25) is given to the customer buying a new 
washer. If the customer has an old machine, 
it is picked up, but he gets the allowance anyway. 

And seven out of eight of the old trade-ins 
are hauled away to the boneyard. That $25 
profit has to pay for the dealer's salary, adver- 
tising, taxes, installation and service guarantee. 

To find an answer to that question ELEcrrRicaL 
MERCHANDISING has talked to many experts in- 
cluding a professional rebuilder, a manufacturer's 
service manager who has had considerable experi- 
ence with the problem, and a number of mid- 


western dealers. 
MORE aap 
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Washer Trade-Ins (continued) 





Vast surpluses of all white goods, including 
washers, and pressure from the top by manufac- 
turers to obtain a certain percentage of the mar 
ket, are having a profound effect on the used 
washer market, declares Ray Jones of Denver, a 
top authority in the mountain states on parts and 
washer rebuilding. 

The yardstick being used at present, he says, in 
evaluating trade-ins, seems to be the worth of the 
motor. 

Purchasers of 6ld machines tucked away in 
dealer basements tend to multiply the number 
of washers by the average value of the motors, and 
usually buy them at $3 to $7 each, depending on 
local conditions. As an example, let us calculate 
what can be done with 100 washers, bought at an 
average of, savy, $5 a machine 


2. WHAT IS THE MARKET FOR TRADE-INS 


20 can be sold at 10 times the unit cost, or 
$1,000, less $15 repair expense per unit, 

a total of $300, which brings.......... $700 
40 can be sold at three times unit cost, or 600 
40 will bring junk value, plus something for 

the motor, say Hs Ree 200 


$1,500 


All in all, says Ray Jones, it is a profitable op- 
eration if the market remains reasonably stable— 
that is, if no dumping of new merchandise’takes 
place to depress the used goods business. 


Preparation for Re-sale 


Most common jobs in reconditioning a used 
washer are the repair of the wringer unit and the 
cleaning and refinishing of the washer. 


3. HOW TO RECONDITION THEM 





The smart dealer will replace the wringer 
rolls and bearings, lid gaskets (lids complete if 
necessary) and completely refinish the entire 
machine. Casters should be replaced or cleaned 
and oiled, and new cord put in. 

These are the things that show and the pro- 
spective customer will invariably pick up the lid 
and look inside and inspect the wringer rolls 
even before listening to the machine run. The 
housewife is also very interested in how easy it is 
to move about, hence the necessity of free rolling 
casters. 

It takes less than an hour for all the above 
services, exclusive of the refinishing, which can 
be done in 14 to 2 hours. Obviously the older a 
machine, the greater the likelihood of added ex- 
pense. 





A reputation in the neighborhood for being 
able to do a good job rebuilding used washers is 
the best asset a dealer can have, in the opinion 
of S. Robert Payne, general service manager for 
the Maytag Company. 

For there is no fat to be fried out of used 
merchandise or promotion money to be had, and 
consequently little advertising can be done. 

Also, a dealer with limited floor space cannot 
afford to tie it up with old stuff. 

After making these decisions, a dealer must 
arrive at another: How good a job does he want 
to do? There are two ways of rebuilding: 

1.) Splashing a little paint here and _ there, 
putting in new rolls, and selling the machine as 
rebuilt. 

2.) The second way is to do a real job of re- 
building. It consists of dismantling the washer, 
replacing worn out parts, reassembling with new 
bolts and washers, and doing a good job of 
refinishing. ‘To accomplish this takes a man who 
has been trained, and equipment such as a power 
flexible shaft buffer and grinder, either a sta- 
tionary or portable spray outfit, and a vat for 
washing off the old parts. 


I'he Maytag Company has had experience re- 
building washers in Newton, Iowa, a typical mid 
western city. Payne points out that wages vary 
with the location, but this was the Newton ex- 
perience. 

Out of a group of 92 aluminum tub washers, 
the average cost of rebuilding was $55.91, includ- 
ing labor. Out of a group of 51 round tub models, 
the average cost was $47.87. On aluminum tub 
models, 12 tubs were replaced, along with 19 
motors. Statistically, this is the breakdown of the 
Maytag experience: 


Avg. dealer 
Avg. dealer Average parts & 
parts cost labor labor cost* 


92 aluminum 
tub washers $26.67 $25.75 $55.91 
51 round tub 
washers 25.24 18.75 47.87 
* Includes charges for paint, electroplating, etc., 
not included under parts cost. 


Inspection of a used washer falls into two 
categories, says Payne. There are visual parts and 
hidden parts. 

Most of the large or costly parts may be in- 


4. HOW SIX DEALERS MEET THE PROBLEM 


spected by the eye, to determine if replacement 
is necessary. Payne cites some Maytag examples: 
Dealer cost (40% disc.) 


1. Tub 4. Housing 
Aluminum $26.34 Wringer frames 5.58 
Porcelain 11.94 Power hsg. lower 5.91 
2. Motor 15.21 Powerhsg. upper 5.67 
3. Rolls 3.24 5. Skirt 28.00 


Should all the above parts need replacing on an 
aluminum tub washer, dealer parts cost would be 
$65.19; on a round tub, $78.19. 

Since hidden parts involve mechanical opera- 
tion of the washer, they must be considered, but 
are more difficult to estimate as to cost. 

Hidden parts requiring 100 percent replace 
ment are bushings, casters, lower roll, pinion. 

hose calling for 60 to 80 percent replacement 
are: sleeve for center post; wringer roll bearing; 
lower roll bearing; wringer index rim; power unit 
bushing; worm shaft; shifter lever; torque; bush- 
ing; V belt; drain hose; upper roll; reverse shaft; 
segment; worm, 

By an analysis of each machine, Payne points 
out, the dealer can estimate what putting the 
washer in condition will cost. 








A DISCOUNT is given to K & N Electric customers, 
St. Charles, Ill., even if they have nothing to trade in. 
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In St. Charles, Ill. 
SELLS A FEW 





R. E. Nord, who with Edward Kunst, operate 
the K & N Electric Shop in St. Charles, IIl., 
(pop. 6,691) had only one used washer when 
interviewed. “Just one,” he said, “the junkman 
hauled away the others yesterday.” 

K & N Electric gives a discount to a washer 
buyer no matter whether she has a trade-in or 
not. On a wringer machine it amounts to 
$22.50 and up to $50 if she is buying an auto- 
matic. Mr. Nord explains that in a small town it 
is well to treat every prospect alike. If there is a 
trade-in, the store picks it up to get it off the 
market. About 25 percent of these old units are 
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TRADE-INS 


running, and 80 percent need major repairs. 
One in ten can be wiped off and sold, and that 
is about the firm’s limit in trade-in activity. 

The store is a two man operation, without em- 
ployes, and its small size and lack of help is prob- 
ably behind the reluctance to deal in used 
washers. No service man is employed, because 
Mr. Nord says that $2.50 an hour is too much. 

Sales of new washers run about 100 a year, 
with 40 percent automatic and 60 percent 
wringer units. With nine competing dealers in the 
St. Charles area, K & N does not feel it is making 
much money on washers. 
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In Rockford, Ill. 





HE NETS EIGHT PERCENT ON WASHERS 


ony Phillips of Rockford, Ill., manages to net 
eight percent on his laundry equipment business. 
His allowances represent only the real, recoverable 
value of the trade-in and all trades are inspected 
before they’re picked up. He knows that 80 per- 
cent of washer sales involve trades and he can 
re-sell two out of three. He junks 50 percent of 
off brands, particularly non-white models. He 
finds ready sale for motors which sell new for 
$26.50, and move readily at $12.50. 

Four rules help Phillips realize his profit: 

1) A $5,000 stock of parts to draw from quickly. 

2) Practice of cannibalizing from one old ma- 





PHILLIPS in Rockford, Ill., has four or five price levels on used washers, result 
of his policy of sending trade-ins through his shop. 


In Omaha 





chine to build up another. Tony Phillips says that 
few dealers know how many parts are interchange- 
able. 

3) Four price levels on old washers to meet the 
pocketbook of every type of prospect. 

4) Constant use of classified advertising in the 
Rockford newspapers. The store sells about 15 
used machines a week, 20 new ones. 

There are 80 dealers selling washers in Phillips’ 
territory, and only about 15 try to recover on 
trades. In fact he is constantly buying used 
machines from other dealers and reworking them 
in his shop. 


NO TIME TO SPEND FOOLING WITH TRADE-INS 


The chance remark by Mike Lewis that most 
of his store’s profits were made on good buys, adds 
fuel to the belief the pressure to move new 
merchandise is shoving dealer margins upwards, 
either through premiums or spiffs, and thus com- 
peting with trade-in business. 

Sol Lewis Company, Omaha, which advertises 
itself as a discount house, is described as doing a 
business of $14 million a year, and running on a 
15 to 18 percent gross. 

We have no time to spend fooling with trade-in 
washers, said Lewis, who with brothers Ben, Leon- 
ard and Roland operate the business founded by 
the father in 1921 as a Victor phonograph shop. 
Che firm moves an estimated 1,000 washers a year, 
of which 60 percent are automatics. 

It would rather give a $60 discount and call it 
a trade, but in 70 percent of sales the old machine 
must be picked up. Only 10 percent of the cus- 
tomers are willing to keep them. Because onlv one 


ELECTRICAL 


MERCHANDISING—NOVEMBER, 


out of ten trades can be sold without repairs, the 
Lewis firm moves them out back and calls the junk 
man or sells them in bulk. 

Mike Lewis describes Omaha as a tough, com- 
petitive market, with a lot of appliance sold at a 
discount in order to tie in with other merchandise. 
As an example, he cited one item with a $500 list, 
supposed to cost the dealer $345. He actually 
bought it for $310, and sold at an 8 to 10 percent 
mark-up, tied in with a furniture order. As a result 
of appliances being used as loss leaders, said Mike 
Lewis, there remain only seven or eight exclusive 
appliance stores in the city. 

While the store actually has service men in its 
employ, they are used to keep new goods sold. 
Lewis salesmen work on straight salary, and adver- 
tising is what gets prospects inside the door. With 
a downtown location, it depends on walk in busi- 
ness. About 40 percent of these walkins do not 
buy, said Mr. Lewis. 
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ESSENCE of the Phillips 
trades may be worked on promptly. 















OLD MACHINES are frequently cannibalized, with 
parts from several making one saleable trade-in. Many 
parts are interchangeable, Mr. Phillips points out. 





operation is to carry a $5,000 stock of parts, so that 


POLICY at Sol Lewis Co., Omaha, is to push trade-ins 
out the back door, call the junkman to haul them 


away, or sell them by the job lot 
MORE => 
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REBUILD FROM THE GROUND UP 


Go into the Modem Appliance 

Company's store in south Omaha, 
and you may have to wait a little be 
cause both George Huettelmaier and 
Al Young are downstairs. 
Down there they have a repair shop 
with $25,000 inventory of washer 
parts, a sand blasting machine, which 
is rarely seen in dealer establishments, 
and all the equipment to rebuild a 
washer from the ground up. Like Mr 
Armour, who utilized all of a pig ex 
cept its squeal, the firm does the sam« 
by its trade-ins. 

About 300 new washers a vear arc 
sold and the equivalent in old ma 
chines. Trades are grouped loosely in 
three price levels, $30 to $50, $50 to 
$96 and $100 to $128. Several old 


In Geneseo, III. 


THEY REPAIR 





Possession of a farm 
franchise by the Gilbert J. Pritchard 
Company in Geneseo, IIl., (pop. 
4,318) gives the firm two advantages: 

1. Constant traffic from farm peo 
ple coming in to buy little things like 
nuts, bolts and cotter pins. 

2. Two service men who can work 
on used washers when not busy with 
farm equipment. Fully 90 percent of 
the trades need work before they are 
resaleable. Of these, 60 percent are 
repaired, the balance junked 

Used sold without 
profit, the store secking only to re 
cover what has been allowed on tradc 


machinery 


washers are 


In Marseilles, III. 





_ TeCOVeTS 


brands are avoided on trades, as they 
are known not to have stood up, but 
at least $5 is recovered on the motors. 

An allowance of $25 was made re- 
cently on 2 1940 machine, $4.50 spent 
on repairs, and the job sold for $45. 
\ rebuilt model that looks like new 
and carries guarantee will sell 
for $125. 

Not mentioned, but obvious to the 
interviewer, was the fact that the bovs 
have a shrewd knowledge of the valuc 
of old washers and know how much 
they will bring. This tempers what 
thev will allow on a new sale. 

Ihe men at Modern Appliance fig- 
ure they know the right way to oper- 
ate the business, and that entails one’s 
moncy out of the trade-ins. 


1 new 


6 OUT OF 10 


and for repairs. Six percent simple in- 
terest is charged. 

Result, Mr. Pritchard estimates that 
his washer business (Maytag) is 
profitable to him. One reason is that 
he keeps records on each sale and 
what he allowed on the 
trade-in. 

Mr. Pritchard says that discount 
giving is prevalent in Geneseo and 
that by shopping one might get dis 
counts of 20, 25 and even 30, if tlic 
dealer has had a few days go by with 
out a sale. Lulls in business are what 
panic small town dealers who do not 
view their volume on a yearly basis. 


JUNKS ALL BUT ONE BRAND 


On trades accepted, all brands are 
junked except Maytag, for which the 
Decker Gas & Electric Company has 
a franchise. Of course a good, work- 
able brand is resold, but repairs are 
limited to Maytags. Richard R 
Decker says he uses an average of $15 
to $20 in parts on each machine rc 
worked, and will move the used wash 
ers for $60 or better apiece. There is 
a brisk demand for 
used washers, he says. 

On labor, Decker has a good deal. 


good, working, 
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His firm does house wiring, and the 
men are shifted to washer repairs 
when work is slack. As this is written, 
he is adding an extra repair man at $60 
a week plus 5 percent on sales. 

Only 15 percent of the new washer 
price is allowed on trade-ins, he says. 
Sales of new machines split 20 and 8 
per cent on automatics and conven- 
tionals. The store is never desperate 
for washer business, as it is diversified 
with paint and wall paper and other 
items. 











MODERN APPLIANCE CO., Omaha, has a machine shop in the basement and 
carried a $25,000 inventory of washer parts 





Di law 


PRICE allowed on trade-ins in all washer deals are recorded by Gilbert J. Pritchard 
This is what firm seeks to recover when it disposes of old machine. 





NO LABOR TROUBLE besets this firm. Mr. Decker’s father-in-law helps with the 
repairing of machines in the basement workshop. 


End 
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HE man in the picture above, 

Joseph Rothman, owner and op- 

erator of Rome Radio Co., in 
Rome, Ga., increased his sale of rec- 
ord players almost 300 percent over 
normal business—and the selling spurt 
began to happen to him almost over- 
night. 

[hat sounds pretty fantastic, but 
Rothman had the help of the Holy 
Bible and an alert distributor—and 
this is not meant to be reported in 
an irreverent manner. 

Rothman got help from the Bible 
when, about a vear ago, the Audio 
Book Co., of Benton Harbor, Mich., 
brought out recordings of the entire 
King James version of the New Testa- 
ment—all 27 books, 260 chapters and 
180,751 words, on 24 ultra-long-play 
ing records. It was done by one of 
America’s best professional readers on 
16-rpm records and produced in al- 
bum form. It went out to the trade 
with an adapter, at extra cost, which 
enabled the records to be played on 
any regular 334-rpm phonograph. 


Distributor Steps In 


That’s where a distributor stepped 
in, not only to help Rothman but 
also hundreds of other dealers in 
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Georgia. Charles I. Kinsey, appliance 
sales manager of Graybar Electric Co., 
in Atlanta, distributors for Zenith, 
realized that the Zenith Cobra-Matic 
record player could play the new 16- 
rpm ‘Talking Bible records without 
an adapter. 

Kinsey took one of the new albums 
of records under his arm and went 
out to launch a campaign among his 
dealers in the state of Georgia. Kinsey 
reasoned that here was one of the best 
opportunities in years for retailers to 
push record players, as indeed, cam- 
paigns on record players are few and 
far between; in the second place, the 
Zenith dealers had a flying start be- 
cause they did not need to sell the 
adapter along with the records. 

Rothman was one of the first of 
Kinsey’s dealers to see the possibilities 
of such a campaign. The holiday 
season was approaching and the album 
of recordings would make excellent 
gifts. So Rothman mapped out his 
promotional plans. 


Package Deal Evolved 


“I worked out a package deal,” he 
says. “I took the smallest record 
player and an album of the Talking 

(Continued on page 108) 
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ALBUM OF 24 ‘Talking Bible’ records and record player were offered by dealer Joseph Rothman of Rome, Ga., at combination price of $89.95 


THIS PAGKAGE rrisiea Phonograph Sale: 


CATHEDRAL DISPLAY in the store was an important factor in attracting attention 


of prospective customers like Baptist minister J. W. Tate. 
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“GIRLS” from Graybar and Hotpoint customers on the sidewalk 














FUTURE BUSINESS wos lined up by $25 merchandise certificates given to every 


appliances were certificate validity 





in front of 





Clifford Dysle’s Santa Cruz store as their 


gr A Zy Promotion Doubles Sales 


By HOWARD J. EMERSON 


WO weeks of doubled volume 

—an extra $13,000 in sales at a 

promotional cost of 74 percent, 
resulted to appliance-tv dealer Clifford 
Dysle (rhymes with geese-lee) when he 
and Hotpoint distributor Graybar-San 
Francisco joined forces to make fun, 
fashions and prizes draw 3,000 during 
a two-day promotion at his neighbor 
hood store in Santa Cruz, Calif. 

At a cost of about $1,100 to Dysle, 
the promotion sold 46 major appli 
ances above and bevond his regular 
business for the six-week period follow- 
ing. For Hotpoint-Graybar, the two 
day affair served its primary purpose of 
announcing the appointment of Dvysle 
as exclusive dealer in that city of about 
25,000 people, it started this dealer 
as a carload buyer, and within a month 
it made Dysle the largest single store 
buyer of major appliances from Gray- 
bar’s San Francisco branch. It served 
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Hotpoint’s west coast promotional 
headquarters as a test run for the “fun 
and fashions” as a replacement for the 
traveling “comic opera” promotion 
used successfully in small cities during 
the last two years. 

To another dealer, however, Dysle’s 
activity presents: 1. A_ pattern for 
using fashions as a drawing card, par- 
ticularly for the neighborhood or small 
city store; 2. Use of a gift certificate 
to stimulate buying action without 
opening the store to a permanent dis- 
counting policy; 3. Use of hi-jinks 
to enliven the atmosphere, to stop 
neighborhood traffic, and to cut the 
“commercialism” of a promotion with 
out cutting the effect of the com- 
mercials. 

Highlights of the promotion are 
seen here in ELrecrricaL MERCHAN- 
DISING’s photocoverage of the two 
day affair. 


MERCHANDISING 


Fun, Fashions and Prizes Brought Crowds to Dysle’s cRAZ Y Promotion 


“WHAT HAPPENED to Fashion’’ show staged by Graybar-Hotpoint men amused FASHIONS attracted people who both wanted to see them and win them. 
dealer Dysle (right) and passers-by. Fashions were theme of two-day promotion. Ensembles supplied free by nearby stores were first modeled then given away. 


Wis, 500 - 


ENSEMBLES §— Hot oF 
Vaiuabe 
PRIZES 


MEN CUSTOMERS weren't overlooked either. On second night of the pro- PRIZES, including the $900 worth of clothes modeled, were first displayed in 
motion the store staged both a men’s fashion show and a bathing beauty revue window then given away to lucky ticket-holders. They helped hold crowds. 


Demonstrations and Follow-Ups Make the Sales 


ZA 


SERIOUS demonstrations by a Hotpoint economist were sandwiched between fash- IMMEDIATE SALES of nearly $3,000 in major appliances were closed during 
ion shows and enlivened by hi jinks like this one keyed to washer demonstration. promotion as the result of frequent sales talks requested by visitors to the show. 


End 
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OLD TECHNIQUE 
Sells Modern Dishwashers 


Here's how an admitted novice in the appliance business suc- 





FREE TRIAL AND LOW PRESSURE .. . 





a 


AFTER direct mail and a telephone call have secured a free trial prospect, high 
school student Kendall Richardson delivers the unit the same day. 


- 


cessfully sells 20 portable dishwashers a month with home 


demonstrations and free trials 


PF NHEY'RE letting James wash a 
lot of dishes around Rochester, 
New York, these days. James is, 
of course, the mobile dishwasher 
which is being sold in increasing quan- 
tities by the “Let James Do It” 
Company. 

The company is headed by W. S. 
(Pete) Wurzburger, who is admittedly 
a novice in the appliance business. 
Wurzburger is the James distributor 
in northwest New York State but, in 
the initial stages of his operation, he 
is acting as a dealer, too. He combines 
direct mail, home demonstrations and 
a unique 10-day trial offer with low 
pressure selling devoid of price cut- 
ting. This formula has helped Wurz- 
burger build sales to some 20 units 
per month and he does virtually all 
the selling. 

Gradually, dealers are appointed 
throughout the territory, only one in 
each town or city, with the agreement 
that they will use Wurzburger’s selling 
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By JACK LANE 


system in addition to placing units 
on their showroom floors. No discount 
or off-list selling is expected since 
dealers have no competition from 
other retailers in their own commu- 
nities. 


Just An Idea 


“At first it was just an idea”, says 
Wurzburger, “that came to me one 
night in a friend’s home. They had 
just bought a James and I was im- 
pressed both with the machine and 
the possibility of selling it through 
home demonstrations. 

“I figured that if I could go out and 
sell them with no previous experience 
or community standing to trade on, 
it should be duck soup to train deal- 
ers to use the same methods”. 

The local distributor was happy to 
turn Wurzburger loose in suburban 
Westchester County with his ideas 
and a James. It didn’t take long for 
Wurzburger to satisfy himself that 


his theory of selling was a sound one 
and he approached the James Com- 
pany which appointed him its dis- 
tributor in a northwest New York area. 

Wurzburger spent some 12 years 
selling insurance before joining Chen- 
nault’s Flying Tigers and he figures 
he learned something about direct 
selling in the rugged davs of the 
1930’s. “People are the same today 
as they were before the war’, he de- 
clared, “and by that I mean they want 
to be sold. When it comes to an 
item they're going to use in their 
homes every day of the week, the 
only place to demonstrate it is in the 
home and it should be done in a 
relaxed, personal wav. I don’t talk 
prices, or terms or contracts. I just 
tell them what James will do and then 
have him do it right in their kitchens.” 


How the Plan Operates 


Rochester was chosen as a base of 
operations for several reasons: it’s 
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the largest city in a territory (about 
400,000) that stretches from Roches 
ter to Utica and from the St. Law- 
ence River south to the Pennsylvania 
border; it’s a logical warehouse point; 
Wurzburger doesn’t think anyone ever 
tried to do a real selling job of dish 


washers in the citv, James or any 
other brand. 
A direct mail letter mailed fron 


the James home office in Indepen 
dence, Kansas, starts the ball rolling. 
Written by Wurzburger, it goes to a 
selected list of home owners each 
week. Chatty and long-winded, the 
two-pager is sent over president Duane 
James’ signature. In confidential and 
sincere tones it relates how Wurz- 
burger heard about how James sells 
itself in Kansas and asked to use the 
same procedure in Rochester. 

“So we arranged to open a small 
place”, continues the letter, “This 
fellow is in charge. His name is W. 

(Continued on page 112) 
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GET JAMES AN OWNER ... 


i. 


THAT EVENING Wurzburger calls to demonstrate, but first talks James features, LOW PRESSURE is the whole key. Wurzburger lets machine do its own talking, 
health and sanitation and relaxes prospects with low pressure approach. simply tells housewife that baby bottle will be both washed and sterilized. 


WHILE HOUSEWIFE and daughter watch washing operation, Wurzburger describes THOUGH neighbors are impressed and themselves become prospects, Wurz- 
what machine is doing and why. Later he may talk mechanics to husband. burger will close no sales tonight. He insists that free 10-day trial come first. 


... AND SALES 
RESULTS GET 
WURZBURGER 

A DEALER 


SUCCESS of outside selling methods con- 
vinces prospective dealers like Fred J. 
Smith of Sibley, Lindsay & Curr that dish- 
washers can be profitably sold. 


ELECTRICAL MERCHANDISING—NOVEMBER, 1954 PAGE 73 









Four Sol Polk disciples, Mike Kullens, Monroe Singer, Larry Frank, and Ray Michalsen 





prove that mass selling and entertainment will work anywhere. With a $616,000 volume 


in nine months .. . 


Theyre Taking Rockford by Storm 


HEN Monroe Singer, Larry 
W Frank and Mike Kullens op 

ened up, cold turkey, the Na- 
tional Appliance & ‘Television store 
in Rockford, Ill., the good people of 
that city didn’t them from a 
$2 hat. 

On the other hand, threc 
men were graduates of the best school 
ing that the famous Sol Polk in Chi 
cago had to offer. Monroe Singer 
had been Sol’s sales manager, Larry 
Frank headed up television and Mike 
Kullens was assistant to Lester Bach 
man. As it does to all men, the am 
bition had risen in their bosoms to 
own a business of their own, and 
Rockford, a trading center, had shown 
possibilities. 

They believed that mass selling 
was the logical method to use today 
and that sugar coated entertainment 
offered the best medium of reaching 
people. 

The Doctor 


Know 


these 


LO 


type of program 
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became part of their method of mass 
selling. Playlets, demonstrations, tal- 
ent shows dot their twice-a-week 
hourly programs broadcast from the 
store and not a word of selling is done 
at these events. 


Theater for 300 


When this firm chose its location 
in Rockford, it made two stipulations: 
it must be out from Rockford’s 
muscle-bound, no-parking downtown 
business district, it must have room 
for an auditorium. 

An old A&P location was taken and 
1 Space approximately 75x75-ft., seat- 
ing 300, was cut into an auditorium, 
stage and everything. Time was taken 
on both local radio and _ television 
shows and it was discovered that Mon- 
roe Singer had the round, pear- 
shaped tones of a possible master of 
ceremonies in his voice. 

The three television shows and the 
radio show plug appliances, of course, 








but they always advise people to come 
down to the cool, air-conditioned 
auditorium on ‘Tuesday and Friday 
for an hour’s entertainment. 

In an entertainment desert like 
Rockford, this brings the crowd out, 
particularly motherly women who 
have the weekday time to spare 
around 1:30 p.m. A National Appli 
ance salesman opens the door for 
them, welcomes them and the show 
starts out at 1:30 with Penny Bennett 
singing at the organ. 

The day Erecrrica MERCHANDIS- 
ING attended, Darlene Zimmerman 
and Ruth Fuhs of Monsanto put on 
their “No Soap Opera” plugging All. 
Following this came the warmup and 
then the actual quiz program which 
was on the air with the contestants 
winning three silver dollars apiece 
with the right answers. Promptly at 
2:30 the show ended, and the women 
wandered out, pausing among the ap 
pliances and looking over the prices 
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and propositions. Salesmen did not 
approach them unless they asked ques 
tions. 

The show costs between $150 and 
$175 to put on, and its advertising 
draw cannot be traced. The fact that 
the firm did a volume of $616,000 
within nine months time would indi- 
cate that this kind of advertising ha 
paid off. 

National Appliance & Television is 
one of the few retail firms that ever 
studied its market before it opened its 
doors. 

Monroe Singer was convinced that: 

1. A smaller city would respond to 
bargains just as Chicago had _re- 
sponded. 

2. The difference between big cits 
merchandising and small town selling 
is in the fact that nothing can be 
nailed to the floor. If a bargain price 
is quoted, a bargain price item has to 
be delivered. 

3. Mr. Singer believes in passing 
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FOUR REASONS FOR ROCKFORD'S SURRENDER 


; 


ENTERTAINMENT 


broadcast 


Participation in a twice-a-week radio quiz program 


from the National Appliance and TV 


store gives housewives a chance to have fun, win $3 for right answers. 





IDEAL FACILITIES cnoush toro 200-seat ouditorium and all its moss- 


selling shenanigans 


on to the public the savings and all 
the bargains he can pick up. This, he 
said, is contrary to most small town 
practice, where the owner of a busi- 
ness usually pockets any extra dis- 
counts and doesn’t give them to the 
public. 

In a town like Rockford, away from 
Chicago, a dealer has to assume re- 
sponsibility for much more 
than he does in Chicago. 


service 


5. He believes that evening open- 
ings are a necessity in small towns 
and the store, as a consequence, 1s 
open every day from 10 a.m. to 9 p.m. 

6. He offers five years free service 
with his sales, plus a year warranty. 

Ihe store opened April 1, 1953. 
Much to the surprise of the three 
partners, 70 percent of their business 
is done in cash. Although firm mem- 
bers say they have $400,000 in paper 
discounted at local banks, only two 
repossessions and five delinquent ac- 
counts have cropped up. 
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It cost firm $3200 of its $12,000 capital to convert store. 


Volume is the answer to the whole 
story, said Mr. Singer, and these part 
ners have gone out of their way to 
supply Rockford with unusual buys. 

Here the years spent as sales man- 
ager for Sol Polk in Chicago stood 
Mr. Singer in good stead. He and his 
partners knew all the sources of appli- 
ances and the costs on various types 
of merchandise. 

Because they were not in the vol- 
ume class with Sol Polk ($30 millions 
annually) the firm early discovered it 
could not get the buys of their alma 
mater. Nevertheless, with a reputa- 
tion for fast action, the three partners 
were cut into a great many more deals 
than normally and, with merchandise 
getting abundant, offers began coming 
in over the transom. 


Hiring Salesmen 


In hiring Rockford boys to sell for 
them, the biggest difficulty came in 
(Continued on page 120) 
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Shows like this All ‘’No Soap Opera’ appeal to large 


MASS SELLING groups of prospects at once, help the store build the 


volume which increases the store’s buying power so it can create more volume. 


When a housewife enters National’s store for 
one of its shows a salesman greets her royally 


REGAL TREATMENT 


and shows her the way to the auditorium—and never sells unless asked. 











KING SIZE 


TRADE-INS 
APPLIANCE... TELEVISION 


10th AVE. ead 7 St. 








DIAL 8.2444 











BARGAIN PRICES Poe: cna they con't er such good buys, they 


do well enough and, unlike many small town merchants, pass the savings along 
to their customers. 
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No. 1: REFRIGERATORS 


Batchelor’s January-February refrigerator promotion started this year with 
a warehouse clearance lasting nearly three weeks. 

“This,“” says Batchelor, “is the best time to move old models and surplus 
units. We marked down the prices on our old stock as low as we could and 
offered the best trade-in values we could arrange. We sent out circular adver- 
tising to every mailbox holder in the county and we utilized radios and news- 
papers to get the campaign across.” 

In his three weeks campaign Batchelor sold more than 50 units and cleared 





V oy 
No. 2: ELECTRIC RANGES 


For the past five years, Batchelor has had a cooking school in March or April. 
This last year he hired a theater, broke advertising four weeks in advance, 
toured the town with loudspeaker cars, sent out personal letters to all home 
economists in the county, and offered free transportation to students. He offered 
prizes including a refrigerator, a range and $400 worth of other merchandise 
For two days of meetings Batchelor’s entire staff was on hand at the theater 
while a Frigidaire home economist conducted the sessions for some 2000 visitors. 
Says Batchelor, ‘‘We got a complete registration card on every one whe 


his warehouse for new merchandise 


attended and the sale of ranges was boosted 15 percent over normal business. 


Six Promotions a Year Are Enough 


Planned well in advance and executed at regular intervals, six are enough to 


give the Dependable Service Center of Russellville, Ala., a $200,000 volume 


ect, Barcuetor, owner of the Dependable 
7 Service Center in Russellville, Ala., describes 
his promotional philosophy very simply: 

“We have figured out that our promotions are 
most effective when put on about once every two 
months,” he says. “That gives us six promotions 
a year and allows us to concentrate for a certain 
length of time on a certain appliance. The result 

a pretty steady sale of all major appliances.” 

In his seven years as a dealer, Batchelor has 
worked out a promotional plan tailored to fit the 
35,000 residents of the county in which he oper- 
ates and which gives him a sales volume of $200,- 
000 annually. From his store in Russellville (pop. 
3,500), he sends three outside salesmen into all 
parts of the county, while Batchelor, his wife and 
another salesman sell inside the store. He handles 
three lines—Fridigaire, Maytag and Admiral. 

“Early in the year we go to work on planning 
our promotions,” explains Batchelor. “We will 
decide, for example, that at one time or another 
during the year we are going to devote a certain 
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period of time toward pushing ranges. Refriger- 
ators will be put down for a selling campaign, 
as will home freezers, television, laundry equip- 
ment and small appliances. We next decide the 
months in which each campaign will be staged. 

“The promotional program begins to shape up 
roughly, then, something like this: January and 
February—tefrigerators; March and April—elec- 
tric ranges; May and June—smaller appliances; 
July and August—home freezers; September and 
October—television; November and December— 
laundry equipment. 

“By mapping out these promotions in advance, 
we can arrange with our distributors to schedule 
visits of their home economists, district repre- 
sentatives and salesmen, while at the same time 
we can anticipate our inventory, based on the re 
sults of past promotions. We can also plan 
our advertising and have it ready to set in motion 
at the right time.” 

Throughout the year, Dependable Service Cen- 
ter occasionally puts on other promotions but they 
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By AMASA B. WINDHAM 


are not fixed in advance. Letters are sent out 
after contracts are paid up, thanking the cus- 
tomer for his business and suggesting demon- 
trations of new appliances. Birthday cards are 
sent out—not on the buyer’s birthday but on 
the birthday of the appliance (the purchase date), 
and other good will builders are continually sent 
to residents of the county. 

Batchelor maintains an efficient service depart- 
ment with three service men and three trucks for 
instant dispatch to any part of the county. He 
holds a sales meeting every morning at 7 o'clock 
to talk over sales action of the previous day, to 
iron out difficulties in sales or service and to in- 
spire his salesmen for the day’s work ahead. 

“In an organization as small and compact as 
ours,” he sums up, “everything must operate on 
advance planning if we are to keep getting our 
share of appliance sales. With planned promo- 
tions and fixed times for staging them, we believe 
we have worked out a business formula that’s 
pretty hard to beat.” 
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No. 3: SMALL APPLIANCES 


For his May-June promotion Batchelor features small appliances—among 
which he includes vacuum cleaners, sewing machines, tape recorders or electric 
housewares. 

His most recent promotion was ready-made, an Admiral deal which offered a 
vacuum cleaner for $7.95 with the sale of a $299.95 TV set. 

This worked well, says Batchelor, but he didn’t stop there. During this promo- 
tional period he gives small items special attention with demonstrations, clinics 
and free trials and goes in heavily for give-aways. Prospects are given scoops, 
scrapers, glasses and similar gifts if they come in to watch a demonstration. 




















No. 5: TELEVISION 


Although TV promotion is continued all during the year, Batchelor puts special 
emphasis on it in September and October. During these two months he offers a 
four-day free home trial to selected prospects. To sell the trial he first puts 
on a home demonstration in rural areas by pulling in a signal with a crank-up 
antenna, lf the prospect agrees to the trial, Batchelor installs the set perma- 
nently, includes the antenna installation free if the prospect later buys, charges 
them $10 for it if they don’t buy. 

‘Seven out of ten sets we sell this way are console models,’’ declares Batchelor, 
‘and better than 90 percent of the home trials result in sales.“ 





‘ 
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No. 4: HOME FREEZERS 


July and August, the hot months, are best for promoting freezers, says 
Batchelor, so with a movie projector and films supplied by Frigidaire he travels 
all over the county during these two months to spread the word about home 
freezers. Audiences are gathered in rural schools, churches and homes and 





Batchelor puts on a 90-minute show which includes educational and documentary 
shorts as well as freezer material. 

Circulars advertising the movies are distributed in advance to schooi children 
and teachers, and personal invitations go out to housewives. Prizes such as cooking 
utensils encourage attendance and selling is done on followup of registration list. 





- ee : a 
No. 6: LAUNDRY EQUIPMENT 


During his most recent November-December laundry promotion, Batchelor 
washed dollar bills in a machine in the window and simultaneously ran a 
“lucky buck’’ promotion inside the store, awarding certain prizes for certain 
serial numbers on dollar bills, with the numbers being changed every two hours 

“The stunt drew heavy traffic and gave us a good registration list of future 
prospects,’’ Batchelor says, and we sold 10 conventional and three automatic 
washers as a direct and immediate result of the promotion.” 

Since he could hardly run this promotion over a two-months period, Batchelor 
also uses other sales-makers, including washing prospect’s clothes in the store 


End 
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GIMMICK: translucent photo pasted on screen of this TV set mounted on 
* cab of truck is illuminated by light bulb inside the cabinet. 


HERE is still plenty of room in 
television retailing for the dealer 
with imagination and willing 
ness to develop creative “gimmicks” 
which focus attention on himself, ac- 
cording to Bill and Manny Greenberg, 
operators of University I'V and Ap- 
pliance Center, Denver, Colorado. 

In business just two years, the 
Greenberg brothers did a $75,000 sales 
volume the first year, and well above 
$100,000 the second, with $25,000 
of the latter figure directly traceable 
to service. “The service department 
is behind the whole story,” Bill Green- 
berg states. “When we started out 
in the field we knew that literally 
hundreds of television dealers through 
the state were closing up, tired of the 
competition and low profit return. 
We decided immediately that any 
sales volume we could accomplish 
would have to be based on a service 
background, and for that reason serv- 
ice has always been our pitch.” 

Actually, the Greenberg brothers’ 
surprising success is’ the result of 
unique merchandising showmanship 
on the part of younger brother Man- 
ny, and sound electronics engineering 
carried out by brother Bill, who spent 
19 years with Motorola, the last 13 as 
in engineer in television development. 

The brothers chose a “neighbor- 
hood” location deliberately, leasing a 
1,000 square foot store across the 
street from a major super market, and 
surrounded by small variety stores, 
beauty shops, drug stores, and other 
traffic building retailers. University 
TV and Appliance Center started out 
with a single table, on which two 
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SERVICE: 


drive-in facilities are part of store’s comprehensive service pro- 
grain. Here the brothers unload a set from a customer's car. 


TV Volume from Gimmicks 


table-top television sets were dis- 
played. At the same time, both broth- 
ers were busily constructing a service 
department with an impressive lino- 
leum topped curved counter, open dis- 
play of parts and bench test equip- 
ment, at the rear. As soon as the first 
customers entered, the service depart- 
ment was pointed out, with the invita- 
tion “bring your set in for drive-in 
service.” 

“Whether the prospect was a tele- 
vision owner or not, we played up 
service from the moment he came 
in,” Manny Greenberg says, “because 
we felt that most of the future poten- 
tial lay there.” 


First Gimmick: “Drive-in” 


Drive-in service, which the Green- 
berg brothers assure customers saves 
them from $3.00 to $8.00 per call, 
was the first of the “gimmicks” which 
have been produced in a never-ending 
succession by Manny Greenberg. Ap- 
proximately 1 out of every 5 television 
repair jobs is cash and carry work. 
The Greenbergs encourage the cus 
tomer to stand by, and watch the 
work on the set carried out, with ex- 
planations all the way. This friendly 
atmosphere creates a lot of good will, 
and it led directly into the store’s sec- 
ond major traffic builder, free tube 
testing. 


Two Tubes per Customer 


“We have been testing tubes since 
our first month in business, without 
charge” Bill Greenberg says. “Right 
now, we feel that the tube tester has 
paid for itself at least a dozen times. 


A lot of TV owners, we know, know- 
ing a little about radios are going to 
replace their own tubes, when the 
set gets weak or the picture shaky, 
and although we don’t encourage the 
do-it-yourself sort of thing, we bow 
to the inevitable in selling them the 
tubes. We average two tube sales 
to every customer who comes in for 
free testing, and last year we sold 
more replacement tubes than any 
other retail dealer in the city.” 


Gifts For Punches 


One of the cardinal needs of any 
new firm is publicitvy, the Greenberg 
brothers realized, and to add this 
element to service efficiency, they 
came up with a unique repeat call 
volume building stunt which brought 
an avalanche of service calls toward 
the end of the first year. This is a 
wallet card which entitles the cus- 
tomer to one free gift for a total of 
any six television service calls. The 
gifts are such attractive premiums as 
travel irons, kitchen or desk clocks, 
heating pads, miniature aviation en- 
gines, snow sleds, camp lanterns, a 
case of facial tissue or a case of quick 
frozen orange juice—the last to at- 
tract attention to the store’s home 
freezer department. Space is provided 
it the end of the card for six punches 
which are duly punched out following 
a television repair job. 

“We figure that the gifts cost us 
approximately $1.00 per service call,” 
Manny Greenberg says. “Allotting 
this much gives us a substantial fund 
for developing an attractive gift list, 
and we have been turning them over 
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daily, for most of the past 11 months.” 

Since the cards are transferable, 
University T'V and Appliance Center 
wanted to get as many of them out 
in the hands of the middle-income 
home owners surrounding the store 
as possible. To achieve this, the 
Greenbergs went to the managers 
of a dozen super markets throughout 
the area and, at the cost of $5.00 per 
store, insured that the cards would 
be dropped into grocery sacks at the 
check stands. This got 4,500 cards 
out in the space of a few days, and 
since then, distribution has taken care 
of itself as repair customers ask for 
the cards. 


Come and Get It, Kids 


Both likeable, enthusiastic salesmen, 
the Greenbergs have kept the personal 
touch throughout all their dealings. 
Through both years, the store has 
regularly surprised its public by run- 
ning classified newspaper ads, aimed 
at neighborhood children; inviting 
them “to come in for free ice cream 
on Saturday.” At least once a month 
the Greenbergs invest in two gross 
of frozen popsicles, repeating the ad, 
and handing them out to youngsters 
by the score. 


No Grocery Store 


“There is a lot to the neighborhood 
atmosphere in selling television,” 
Manny Greenberg declares: “We 
found right away that most of our 
TV prospects were highly dubious 
over where to buy. This suggested a 
cartoon idea which got us a lot of 
publicity, and certainly, cracks the 
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BONUS GIMMICK: 


punches entitle holder to gift. 





ice in greeting a new customer. We 
found a cartoon in a magazine, which 
showed a broken down village grocery 
store plastered with signs advertising 
television sets. We pasted this at 
the top of a 3 by 2 foot sheet of art- 
board, and used the cartoon to play 
up the wisdom of buying from a tele- 
vision retailer who is equipped for 
service and who backs up his lines.” 

Mounted to face the entrance to 


customers are given 
punched each time a service call is made. Six 


GIFT GIMMICK: once a month a classified ad is run inviting saber. 


hood children to visit store for soft drinks or ice cream. 


and Servic 





small cards which are 


the store, this poster immediately gets 
a smile from most visitors, and fur- 
nishes the ideal point at which to 
indicate the big television service de- 
partment, in plain sight at the left 
rear of the store. 


TV on a Truck 


With a $75,000 gross on the first 
year an encouraging factor, University 
TV stepped up on its gimmicks in 
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TUBE GIMMICK: offer to test tubes free has sold so many new tubes 
* that the tester has paid for itself ten times over. 


Q 
— | 


CARTOON GIMMIC 





Neither worked alone for the Greenberg's, so they built a $100,000 


business in two years by using one to attract attention to the other 
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TV tne Poe 


OF Cour S€ 
we HAVE-OUR OWN TY SERVICE peer 


4 A 


this sign is prominently displayed in store, 
> 
* asks purchasers whether 


it makes sense to 


buy TV set from a grocer or gasoline station. 


its second year. Perhaps the clever- 
est of these is on their half-ton de- 
livery truck. A 10-inch television set, 
mounted on a swivel, was affixed to 
the top of the cab, in the center, 
where it swings free, and revolves 
slowly as the truck rolls. A double 
wire runs up inside the chassis to light 
a 40 watt lamp shining through a 
translucent picture which replaced 
the cathode ray tube of the screen. 


At night, giving the appearance of a 
television set actually in action on 
top of the truck, this is a definite eye- 
puller. Startled motorists usually keep 
an eye on the television set, to see 
if the picture is moving, and a lot of 
them stop to ask questions. The TV 
set, of course, focuses attention on 
the signs at either side of the truck, 
which point out that University TV 
(Continued on page 128) 
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He Puts 


ERNIE GOLDBERG, owner of 
B the Oak Lawn Home Appliance 
Co. in Dallas, Tex., has a new 
formula for bringing customers into 
his store. He brought the idea with 
him when he quit show business in 
1946 and entered the appliance field. 
“Keep an attractive ‘front stage’, 
make every part of the floor a display 
and people will come to your store,” 
is Mr. Goldberg’s advice. 


Won Westinghouse Prize 


Only recently Oak Lawn Home Ap- 
pliance won first prize in the nation- 
wide Westinghouse Contest for win- 


OWNER Bernie Goldberg describes a display idea to Mrs. 
Belle Doherty who translates it into a rough sketch. 
Rough plans are then turned over to... 
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dow displays. In 1952 the store placed 
third in the national contest. The 
1954 prize winning window display 
cost $2,200. The ordinary year around 
displays cost from $300 to $1,500 for 
a special promotion. 

How does Goldberg justify this kind 
of an outlay for windows? 

“Our windows,” says the ex-show- 
man, “are worth 25 per cent of our 
total sales which run between $500,- 
000 and $750,000 a year. 

“This is an estimate,” he continued 
“but I would say it would come within 
three or four per cent one way or the 
other of being correct. 


Here's How Goldberg Builds a Prize-Winning Window 


ARTIST Tommy Van Buren who uses the pre- 
liminary sketches to create the finished signs and 
figures which will used in the window. 











“Many of our customers preface 
their opening remarks with ‘I saw your 
windows and want to ask about such 
and such an item!’ ” 

The publicity that emanates from 
prize winning windows is also valuable. 
Locally many Oak Lawn Home Ap 
pliance windows have been played in 
the news sections of the two dailies. 
The prizes that accrue from the win- 
ning displays are donated to some de- 
serving charity by Mr. Goldberg. Here 
again he comes in for a large share of 
publicity. 

Mr. Goldberg explains that the 
prize displays also have an advantage 





mS Whirlaway 
Relax — 


ife in His Windows 


within the trade. The publicity is seen 
and read by suppliers and according 
to Goldberg “suppliers like prestige 
accounts.” 

Goldberg has one other reason for 
featuring outstanding windows. He en 
joys the personal satisfaction that 
comes from producing a good show. 

“IT had noticed that most appliance 
dealers used ‘dead’ display windows. 
They simply put some ranges, refriger 
ators or washing machines in the win- 
dow and that was that. I resolved to 
use animated windows whenever pos- 
sible and the decision has paid off even 
better than I expected.” 





et 
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ENTIRE STORE staff helps in assembling the windows, 
which take about six weeks to finish. Here salesman 
W. A. Johnson places a cutout figure. 
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Westinghouse wa 





window displays 


He will spend over $2,000 for a dis- 
play, but claims they account for 


25% of his volume 


[he Oak Lawn Home Appliance 
owner will prove to you with cold 
statistics that his window displays have 
paid off. He sets his advertising budget 
at 12 per cent of gross sales with six 
per cent of this figure on a cooperative 
basis. This means he spends a mini- 
mum of $60,000 a vear for advertising 
in its various forms. Each year $6,000 
worth of this budget is put into win- 
dow displays which means that 10 
per cent of the advertising budget 
brings in 25 per cent of the gross sales. 

The first really big splurge was in 
1952 when the store’s two 18-foot win- 
dows were devoted to Westinghouse’s 











































































































































FINISHING TOUCH is placement of 
globe which rotates to give animation to 
the display. 










Former showmen Bernie Goldberg of 
Dallas’ Oak Lawn Appliances wins 
national prizes for his animated 
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Freedom Fair display. 

The first window showed the Gold 
Dust Twins of 1900 laboriously doing 
the family washing with an old fash- 
ioned washboard. Contrasting this 
back-breaking procedure was the 1952 
model washer and dryer. 

Window No. 2 was a_ merry-go- 
round that actually went around. On 
it were various Westinghouse products 
each adorned with a wooden horse’s 
head and tail like those on a real ca 
rousel. Each of the items was at- 
tended by a life-size, attractive manne- 
quin. An illusion of depth was cre- 
ated by a mirror in the background. 

How did these windows pay off? 

In collaboration with Westinghouse 
the Oak Lawn firm launched a $3,000 
campaign with half of the funds de- 
voted to newspaper advertising and 
television spots. 

“Traffic during the six weeks we ran 
the promotion increased about 50 per- 
cent,” Mr. Goldberg says. “Dollar vol- 
ume was up about 70 per cent and 
unit wise the idea created a 61 per 
cent increase.” 

The $50 district prize went to Mr. 
Goldberg’s friends in the show busi- 
ness, The Variety Club of Dallas, 
who in turn used it for their summer 
boys camp fund. The $500 national 
prize was donated to the Texas Scot- 
tish Rite Hospital for Crippled Chil- 
dren in Dallas. 

The 1954 windows, featured air 
conditioners and were installed at a 
particularly propitious time. The 
weather in Dallas broke all records for 
July and August, the two months the 
displays were featured. 
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Making a Window Display 


What makes an outstanding win- 
dow display and how do you go about 
making one? Mr. Goldberg and his 
assistant, Mrs. Relle Doherty, have the 
answers. 

“Window displays,” says Mr. Gold- 
berg, really are nothing but good show- 
manship. I get an idea for a window 
and talk it over with Mrs. Doherty.” 

Mrs. Doherty, whose duties with 
Oak Lawn are chiefly in the field of 
kitchen design, then draws a rough 
sketch of the idea she has gotten from 
Mr. Goldberg. The two then get to- 
gether to discuss changes and improve- 
ments. 

Robert Willis, the displayman who 
helped with the 1952 windows and 
has been helping ever since, is called 
in for advice on the mechanical prob- 
lems. 

“Some features have to be discarded 
because they are not mechanically 
practical,” says Mrs. Doherty. “We 
have a fair idea of what our problems 
are going to be before the display ever 
goes into production.” 

The next step after the blueprints 
have been completed is to call in the 
artist. Tommy Van Buren, a well 
known Dallas painter, has also been 
working with Oak Lawn Home Appli- 
ance Co. on window displays since 
1952. When the artist is nearly fin- 
ished the actual assembling of the dis- 
play begins. 

At Oak Lawn there are no conven- 
tional show windows. The windows 
fall to within about a foot of floor level 
and look all the way back through the 
store. Consequently, the backdrops 













for the displays are arranged to suit the 
needs of the particular window de- 
signs. 

In the case of the 1954 prize win 
ning window, it was necessary to build 
a platform about a foot high to come 
to the bottom of the plate glass. ‘The 
artist then drew a backdrop of snow 
covered mountains and made cutouts 
of contented dogs who lolled by the 
air conditioners that formed part of 
the display. 

The floor was covered with artificial 
snow and the entire motif built to 
create the illusion of coolness in the 
minds of people standing outside in 
the heat. 

No platform was needed for the 
right hand prize window. The back- 
drop, painted on moveable panels as 
was the first window, depicted various 
parts of the world. The Westinghouse 
Weatherman was behind a huge globe 
and the window developed the theme 
“Comfort Control All Over the 
World”. 


Animation Important 


The really tough part comes with 
the animation which is the crux of the 
whole display. At the rear of Window 
No. 1, the display featuring the lolling 
dogs and the air conditioners, a bevy 
of penguins, cutout of cardboard, 
passed on parade. This was accom- 
plished by fastening the sign-bearing 
Antarctic birds to an endless revolving 
wire. In Window No. 2 the globe, 
made of corrugated cardboard, sat on 
an old auto tire which in turn was 
mounted on a revolving dise allowing 
the globe to rotate slowly. End 


DRAWN TO the store by its display of giftwares, this shopper will also . . . 





Chinaware Sells Appliances 
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GET A pitch on major appliances. That’s one of several ways that . . . 











The Boons of Biloxi, Miss., devote a third of their space in their store to gift- 


wares and realize a profitable volume from this merchandise. More important, 


this sideline business also builds appliance volume 


HERE’S a double profit on the 

chinaware Mrs. W. A. Boon is 
showing the shopper in the picture 
above. 

She'll make 
she sells. 

And she'll have another prospect 
for a major appliance. 

This—even more than the dollars 
and cents profit—is the reason the 
Boons have devoted a third of the 
space in their Biloxi, Miss., appliance 
store to china and giftware. 

How does this sideline selling help 
an appliance business? There are five 
specific aspects of gift business which 
tie-in with appliance merchandising, 
says Mrs. Boon: 


money on the dishes 
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1. Gifts Draw Traffic. ‘We're 
small operators with no salesmen 
other than ourselves. Thus we depend 
on a steady stream of traffic in the 
store. We've found giftware items 
produce this trafic. In this area there 
are many people who prefer chinaware 
or crockery to small appliances as gift 
items. By stocking this merchandise 
we draw these shoppers into our 
store.” 

2. Giftware Is Easily Displayed. 
“Chinaware, when displayed with ap- 
pliances, complements the appearance 
and eye-appeal of the appliance itself.” 

3. Brands Build Reputation. “We 
sell only a top brand name of china- 
ware, and, when combined with our 





Westinghouse appliance line, this 
gives our store a solid reputation for 
handling only the best merchandise. 
Most housewives know brands even 
better in chinaware than in appli- 
ances. 

4. Gifts Furnish New Prospects. 
“By keeping a record of both the 
buyer and recipient of gifts we have 
made contacts which can be used as 
an opening for the future sale of 
appliances.” 

5. Gifts Help Merchandise Appli- 
ances. “Chinaware ‘belongs’ with ap- 
pliances. For instance, you can hand 
the housewife a pottery pie plate or 
dish, open the door of a range and 
ask her to see how easily it slides in 
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or out. Hand her a vase and suggest 
she try it on top of a TV set. Show 
her how a soft drink bottle-holder 
takes up little space in a refrigerator.” 

The Boons think the proof of these 
points is to be found in their own 
experience. Last year they sold more 
than $5000 in chinaware alone. More 
important, the chinaware sales policy 
is an inseparable part of their appli- 
ance sales program. End 





EDITOR’S NOTE: This is the sixth in a 
series of articles on sidelines that help 
build appliance and radio-TV sales. The 
fifth, You'll Sell Power Tools Next, was 
published in the August, 1953, issue. 








1954—ELECTRICAL MERCHANDISING 














ANNOUNCING! THE ALL NEW 1955 
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Imagine what this one great new Lewyt 
feature alone means to you! Little competition 
from other vacuum cleaners! Every woman who walks 
into your store is a prospect! It’s fun to demonstrate— 
a cinch to sell! Backed by Lewyt’s tremendous 
MULTI-MILLION DOLLAR introductory ad 

drive, it means the biggest vacuum cleaner 

profits of your selling career! 








od a SE 


v o st me 
a e 
39 A - a’® pid rer 
et’ oot oO 
an po ovr ast Past set ot 
; 45,00 a oon apet . \o¥*! . cont cy* 
‘ 95° new? 4 dish ost <o™ - pst? 
e 8: om te ores eo™ 
v ¢ 
Rare 
@® av . ns 
a Listed by Underwriters’ Laboratories 







Also sold through leading Canadian Distributors 
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ONLY LEWYT ROLLS READY-TO-USE 
from the closet! Tubes, hose, nozzle 
can be kept assembled! Just roll out 
the Lewyt and away you go! | 














ONLY LEWYT ROLLS OVER SCATTER 
RUGS, door sills—from bare floors to 
deep carpet without once catching, 
tipping or scratching! 



















ONLY LEWYT soTH SWIVELS AND 
ROLLS ROOM-TO-ROOM! Because of 
its big rubber wheels, you don’t have 
to lift, drag or carry it! 






















... AND LEWYT ROLLS WITH ALL 
TOOLS everywhere you go*—no 
chasing back and forth! Tools ride 
compactly behind on “Papoose,” 
don’t bump or dig furniture! 








*Tool Rack for Lewyt and Wall Rack 
for closet is optional equipment 
—extra profit for you! 


LEWYT CORPORATION, Dept. M-11, 84 Broadway, Brooklyn 11, N. Y. 
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1952 


Trade-ins involved in 15 
percent of major sales 


1953 


Trade-ins involved in 35 
percent of major sales 


1952 


Six big promotions in 
the course of a year 


1953 


Smaller promotions 
aimed at local residents 


‘XO he took the $750,000 and used 
S it to pay his bills. 


That, in brief, is the story of 
what happened to Harold Frankel’s 
1952 sales volume. In his seven years 
in business the Huntington, West Vir 
ginia dealer, became one of the na 
tion’s most promotion-minded mer 
chants, with an annual promotion and 
advertising budget as high as $40,000 
And some of his promotions were 
extraordinarily successful. A 1950 
Television Carnival, for example, sold 
353 sets in three days, drew 21,000 
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Because more and more sales involve trade-ins .... 
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The volume resulting from big promotions ike “al 


Frankel’ 


people (EM,p90, Oct. ’50). In 1952 
he got 3,000 people to participate in 
a range grag a 146 units. 
(EM, p108, Sept. ’ 

But with all his A a and all the 
attention his gimmicks brought, Fran- 
kel’s net profit was small, too small. 
Moreover, he was spending less and 
less time on the sales floor, more and 
more time arranging for co-op money 
and planning his promotions. His 
salesmen were bogged down on more 
leads than they could follow profitably 
and were in danger of going stale from 


long hours and the exhaustion brought 
on by too many crises. 

On top of the strain on human re- 
sources were costs which were squeez- 
ing profits off the books. 

“Take the cost of television spots,” 
Frankel illustrates. “Three and one- 
half years ago they cost $15. Now the 
same spot will cost $30. The station 
may reach out 80 or 90 miles, but I 
can’t draw prospects that far. That 
advertising just helps the distributor 
and all the other dealers who carry 
the advertised lines—whether they’re 
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Is 


here, in Charleston, or any other place 
our station reaches. Newspaper space 
presents a similar problem. ‘The rates 
have gone up every year for the past 
four or five.” 


More and More Trades 


At the same time trade-ins were 
fast becoming a major headache. More 
people were demanding trade-in al 
lowances, demanding bigger ones and 
with poorer appliances to offer for 
them. Frankel estimates that where 
15 percent of all major sales involved 
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Doesn't increase the net profit on the books. That's why.... 


1952 


Two pages a week, a 
TV show, TV-radio spots 


1953 


Half pages and smaller, 
no TV, fewer spots 


1952 


A $750,000 volume, 


a small net profit 
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Cutting Back 


trades in 1952 the proportion shifted 
to 35 percent in 1953. The percentage 
of trade-ins on refrigerators alone 
jumped to 90 percent and the propor- 
tion of those worth reselling fell to 10 
percent. 

That, at the beginning of 1953, was 
Frankel’s situation and his problem. 

After some painful consultation 
with the red ink in his ledgers he came 
up with some cost-cutting decisions. 

First, he decided, he’d have to sacri- 
fice big volume. So he set his sights 
on $300,000—better than a 50 percent 
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drop—and built his budget around it. 
Then he cut down on promotions. 
Previously he’d run six big ones a year. 
Now he would conduct only three— 
and choose them more carefully for 
consistent results. 

That meant, of course, a decrease in 
advertising and promotional expendi- 
tures. By the end of the year he’d cut 
them down to $12,000 in out-of- 
pocket money and got more out of it 
by putting greater emphasis on news- 
paper and radio, less on TV. 

With a smaller volume and fewer 


floor circuses he could get along with 
fewer salesmen; so he cut his staff 
nearly in half. ‘To get more sales help, 
better delivery and cheaper freight 
bills from distributors he changed 
some of his lines so he could deal ex- 
clusively with local wholesalers. And, 
finally, he stopped trying to make 
money on his service department by 
accepting a lot of outside calls, limited 
service to his own customers—which 
cut down some more on overhead. 
“When the market is levelling off,” 
says Frankel, “you have to put your 


1953 


A $300,000 volume, 


net up six percent 


business in the same situation.” But 
to him that doesn’t mean you have to 
lose money. His own retrenchment 
program paid off. Profits in 1953 were, 
in his own words, “six percent greater 
than in 1952.” And a continuation of 
the program in 1954, with an in- 
creased volume estimated at $360,000 
and an advertising-promotion budget 
of about $14,000, paid off just as well. 

Today Frankel says, “I made a big 
mistake when I went after big volume 
—and I don’t want to make the same 
one again.” 


For Some Results of Frankel’s Switch, see next page > 


1954 
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Frankel's Big Switch 








RW 
© ows © =—— | 


<\) 








1 



































—a = i i... sashaeliell 


NO MORE mob scenes. Today he runs periodic store demonstrations like 
this small freezer clinic—with a demonstrator furnished by the utility or 
distributor. 





1 Get a package of 4 Bake the second pan- 
pancake mix, an aluminum cake. Moke no adijust- 
griddle, a little water, 
some butter. Mix batter 
for two cokes. 


ments to the element. 


5 Show your customer 


"es the absolut iformit 
2 Turn on the element to © obsotvle uniformity of 
the two cakes. 


the right setting for pan- 
cakes. Bake one cake and 
serve. WYd/ A 6 this is unequalled 


A cooking uniformity. Ask | CUSTOMERS cet a new, friendlier, more personal treatment. Kids get free 


— 
i d Harold Frankel get t ing s 
3 Leave element turned Dye WS for the order; you ‘ll get it! balloons an aro rankel gets more time on the floor making sales. 


on. Wait several minutes. 





HY, 


You Can Make This Convincing Demonstra- 
tion... And Make More Sales If The Line 
Of Ranges You Carry Is Equipped With 
Proctor's Infinite Control Switch! 


¢ Unlimited heat selection—not just 5 or 8 
settings, but infinite! 

¢ Absolute uniformity of heat! 

e Entire elerient is under heat—not just 
outside or inside coil! 


Tell Your Manufacturer How Important 
These Selling Features Are To You. He'll 


Listen! Be VA. : 
-" : Led 
4 
~ 
f 











PPLIAN 
at * “FNAME vou can | LOCAL DISTRIBUTORS give Frankel better service, more sales help. His 
S freight costs are not so high and when he wants an appliance in a hurry 
Equipment Division, PROCTOR ELECTRIC CO., 3rd Street ond Hunting Park Ave., Philadelphia 40,Pe, he gets it. End 
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ewest TV idea since color 





CBS-Columbtia FY sets with 


Sweep Tunine” 


New idea in tuning! Sweep Tuning is the quick- 
est, handiest, most sight-saving station selector 
ever developed. No bending down. No reaching 
around. No slippery little knobs with squinty little 
numbers. Dial is king-sized and right in front. 
Just sweep the Sweep Tuner to the big, clear chan- 
nel number and let it snap into place. There’s 
your program—sharp and clear—locked in tune 


for good ! 


New idea in performance! Giant-powered Century 
Chassis, a new CBS-Columbia milestone in circuitry, 
gives pictures of astounding clarity and contrast—not 
just in “ideal” locations, but in fringe areas, too. Out- 
performs many sets twice its bulk and price. Available 


with UHF. 


New idea in finish! Sensational new DURA-CLAD 
FINISH, developed by the O’Sullivan Rubber Corpora- 


ANOTHER NEW 





ELECTRICAL 


IDEA FROM CBS-COLUMBIA — A DIVISION OF THE 


tion, can’t chip, crack, peel, stain or scratch. Never 
needs waxing or polishing. 


New idea in colors! The trend is to color in home 
decoration—and here’s the set that blends with the 
trend! Four decorator colors, each with smartly con- 
trasting trim. 


New “fits-anywhere” size! Even with its big pic- 
ture and powerful chassis, this set has the most com- 
pact cabinet of any 21" table model. Fits practically 
any leftover space. So light and compact you can move 
it from room to room and enjoy television anywhere in 
your house. Cabinets designed by Paul McCobb. 


New idea in price! Only $165 list for the 21-inch 
Table Model, including Federal Tax and warranty. The 
CBS-Columbia Century is so right in price, so compact 
in size, so filled with demonstrable features . . . it’s 
irresistible as a “second set” and crashes through the 


sales resistance of the ‘‘no-set”’ family. *Pat. App. For 














PTV.165 


COLUMBIA BROADCASTING SYSTEM 
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The man who sells the most in a week at the 
Home Equipment Co., Memphis, Tenn., doesn’t 
necessarily get any extra money, but he does 
get his picture in Monday’s ad—which in itself 


means three to six extra sales 







¥ 
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IN LOWER corner of Home Equipment Co.’s Monday ad 


1 -« 


, salesman Maxwell sees his 


picture and “Salesman of the Week’’ legend that will give him three to six extra sales 


Every Week a New Top Salesman 





ri _ 


VARIATION on the Salesman of the Week ad is the occa- 
sional publication of pictures of all Home Equipment Co 
salesmen. This gives all a chance to cash in on publicity. 


A CONSTANT REMINDER to salesmen that they are in competition with one 
another is a blackboard listing of leading contenders for Salesman of the Week. 


PAGE 88 


HE telephone rang in Home 

Equipment Company, one of 

the leading appliance firms in 
Memphis, Tennessee. 

“I’m interested in buying a kitchen 
and some appliances,” said the lady 
on the other end of the line. “Just 
this morning I saw your advertisement 
in the paper. And I’d like to speak 
to the young man whose picture was 
in the ad—Mr. Jimmy Bragg, Sales- 
man of the Week.” 

Bragg quickly was called to the 
phone. After greeting the lady cordi- 
ally, he heard her say: “Mr. Bragg, 
since you're Salesman of the Week, 
I’d like to do business with you. I 
feel you can help me better than any- 
one else in planning my kitchen and 
appliances.” 

In a matter of minutes, Bragg had 
thanked her, arranged to call within 





a short time. When he went to the 
home, he found that his picture in 
the paper had already introduced him 
to his prospect. ‘That made selling 
easy. He came away with orders 
totalling $3,000. 

Earning the title of Salesman of 
the Week at Home Equipment Co. 
once more has proved to be better 
than just an honor and a picture in 
the paper. It has been a means of 
bringing profit to the company, owned 


by Mr. and Mrs. George B. Bates, 


and of boosting the income of 
Jimmy Bragg. 
Ihis contest has been going on 


for more than three years now and, 
according to Bates, it is sure-fire for 
producing prospects—and sales. 
“We pay our salesmen strictly on 
a commission basis,” said Bates. “If 


(Continued on page 136) 
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INDUCEMENT created by owner George Bates (left) is diamond pin awarded for 


sales over $10,000 in one month. 


NOVEMBER, 


Extra diamonds are added for later sales. 
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At leading Jobbers Coast-to-Coast 
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IF YOU KNOW A LOT OF PEOPLE who want 


much more television value for only a little more money .. . 


IF YOU WANT A LOT MORE MONEY 


from each television sale... 


IF YOU WANT TO SELL TELEVISION 


that’s famous for quality . . . 


1 Teo 
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Big 
21- 


inch! 


The Du Mont 

Wide Horizon 
WINSTED 
Contemporary styling in 
walnut, mahogany, or 
limed oak grain finish. 
All-wood cabinet. 





*Trade Mark 
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PHONE YOUR DU MONT DISTRIBUTOR FOR FULL DETAILS OR WRITE TO: 
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“You got a great 
future with Du Mont!” 
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Sell BIGGER, BRIGHTER, BETTER Viewing— 


These deluxe Du Mont WIDE HORIZON Telesets* are ready to start selling for 
you now! And they carry those BIG Du Mont discounts! 











You'll open your customers’ eyes with the bigger WIDE HORIZON picture on an 
“opened-up’’ 21-inch Du Mont screen! Brighter detail from greater power! Better 
picture quality from a finer chassis! 


The sales-making name “WIDE HORIZON” is displayed on the picture masks of 
21-inch models across the board! Your sales-making prices will be only slightly 
higher than for Du Mont with standard 21-inch screens! And you will profit 

from higher discounts, set for set! 


BIGGER Discounts! BRIGHTER Futures! BETTER Business! 
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FIRST oe THE ae IN TELEVISION 
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Everybody knows. th 
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i Allen B. Dw #tont Loboratories, Inc., Television Receiver Division, East Paterson, New Jersey. Canadian Affiliate: Canadian Aviation Electronics Ltd., Du Mont Television Division, Montreal, Canada. 
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~ 
© BOOST YOUR CHRISTMAS TRAFFIC! = 





@ START THE CONVERSATION! 





@ SELL THE GREAT DU MONT 
WIDE HorRIZON une 


A sure-fire traffic builder! A friendly conversation starter! This Christmas, Du Mont 


brings you a wonderful give-away to lead into big holiday sales! 


It’s a heart-warming, full-color reproduction, framed in genuine limed oak — 
“Their First Television Christmas,’ by America’s best-loved artist. Suitable for 


children’s rooms, game rooms, living rooms — sure to appeal to every family! 


See your Du Mont Distributor for your supply. Then — mass-display these pictures 


in your Du Mont Christmas window! 


[t’s a great way to bring in Du Mont prospects for Du Mont 


Christmas sales! 


PUT UP THIS 
WINDOW 
STREAMER! 





V P saiiiaitien - | PUT _IN THIS 
SEND OUT THIS CHRISTMAS —— 
THESE smneien DISPLAY! hy 
oF 
NORMAN ROCKWELL ~ BROADSIDE! Pome I se et swore 
ENVELOPE STUFFERS! StS 
Trade Mark PHONE YOUR DUMONT DISTRIBUTOR FOR FULL DETAILS OR WRITE TO: 
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“You got a great Christmas’...with 


oUMONr’ 


FIRST WITH THE FINEST IN TELEVISION 
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if 
TIE-IN WITH THESE Ne 
CO-OP ADS! 


Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, New Jersey. Canadian Affiliate: Canadian Aviation Electronics Ltd., Du Mont Television Division, Montreal, Canada. 
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You can put her 
on top of the heap 


NY GAL faced with lifting, lugging and 
hanging a week’s wash dreams of being 

on top of the heap. Make her dream come 
true. Sell her an automatic dryer with the 
famous Lovell Drying System. It will save 
her time—up to 10 hours a week. It will 
save her energy—experts figure it takes as 
much energy to hang up a week’s wash as 
it does to lift a ton of coal ten feet. She’ll 
thank you for giving her a boost. And the 
sale will give your income a neat boost, too. 
Make sure you use these Lovell features: 


1. Single Dial Control: 
(a) Provides flexibility for any degree 
of dryness. 


(b) Automatic shut-off at desired 
dryness 





2. Vacuum Drying System preheats air, 


has highest drying rate, costs less to 
operate, reduces lint accumulation. 





3. New Extra-large Infrared Element has 


three times more heating area, purifies 
clothes, dries them more gently. 





4. Easy-to-unload Door is extra large, 
opens all the way. Gives full visibility. 





5. Air-Cooled Cabinet allows easy access 
for cleaning. 





6. Easy-to-clean Lint Trap. 





Lint Trap Safety By-pass prevents clog- 
ging if user fails to empty trap. 





8. Outdoor Humidity Vent is easily con- 
nected at rear. 


9. Handy Clean-Out Drum Baffle to remove 
sand, small objects. 








The Lovell Drying System is used in 
leading makes of tumble-type dryers, 
both gas and electric. Lovell Mfg. Co., 
Erie, Pa. Also makers of famous Lovell 
Pressure Cleansing Wringers. 


America’s newest household blessing 
jj DRYING 

yt ! SYSTEM 
ELECTRIC and GAS 


(Remind every customer that she can get her wash done 
quickest with a wringer-washer and automatic dryer — 
and that the combination costs less than she thinks!) 




























































Farmers are willing to listen when dealer 
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chultz talks, because he both knows and sells 


Horses and Television 


WO things stop cold turkey 
calls on the rural trade. One is 
the approach. The second is the 

cost of traveling. 

Edward Schultz of Lake Village 
(pop. 256), Indiana, keeps his store 
shuttered all day while he makes calls 
on farmers. His approach is to say 
hello to anyone he meets on driving 
in and to inquire directly about family 
interest in television. 

If there is nothing doing on TV, he 
switches to horses—on which he is a 
widely known expert with a roomful 
of blue ribbons and cups. He feels 
out the prospect’s interest in the mat- 
ter of a freezer, or other appliances, 
all of which he can supply with a 
commission for himself, although he 
carries no inventory. 

This spreads the cost of the 70,000 
miles a year he drives over half a dozen 
categories. The $30,000 worth of 
Motorola television he sells annually 
pays his expenses, the other merchan- 
dise, including the horses, provides the 
profit. 

About 50 per cent of the Lake Vil- 
lage area—which is 100 miles from 
Chicago—has little TV saturation. The 
Schultz method is to sell the prospect 
a TV aerial for $45-$55, and suggest 
he shop around for a television set. 

Naturally, that evening the first 
shopping the farmer does is to look 





which Mr 


console 
Schultz has whizzed out in his pick-up 
truck. Chief debate is whether a good 


at a Motorola 


picture can be obtained. Schultz 
proves his set will do the job and 
usually leaves with a sale. 

About a third of the farmer sales 
are financed through local banks (aver 
age price: $400) and Schultz has never 
had a repossession in four years of 
business. 


Word of Mouth on Service 


Greatest factor in bringing him 
business, he feels, is local service at 
$4.50 an hour, plus mileage. Word 
gets around on service quality, and 
Schultz sets are kept operating. Trades 
are dolled up and sold to lower income 
groups at a profit. The service depart 
ment income carries its own expenses, 
and this includes installation costs. 

One factor in his profit, Mr. Schultz 
explains, is his refusal to carry low 
margin price leaders. Nearly every- 
thing moved is a console, and a walnut 
or mahogany cabinet at that, as farm- 
ers do not care for the lighter, blonde 
woods. 

Nights the store is open, and pros- 
pects are welcome to come in and look 
at television. Farm traffic springs to 
life in the evening, and the firm feels 
that it gets its norma! amount of 
walk-in business. 


To see how Schultz operates turn the page 
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Horses and Television (Continued) 


a3 It helps make the sale for you because it makes elec- 
~" tric range oven operation so simple. Turn the dial to 
Gr \ “broil” and then back to recipe temperature. That’s 
mt all! Because this simple twist of the wrist turns on 
Turn to broil both “bake” and “broil” heating elements simultane- 
tah ss ously. This speeds preheating to the desired tempera- 
temperature ture. When it’s reached, both heating elements and 
to their pilot lights turn off, indicating the oven is ready 
'_— for loading. ; 
QP on The control then automatically re-cycles the lower 
"1 element only, to maintain the precise oven tempera- 
tures and lights “bake” pilot to show it is on. Simple? 
Yet only Robertshaw gives you this simple opera- 
increase tion that really puts the “sell” in range selection. 


your sales 

with 

Mr. Controls 
> 





* Mee eltmeey ah 


ROBERTSHAW THERMOSTAT DIVISION * Youngwood, Pennsylvania 3 And calling back on antenna buyers to close a TV sale. End 
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MAYTAG ADVANCED 








N les- building beauti 
New sales-building beauty! scars Sain nee 
beautiful, more believable 
i P i i th before. And all 
for a line thats bigger, more beautiful, More ‘ha ever before. And all 
for over 60 years has made 


be | | evab | e th an ever befo ro. “People Believe in Maytag.” 











Brought to you by The Maytag 


Company, makers of more than 
8 million washers...far more 


than any other make. 











Sweetest service story ever told! 


Now! Easier accessibility added to the finest 
service reputation in the business! 


Sweetest service story ever 
told! Now! Easier accessibil- 
ity adds to the finest service 
reputation in the business. 
One more reason why custom- 
ers know “Maytag” is an in- 
vestment in good living. 








“te 


Maylay *\ 
awte@wartict 
WATER LEVEL j 
CONTROL / 


Washer saves hot water! Automatic 
Water Level Control adjusts both 
wash and rinse water. Saves up to 9 
gallons of hot water on a small load 
of clothes—up to 11% gallons total. 


All the ADVANCED SALES-MAKING 


these are 
the 


CUSTOMATICS 


Lower in price . . . but there’s nothing 
missing when it comes to quality! Both 
washer and dryer are completely auto- 
matic, built to give many extra years of 
trouble-free dependable service. Auto- 
matic washer has exclusive Gyrafoam 
agitator action, Double-Spin Tubs. Plus 
new Automatic Water Level Control, 
Safety Lid and all the other valued fea- 
tures. The automatic dryer cycle allows 
ample drying time for all fabrics and has 
full-opening door. In the Customatics, 
your customers can depend on the out- 
standing performance, the tried-and-true 
service that has made “Maytag” the 
country’s favorite for over half a century. 


Adjusts to all size loads! Uses only the 
water needed to wash and rinse small, 
medium, or full loads (or any size in 
between)! Once dial is set, operation 
is completely automatic. 


Fastest safety brake! Open the Maytag 
Safety Lid and washing action stops 
in seconds! Makes it so safe to add or 
remove clothes. Important protection 
for curious youngsters, too. 














Frevolutionary new drying 


principle keeps rooms free |) 


from lint and moisture 
Dries all fabrics safely! Even heavy 
cotton shag rugs can be dried easily 
in one short cycle. Low, low temper- 
ature dries fragile fabrics with com- 
plete safety. 





Dryer needs no vent pipes! New Water- 
film action floats lint and moisture 
right down the drain. Full opening 
door permits practical installation on 
either side of washer. 


EATURES modern Mrs. America wants! 














& EXCLUSIVE GYRAFOAM 
WASHING ACTION—Many years 
ago Maytag engineers invented 
AGITATOR ACTION—the washing 
principle that gets clothes REALLY 
CLEAN. The Gyratator assures you 
washing action that cleans out even 
the pockets of blue jeans, yet is so 
gentle your finest fabrics are per- 


fectly safe. 


Troe aro hoo 
MAY TAG 


ontewalio Washoe 
gel olathe 


CLEANEST ! 





























=. EXCLUSIVE DOUBLESPIN 
TUBS — For truly THOROUGH 


rinsing, Maytag engineers designed 


Double-Spin Tubs. Two spinning 
tubs, one inside the other, carry 
dirty wash water up, over and 


* 
<a, 


i en 
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away. Never lets it strain back 
through newly washed clothes. 
Never any dirt streaks! 






























and the PROFITLINE that goes on and on! 











famous MAYTAG CONVENTIONALS 


All with the famous Gyrafoam washing action that is easy on roomy tub makes it easy to do bigger washings faster. Sell 
clothes. The gentle Maytag Wringer—firm and flexible roll the Maytag Master, the Maytag Commander, and the Maytag 
combination—removes more water than any other type. The Chieftain—all America’s long-time favorites. 


And for more ‘‘smooth”’ selling, the 


MAYTAG IRONERS 


Beautiful new design makes ironing a 
quick-and-easy job. Foot and finger-tip 
controls are wonderfully simple to use. 
Extra-long 30-inch roll makes even the 
largest pieces easy to iron. Lap tray and 
extension shelves aid in handling clothes. 






SELL 


MAYTAG 


the name with more 
“pre-sold” power behind it! 











STOR-WELLS 





Chest freezers, 
too! 


Handsome styling, super- 
lative performance. Bal- 
anced lid, quick-freezing 
sidewalls. Simple control 
panel, adjustable dividers, 
ample storage basket. 
Sizes: 8 and 14 cu. ft. 








in the door keep 
small packages 
easy to see, easy 
to reach. Juice 
bar, too 








“— 


The new Maytag 


™ freezer freezes 


more food faster! 


New designs with Stor-Wells, 
special superior insulation, more 
quick-freeze surfaces. Other im- 
portant features, too: interior 
light, easy-to-see thermometer, 
tight seal latch. Five-year war- 
ranty on food, on freezer! Sizes: 
12, 15, 19 or the large 25 cu. ft. 


COPYRIGHT 1954 
THE MAYTAG COMPANY © NEWTON, IOWA 


Most exciting 
advancement in range 
design in years! 


Heat-sealed, super-insulated 
oven. Table-serve broiler, eye- 
level controls, condiment rack, 
crisper drawer, towel racks, 
oven light, automatic controls 
And so easy to clean! Dutch 
oven and conventional models. 


















































Selling 


Selling, believes dealer George Penick of Newark, 


Ohio, is the salesman’s province, and the store 


owner should spend his time running the business, 


watching trade-ins and keeping the books. In 


his case the formula works—his store produces a 


volume of $573,000 and a healthy profit 


TWO THINGS a dealer must do to insure a profit, says George Penick: watch trade-in 
allowances and eliminate salesman turnover by letting them do all of the selling. 


You'll usually find dealer George 
Penick in just the position you sce 
him in above—sitting behind the desk 
in his (Airesman’s in Newark, 
Ohio 

Penick spends all his time running 
the business instead of selling on the 
floor, as some dealers do. ‘The onl 
time he answers an inquiry on the 
floor is when a special friend wants 
him to wait on her personally. 


store 


Plenty Else To Do 


“A dealer has plenty to do man 
aging the business, and keeping in 
formed of current business trends 
without making sales on the floor,” 
says Penick. “I haven’t done any sell- 


EVERY APPLIANCE delivered is checked by assistant 
manager George Mclintuff for transit damages. 
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ing on the floor since the last war. | 
don’t have a turnover in salesmen, 
either. All of my salesmen have been 
here from 12 to 15 years. I’ve been 
here for 30 years, but didn’t purchase 
the business until 1944. 

“I’ve seen appliance dealers come 
and go—people that were trying to 
make a big name for themselves and 
were seemingly selling a lot of mer- 
chandise while they were in business, 
but who actually didn’t make a profit,” 
Penick continues. “If you don’t watch 
vour financial structure, you won't 
stay in business very long.” 

Penick believes that dealers who 
sell are inclined to take the easy sales 
and leave the tough ones for the sales- 


1954 


CHECK BY Mcintuff and sales manager McCafferty 
spots slow movers which are then put on ‘’dog”’ list. 


men. ‘Thus, a salesman gets burned 
up, and soon leaves. He claims that 
he can’t cut prices, because that cuts 
down the margin and the salesmen 
wouldn’t make satisfactory commis- 
sions. He has four salesmen, and he 
lets them do the selling while he 
supervises the business. 
Watch Trade-Ins 

This policy of leaving selling to the 
salesmen is one of the two “musts” 
which Penick believes a dealer should 
observe in order to make a profit. The 
second “must”: watch trade-in allow- 
ances. 

It’s a mistake to make these too 
high or two low, says Penick. “We 


policy. 


make a substantial offer for trade-ins, 
since we've found this is what people 
like. This means we cannot sell at cut 
prices. And we've found that people 
are more interested in getting a good 
price for their trade-ins than buying 
the new appliance at a cut price.” 


No Close-Outs 


“Most prospects are interested in 
selling their own unit before they 
buy,” Penick says. “They feel it is 
worth something. Sometimes, an old 
refrigerator isn’t worth anything — 
wouldn’t even make a good doghouse. 
But, as long as we don’t offer close- 
out prices, we can give them an allow- 

(Continued on page 140) 


KEY TO LIST PRICE maintenance is store’s trade-in 
Price tag shows coded trade-in allowance. 
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in electronics 


seeflear see [lallicrafters 


In the field of electronics, the name ‘‘Hallicrafters’’ stands for leadership. 
And rightly so, for it was Hallicrafters that led the way in the development and 
production of vital precision-built instruments of communications 
during the last two wars. Not only did Hallicrafters help to meet our own government’s 

urgent demand for communications equipment of superior quality, but 

they were selected to design, build and supply communications devices for more 

than 30 other nations throughout the world. It is the wealth of 
experience gained in the handling of these all important assignments that has 
helped to make today’s Hallicrafters radio, television and high-fidelity 
equipment among the best known, most wanted of all. 


Feature and display the famous Hallicrafters line of radio, television and high-fidelity 
equipment in your store. Let your customers see and hear Hallicrafters 
and you'll sell Hallicrafters—at a profit that’s as handsome as the sets themselves! 
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1. Hallicrafters new 2-piece personal portable radio. 
(TW55) An exceptional gift item. Hand size. Five 
tubes. Handsomely designed plastic case. Match- 
ing plastic base contains rectifier and line plug 
for operation of the radio on AC current. Base 
is an optional extra. Size of radio: 45,” high, 
7” wide, 2” deep. Suggested list price $29.95. 

(T'W55) Maroon plastic 


Hallicrafters King Size 21 inch TV Console. 

(21K340M) New design 90 degree deflection tube 

gives a 263 square inch picture...13 square 

inches larger than that which can be had on ordinary 

21 inch picture tubes. Picture tube is aluminized 

. ... gives up to 40% more brightness. Available 
BNt now with All-Channel UHF/VHF tuning. Metal legs 
} with rubber tips. Size 3534” high, 23!5” wide, 
2014” deep. Available in mahogany or blond. 

Handy side controls. Suggested list price $199.95. 

(21K340M) Mahogany 


Hallicrafters King Size 21 inch TV Table Model. 
(21T320W) Same features as King Size 21 inch 
console. Includes Powertronic Chassis. 90 degree 
deflection tube, gives greater viewing surface. 
Aluminized picture tube. Automatic Gain Control. 
Multiple dual purpose tubes. Improved interlace. 
Safety Glass Front. Built in antenna. Available 
with All-Channel UHF/VHF tuning. Size: 1834” 
high, 23!%” wide, 205%” deep. Walnut, mahogany 
or blond cabinets. Convenient hide-away controls 
on side of set. Suggested list price $179.95. 
(21T320W) Walnut 


Hallicrafters new home radio (5R60) Compact. 
Powerful. A sensational receiver with modern 
decorator styling. Scratch-proof, fade-proof plastic 
cabinet. Gold-trim dials. 4” oval speaker. Built-in 
antenna. Standard broadcast covering 540-1600 
ke. Five tubes. AC/DC and rectifier. Comes in 
mahogany or white. Size 55<” high, 10!” wide, 
514” deep. Suggested list price $19.95. 

(5R60) Mahogany 


Hallicrafters distinctive French provincial clock 
radio. (51C1) Delicately carved. Beautifully fin- 
ished. Standard Broadcast reception 540-1600 kc. 
Twin speakers. Reliable Telechron clock with spun 
brass face and setting indicators in ancient black 
scroll. Wake up switch, sleep switch, buzzer and 
appliance outlet. Air loop antenna. Four tubes plus 
rectifier. 105-125 V. AC. Comes in mahogany or 
antique walnut. Size 1034” x 8x 44” deep. Sug- 
gested list price $59.95. (51C1) Antique Walnut 


Hallicrafters Table Model Hi-Fi. (3HFP-1) A 
single, low-cost unit. 3-speed Automatic Phono- 
graph plays all size records. Intermixes 10” and 
12” records. Two-speaker system achieves new 
fullness and depth of sound. Captures full sound 
dimension . . . 30 to 15,000 cycle response. Special 
Hi-Fi cartridge with two sapphire needles. Phono- 
graph automatically shuts off when last record is 
played. Sound absorbing glass wool wall. Mahog- 
any or Blond cabinets. Suggested list price $99.95. 

(3HFP-1) Mahogany 


Hallicrafters ‘‘Virtuoso’’ Hi-Fi, (6HFP-1) Ex- 
pertly engineered to give finest in tone quality. 
Automatically plays all speeds (33'4, 45 and 78 
RPM) and all size records. Has bass and treble 
controls. Acoustically built cabinet. Two-speaker 
system. 25-22,000 cycle response. Professional re- 
luctance pick-up. Five-position recording studio 
compensator. Connections for extension speakers. 
Mahogany or Blond Cabinets. Metal legs. Sug- 
gested list price $199.95. (6HFP-1) Mahogany 


in electronics > 
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4401 West Fifth Avenue, Chicago 24, III. 





World’s Leading Exclusive Manufacturers of 
Communications, Radio and Television, 
and High Fidelity Equipment. 


Prices slightly higher in South and West 
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Good Housekeeping 
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you sell more-—and faster! 


For years, White has led the field with strong sales points that actually 
translate themselves into consumer benefits—advantages that clinch 
sales fast beccause they give your customers more for their money. 
Now, with White Glass lining added to White’s many exclusive features, 
sales come “thicker and faster” than ever. Write for White’s Proved- 
Profit Story—right now! 


WHITE PRODUCTS CORPORATION 





HOTTERS 


Automatic Water Heaters 


Electric or Gas 


ay TT) 


@ Ih 





Electric—Round or table top models 
Gas—Round models only 


Mail 

this 
today 
for proved 
profit 
story! 
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Water Heating Specialists Since 1930 
Dept. M-11, Middleville, Michigan 
Export Office: 201 N. Wells St., Chicago 6 
AN EDWARD LAMB ENTERPRISE 


While Glars, 
LINING 

Can't rust ... EVER! 

An essential sales point 

in mony oreas—im- 
portant in all 


oR ty 
Voaeey 


6.9% MORE HOT WATER 


than most vtility re- a 
quirements, in electric 
models, because of 
White's exclusive WA 
TER-HOTTER baffle 


co 


FILM OF FLAME 


Single port burner in 


-HOTTER 

a ~_ gos ae a E 
| 4 means clogging 
x77, ever. Amazingly fast 


es pick-up” for PLENTY 
of hot water olways 


WHITE PRODUCTS CORPORATION—Dept. M-11 
Middleville, Michigan 

Please send us the White Proved-Profits Story 
with “Fourteen reasons why they buy White. 
My business letterhead is attached. 














My Neme________ —————————— 
Address__ 

City. Zone 

County State 






BECAUSE advertising of the Bible-player combination might have been considered 
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bad taste, Rothman’s salesmen managed to spread the word by demonstration. 


This Package Tripled Sales (continued) 


Bible and offered the two for $89.95, 
the idea being to keep the price under 
$100. We concentrated on shut-ins 
at first because we knew that the only 
opportunity many of these people 
would have for scriptural nourishment 
would be a call by the minister. But 
the minister simply can’t get around 
to all of his congregation and much 
of his time is taken up with the af- 
fairs of the church. That was where 
the Talking Bible would fill a great 
need—it was a natural.” 

Rothman also suggested the idea of 
the record player and ‘Talking Bible 
album to philanthropic-minded mem 
bers of church congregations, as gifts 
to churches, Sunday School classes 
and other organizations of the church. 

“We did not advertise the package 
deal through the usual advertising 
media,” he says, “because some people 
might feel it would be in bad taste. 
All of it had to be done through 
word-of-mouth advertising and per 
sonal invitation to people to come 
into the store and hear portions of the 
album played.” 


Everybody Gets Demonstration 


Practically everybody who came into 
the store was persuaded to listen to 
the records, according to Rothman, 
and testimonials were obtained from 
many leading ministers and theolog 
ical figures in the section. Rothman’s 
sale of record players doubled almost 
immediately after he launched his 
sales campaign, and within a month 
or two, sales had tripled. Most of 
the buying—about 65 percent — was 
done by or for shut-ins. 

Because he was unable to adver 
tise the promotion through normal 
channels, Rothman’s salesmen had 
to range far and wide making appoint- 
ments for demonstrations, talking to 
prospects and otherwise plugging the 
Bible album-record player combina- 
tion. He also utilized the display ma- 
terial sent him by the distributor. He 
designed a stand on which a cathedral- 
like display card advertised the Talking 
Bible album, but a record player, al- 
ways ready for instant demonstration, 
was woven into the display to produce 


a total effect that the album and record 
player were one unit. Only the combi- 
nation price was displayed on the 
stand. 

“The trick is to get the prospective 
buyer in for a demonstration,” says 
Rothman, “since the Talking Bible 
sells itself. Our salesmanship is con- 
centrated on tonal quality, tuning, 
styling and other features of the rec 
ord player, using the Bible album to 
emphasize these features.” 


Faith Not A Selling Factor 


Himself a Jew, Rothman neverthe- 
less has many friends and wide con- 
nections among all faiths in the 
Rome area. He points out that the 
l'alking Bible stands on its own feet 
as a superb product and is in no way 
dependent on or connected with the 
religious faith of the dealer who is 
selling it. 

“Anyone who hears it knows it is 
a beautifully done work of art,” he 
declares. “My job is to sell the means 
by which it can best be heard and en- 
joved by the purchaser.” 

During the first eight months of 
1954, Rothman sold almost 75 'Talk- 
ing Bible-record player packages. He 
backed up each sale with the offer 
of expert service, since he maintains 
his own well-equipped service depart 
ment manned by a trained staff. 

Many of Rothman’s sales come 
from the “use-the-user” idea and he 
frequently calls in neighbors or friends 
of the purchaser to listen to the rec- 
ords at the time he delivers the record 
player. If the buyer is a shut-in, he 
sometimes calls in the purchaser's 
minister to hear the records played, 
frequently obtaining a testimonial or 
recommendation from the minister at 
the time. 

Rothman, in business nine years, 
picked up a knowledge of electronics 
and sound devices in the armed 
services which enabled him to suc- 
cessfully launch his radio and tele- 
vision business. He does an annual 
volume of approximately $150,000 
and in addition to Zenith, also 
handles the Hotpoint, RCA, Dumont 
and Easy washer lines. End 
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You saw it in House « Garden... 








IT’S THE CAPITOL COLOR LAVNEO KITCHEN 










Yes, everything’s new with Capitol Steel Kitchens! Garden colors . . . chosen to blend perfectly with 
New colors (12 of ’em, plus white), all-new design all the other quality furnishings, paints and accesso- 
and an exciting array of new feature cabinets make ries that use the House & Garden color system. 


the Capitol line the hottest in the industry. And it’s 


| ly li hat’s “Color-Pl New colors, new design, new features . . . plus the 
the only line that’s “Color-Planned. 


extra sales appeal of foolproof “Color-Planning”— it 
“Color-Planned” means that Capitol’s colors (six all adds up to excellent new sales opportunities for 
solid and six Color-Flecked) are approved House & dealers and builders. Write for full particulars today! 


BH CAPITOL KITCHENS 
Division of Hubehy Brothers, Inc. 
608 East First Ave., Roselle, N. J. 





KITCHENS 


Please send complete information about the new CAPITOL 
Kitchens. 


1am a [_] distributor [] dealer [) builder. 


608 East First Avenue Roselle, N. J. 
STREET & NO. 





DIVISION OF HUBENY BROTHERS, INC. 
CITY ZONE STATE 
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“CABINETS OF STEEL FOR LASTING APPEAL" EERE ee eee eee ee ee 





ELECTRICAL MERCHANDISING—NOVEMBER, 1954 PAGE 109 





ou can offer TWO masterful | 











PAGE 110 NOVEMBER, 1954—ELECTRICAL MERCHANDISING 









automatic washers in ONE! 


Another Hotpoint first 
the amazing 


WOND-R-DIAL 


This single dial controls the entire washing action in the 
Hotpoint 2-cycle automatic Washer. With its two separate 
washing cycles—one for dainty fabrics and one for sturdier 
washables—you can offer a dual-duty washer that lets your 
customers launder their way . . . automatically. 
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Hotpoint’s amazing two-way WOND-R-DIAL, with 
separate washing cycles for regular and delicate fabrics, 
actually provides two washers in one—takes all the guess- 
work out of home laundering and builds greater washer 
sales. It makes your selling job easier. 

Now, new man-made fabrics can be washed safely and 
thoroughly—a feature in big demand among your washer 
prospects. Washing time and water temperatures may be 
easily adjusted and automatically controlled for the type 
of fabric to be laundered and the amount of soil to be 
removed, Just load it, set it and forget it. 

Even at its hottest water setting, the Hotpoint 2-Cycle 
Automatic Washer uses /ess hot water than any other auto- 
matic washer. An over-size water heater is not necessary. 

In both cycles, clothes are thoroughly washed, given 
a Warm Spray Rinse, a Cold Spray Rinse and then 
Hotpoint’s famous Deep Overflow Rinse. The clothes 


RANGES © REFRIGERATORS + DISHWASHERS + DISPOSALLS® + WATER HEATERS + FOOD FREEZERS + 
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are then spun dry and the washer shuts off automatically, 
Washing methods may be varied with the WOND-R- 
DIAL to lengthen, shorten, repeat, skip or stop any part 
of either of the two washing cycles. 

In addition to the 2-cycle WOND-R-DIAL control, 
the Hotpoint Automatic Washer offers many other new 
and practical features, such as: 

@ Fluorescent-lighted Back Panels 

@ Exclusive THRIFTIVATOR Washing Action 
@ Fluid Drive for Smooth Spinning 

@ Triple-Action Rinsing 

@ Glass-smooth Porcelain Spin Tubs 


Here is the Automatic Washer with features designed and 
engineered to attract and sell the most discerning buyers 
—those who want the finest. Have your Hotpoint dis- 
tributor give you all the profit-packed details. 





3 Hetpeiat Chonges your triewpoin ..cuctowationlly | 






HOTPOINT CO. (A Division of General Electric Company) 5600 West Tayler Street, Chicago 44, Iinols 


AUTOMATIC WASHERS + CLOTHES DRYERS + AIR CONDITIONERS + DEHUMIDIFIERS + CABINETS 


PRODUCTION 





MAT i 


IN FULL 





markel 44 maid 
ELECTRIC — 


7- ay | ri 
IT'S BIGGER 199 < 

Popular-Priced! | eee 74 
Automatic ! 





mS EACH FOOD RECIPE 


PERFECTLY 


RIGHT AT THE TABLE TOO 


¢ PAN FRY ¢ CHAFE 
¥ STEW ¢ DEEP FRY 
7 BAKE ¥ CASSEROLE 


a 
markel ** maid 





Any Child Can Operate the Automatic Thermostat Dial 
ELECTRIC yy 


with apsustas.e DIAL Heat contro. 
| Cook Breakfast, Dinner Eggs. Pancakes. Bacon French Frys. Meats | 
fs 100 MORE 
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| a AREA 
Ae 
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JUST SET DIAL 
fen “ware” nght 
on op te 428 
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AND SELL LIST 


FAST AT Sa aes ae 
Another FAST MOVING GIFT ITEM! 


markel > maid wae ry 


©QO@0G00G6 
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IT’S ELECTRIFIED ! 
(LIST PRICE) 







Keeps Foods Piping Hot 
Right at the Table ! 





MARKEL 


ELECTRIC PRODUCTS, Inc. 


Old Technique Sells Dishwashers 





S. (Pete) Wurzburger. You'll like him 
right off just as we did out here.” 

lhe letter then explains that James 
will wash the dishes for 10 days on 
a trial basis ‘‘with no strings attached” 
and winds up with a warm invitation 
to “stop over in Independence and 
see us”. 

The letter’s P.S. 
Lincoln Rochester 
James and us over, and said thev’d 
be glad to pay for your James in 
case it isn’t convenient for you to pay 
cash at the moment. Naturally, thev 
expect you to pay them back. And 
they'll charge you a bit for doing it, 
which is how they earn their living. 
It’s like when you get to my age”, 
philosophizes prexy James, “it makes 
more sense to pay a lad a little to mow 
your lawn rather than proving you can 
do it yourself.” 


adds that the 
Bank ‘looked 


Letter Follow-up 


after the Kansas letter 
has been mailed, a four-page direct 
mail piece with four-color illustra- 
tions of the dishwasher is sent from 
Rochester to the same list. Its first 
page is a letter from Wurzburger that 
goes into further detail on the ma- 
chine and the trial offer. The letter 
ends by saying that “One of our rep 
resentatives will phone shortly to ex 
tend our invitation personally and 
answer any questions you may have. 
All we ask is that you treat James 
as if you'd borrowed him from vour 
neighbor.” 


\ few days 


Both letters are sent out to 200 
home owners a week and Wurzbur 
gers assistant, Mrs. Olive H. Hunt, 


tries to phone all of them within a 
week after the second letter has been 
received. If the prospect is agreeable 
and about cight per week are 
James is sent out on trial. 
Although his direct mail is as corn. 
as an Iowa Barn Dance, and the first 


CONTINUED FROM PAGE 73 





letter runs two full pages of copy, 
Wurzburger says every housewife con- 
tacted by phone recalls receiving it 
and reading at least part of it. Each 
weck, about seven or eight phone con- 
tacts agree to have James installed for 
the free trial and, of these, about two 
out of three are converted into sales. 
Chis means that Wurzburger is selling 
about 20 machines per month in the 
Rochester area with only one assistant. 


Fast Service 


From the time 


a housewife agrees 
to try James things move fast. High 


school boys, headed by Kendall Rich- 
ardson (see cut), make delivery the 
same day before supper time and 
Wurzburger shows up in time to dem- 
onstrate the machine, clean up the 
kitchen and educate the family on 
James’ usefulness. 

“T like to get them comfortably 
seated in their own living room”, says 
Wurzburger, ‘“‘and then I talk about 
work-saving, health, sanitation and all 
the James features. I don’t try to close 
the sale or even talk about price. If 
they want to buy it on the spot, and 
you'd be surprised that some do, I 
simply say no. I explain that I want 
James to prove himself for ten days 
and then if they're interested, we talk 
about how much it costs.” 

When he gets into the actual dem- 
onstration of the machine, Wurz- 
burger removes the side panel to ex- 
pose the interior and explains the 
mechanical and electrical systems. 
This usually interests the husband in 
particular and helps convince him of 
James’ value 


Who's Nuts? 


“Some of these people probably 
think we're nuts”, says Wurzburger. 
“When I’m ready to leave I remind 
the family that James is theirs for ten 

(Continued on page 116) 





IDEA FILE 
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able photographs of dealer ideas similar to the one below 





will pay $10.00 for accept- 


Complete with removable cord 
set. Individually Boxed ! 


UTILIZATION of a used appliance as a backdrop for an advertising message 


145 Seneca, Buffalo 3, N.Y. is an idea that works well for E. A. Waddell, Windsor, Ont. For passersby 
message and fleet of trucks bearing Waddells name makes an indelible 


impression which shows up in later sales. 





Your Jobber has them in stock 


NT EM ; i 
DEPARTMENT E or write us for details. 
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— Your Christmas Order for 





Drill-Saw Kit 


What a gift—what a 
seller! Entirely new 
Cummins Drill-Saw 
Kit has 35 valuable 
pieces, all neatly 
placed in a handsome 


metal Case that 
mounts on wall or 


carries to job. Only 
$39.95. Others from 
$24.95. 





Cummins JIGSAW MAXAW—FINEST HOME SAW BALL*RITE 1/4” DRILL 7-POWER-TOOL HOME WORKSHOP 


A popular buy. Practical addition to any Famous Cummins MAXAW, with magic*pivot, Outperforms, outlasts them all. Double-coil 
home shop. Has unlimited cutting capa- now all-new engineered and specially priced motor, hardened gears. Full 4-finger handle. 
city. Any good %”" drill runs it. Only $24.95. for do-it-yourselfers. Top buy at $49.95. $34.95. Others from $19.95. 


Cummins do-it Shop combines the 7 most wanted 
power tools into one compact unit. Builds fine furnish- 
ings, helps remodel, repair. Complete, $79.95. 






QUALITY PRODUCTS OF John Oster Manufacturing Co., Dept. CPT I 


5055 N. Lydell Ave., Milwaukee 17, Wis. 


Gentlemen: Please rush me complete details on Cummins 
Power Tools, and name of nearest Cummins Jobber. 
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5055 N. LYDELL AVE., MILWAUKEE 17, WISCONSIN 
CUMMINS IN CANADA: 334 LAUDER AVE., TORONTO 10 
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CONVINCING PROOF! THIS YEAR AGAIN... 


Emerson 


BRINGS YOU THE BEST OF EVERYTHING 








IN TELEVISION AND RADIO! 





can take with you, everywhere! Terrific Christ- 
mas volume-builder as personal or business gift. 
Model 1030, $150 


World's only truly portable TV! The set you ‘ # | 
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Automatic 3-speed three-speak- Portable, 3-speed two-speak- 
er Hi-Fi phono at only $129.95! er Hi-Fi phono at a sensa- 
Model 800 tional $59.95! Model 819 





new exclusive models! 


new exclusive features! 





industry's lowest prices! Book-thin,3% poundfull- 


powered portable! Only 
$19.95! Model 801 World's smallest personal portable! 


long “aytra profit” discounts! Emerson “Pocket Radio”*—a proven gift 


sensation! $40 with batteries. Model 747 








most complete lines! 
powerful advertising support! 


...and 3-D bonuses too!* 


industry's fastest-selling 
3-way portable radio! Only 
$29.95! Model 790 


1 DIVIDEND DOLLARS FOR DEALERS 


OA natch 


every t ‘s furniture! 
Exclusive 21” TV in 6 Decoright fin- 
ishes, starting at $169.96! Model 1100 





World's most beautiful clock Two-speakers sell iti New 

radios! A really complete line, exclusive twin-speaker full 

as low as $24.95! Model 826 fidelity radio at $29.95! 
Model 812 


ES... there is a Santa!... Emerson! Because only Emerson de- 
Ye EVERYTHING your business wants and needs for maximum 
growth and profit! 

Just look at the selling advantages you enjoy with Emerson alone 
and you’ll understand why Emerson is the fastest-growing TV and radio 
manufacturer in the industry! 

Now, look at the merchandise on your floor...at the lines you feature. 
Do they give you all of Emerson’s powerful business advantages? If not, 
then isn’t it time you enjoyed the Best of Everything . . . isn’t it time 
you hitched your wagon to Emerson, the industry’s fastest rising star? 
All this, plus 3-D too, offers convincing proof that you get the Best of 
Everything with Emerson ... truly the line with the dealer in mind! 


OVER 15.000.000 SATISFIED OWNERS PROVE EMERSON IS AMERICA’S BEST BUY! 

EMERSON RADIO & PHONOGRAPH CORP . NEW YORK, U.S.A 

snensationias tient aie Most compact! All-wood cabinet! Exclusive 17” 
*REG U.S. PAT OFF. Wide-Angle TV at only $129.96! Model 1060 
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“Cost of improvements trifling 


compared to increased business...” 
says Arthur E. Lewis 


about his new Pittsburgh Store Front 
HAVE found that people like to 


I shop in an attractive store,” says 
Mr. Lewis. “I now have many cus- 
tomers on my books who were before 
only passers-by. All we did was put 
on the new front, but most people 
thought we remodeled the entire 
store. Our professional window trim- 
mer said, ‘the store seems much 
larger to me. 

“As our line is extremely competi- 
tive it is only those who make a 
special effort who are now doing 
business. The appearance of our 
place definitely tells people that we 
are here to stay, and it is reflecting 
its worth in cash register receipts. 
Our monthly receipts are improving 
and are progressively higher than 
past years.” 

Testimonials like this—from mer- 
chants in all sorts of businesses— 
from all sections of the country attest 
to the improvement a_ beautiful, 
open-vision Pittsburgh Store Front 
can make in a retail business. Open- 
vision fronts have a fresh, 
inviting appearance .. . they attract 
new customers, help make old ones 
better patrons. 

Whether you are planning to build 
a new store or to remodel your 
present place of business, it will pay 
you to consider a Pittsburgh Plate 
Glass Store Front. For complete in- 
formation on Pittsburgh Products 
and other interesting case histories 
on successful store front installa- 
tions, just send in the convenient 
coupon. We'll send you a free copy 
of our booklet, “How To Give Your 
Store the Look That Sells.” We will 
also be glad to give you a free esti- 
mate on the cost of a new front. No 
obligation. 


FOME-APBL I 


ART LEWIS 


ee a 


store 


ART LEWIS HOME APPLIANCES, INDIANA, Pittco® Store Front Metal, Carrara® 
PA., owes much of its good looks and 
business success to its Pittsburgh Store 
Front. Pittsburgh Products used here: 


Structural Glass, Pittsburgh Polished 
Plate Glass and a Herculite® Door with 
a Pittcomatic® Hinge. 


oe oe oe ee ee ee ee ee eee ee ee ee ee ee ee ee eee eee ey 








' 
Pittsburgh Plate Glass Company 1 
Room 4348, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa. ; 
Store Fronts | (= [Psa (our [1] Please send me a FREE copy of your modernization booklet. ; 
: ci. S04 store [] Have your representative give me a free estimate on a : 
; v! _ new store front. 1 
and Interiors , ! 

Ris oso kabenecs + baeenseNCsue cbc ceesieeeobaenny 
b P; b h sls iim : 
Vy itts urg | SOEs lone Oe ED 
Ts detieecte¥ Seba ceed eeanentes a ee ; 
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PAINTS + GLASS + CHEMICALS + BRUSHES PLASTICS - FIBER GLASS 



















PITTSBURGH ae GLtLass COMPANY 


IN CANADA: 


CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Old Technique 
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days and there’s nothing to pay or sign. 

“We've never had any trouble yet 
by trusting people and the psychology 
is wonderful. Most of them expect 
me to go into some kind of high pres- 
sure selling routine, ask for signatures 
on a half-dozen forms and maybe some 
money. When I don’t do any of 
these things and, in fact, refuse their 
money even if they want to pay on 
the spot, they’re astonished. All the 
defense and resistance they’ve built up 
disappears and when I walk out they’re 
limp.” 

Wurzburger has worked out a re- 
bate plan to customers who supply 
leads that develop into sales. The 
dishwasher sells for $289.50 and for 
each sale that results from a cus- 
tomers tip, a rebate of $25 is made. 
“Further”, says Wurzburger, “if the 
friend or neighbor, in turn, helps us 
make a sale, she receives $25 and the 
original source of the lead receives an 
additional $10.” 

Asked why he thought a regular 
appliance dealer could sell dishwashers 
this way, Wurzburger said, “Any 
dealer could do the same job and do 
it better. After all, he has an estab- 
lished reputation, lists of old cus- 
tomers, community status as a retail 
merchant and all these things are im- 
portant.” He thinks that too many 
dealers today apply the same sort of 
sales thinking and techniques to sell- 
ing dishwashers which have only 3 
percent saturation that they do to 
appliances that have up to 100 per- 
cent saturation. 

Wurzburger compares selling dish- 
washers to selling cars years ago when 
most people didn’t know how to drive. 
“I suggest that we take a leaf from 
the past and apply the successful 
methods that sold merchandise before 
the last World War. Salesmanship 
isn’t a lost art as some people like to 
think, it’s just been filed away to col- 
lect dust. Let’s brush it off.” 


Expansion 


Recently, Sibley, Lindsay & Curr, 
Rochester department store, took on 
the James dishwasher. Impressed with 
Wurzburger’s success, the big, old store 
is now Rochester’s only dealer. Wurtz- 
burger was handed the job of training 
30 outside salesmen as well as those 
who sell on the floor. Sibley’s broke the 
news to the public with a full page ad 
in Rochester papers. 

Ithaca was the next town ap- 
proached by Wurzburger and he con- 
vinced the James dealer there, Lent’s, 
of the value of his relaxed, home dem- 
onstration type of selling. The same 
procedure will shortly be used in Syra- 
cuse and Binghamton and, eventually, 
in some 60 to 70 smaller towns. 

So far, Wurzburger has used no ad- 
vertising or promotion other than a 
demonstration before a high school 
home economics class. Chief reason 
for the lack of advertising is to prove 
his point—that dishwashers are best 
sold by using the system of “contract- 
ing the prospect direct.” End 
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HOLIDAY SALES HELP FOR A 
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Like having an extra salesman in your store! 
Yours for the cost of a 3¢ postage stamp. It’s 
the sensational new BLENDOR VENDOR 
...a promotion kit designed to bring people 
in....sell them...and keep them sold on 
America’s finest food Blender—the WARING 
BLENDOR. Remember, if it isn’t a 






















* : 
WARING, it isn’t a BLENDOR. And there’s To incPies of “WARING’s c 
a special kit, too, on the most powerful hand S€nsationg| a LIVING,” the UIDE 
mixer your customers can buy—the 'n Waring’s Sigant, oklet offered 
WARING MIXOR. Nothing at all to buy! “dvertising compass nationg| 
No gimmicks...no stock tie-ins. All yours for 9” for 25¢, 


just 3¢...so send in the coupon below today! 


America’s most wanted gift! 


WARING BLENDOR 


A “natural” during your big gift- 
selling season. Makes such “eat-out” 
delicacies as Vichyssoise, Borscht, 
Bisques, Hollandaise sauce quick 
and easy to prepare at home. Saves 
time and labor in preparing special 
diets, baby foods. A big Best-Seller 
for you that retails from $38.95 to 
$43.50. 











WHRIn ift idea! 

RING MIXOR 
The kind of gift everyone 
likes to give...and to re- 
ceive! Makes kitchen chores 
so much easier and faster. 
MIXOR does just about 
everything a big mixer can 
do. 3 speeds for every mix- 
ing job. Big Profit for you 
with low retail, $19.50. 






7 a 


Die? 





SEND FOR THIS SENSATIONAL NEW PROMOTION KIT 
RIGHT NOW! USE THIS HANDY COUPON! 


Waring Products Corporation—Dept. O 

25 West 43rd Street, New York 36, New York 

Send me quickly... 
(-] WARING BLENDOR VENDOR KIT 
(L] WARING MIXOR PROMOTION KIT 








Store Name. 
WARING PRODUCTS CORPORATION alan 
A Subsidiary of Claude Neon, Inc. * 25 West 43rd Street, New York 36, New York City Stote. 
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IN CHICAGO, 


IT'S THE TRIBUNE 


4 tol! 


Your promotion pays off in more sales action 
four ways when you place it in the Chicago Tribune 


YOU GET more sales action on both sides of appliance 
store counters when you advertise in the medium which 
carries the most weight with your dealers and their cus- 
tomers. By an overwhelming margin, the medium which 
gets the most action in Chicago is the Chicago Tribune. 

This fact is made clear by the chart which shows how 
advertisers of appliance store products rely on the Trib- 
une. They place more than four times as much of their 
promotion funds in the Tribune as in any other Chicago 
newspaper—nearly twice as much as in all other Chicago 
newspapers combined. 

Here is an unequalled record of sales power. It is based 
solidly on the results Tribune advertising gets for these 
advertisers. 

A program built around the Tribune’s demonstrated 
ability to move merchandise can make every dollar you 
spend for advertising in the multibillion dollar Chicago 
market pay bigger sales dividends. 


You use Tribune advertising most effectively when you 
base it on the Tribune’s consumer-franchise plan. This 
plan begins with a careful study of where you stand and 
what you want to do in Chicago. It provides the back- 
ground of market facts and experience on which to base 
plans for greater sales and a stronger position. 

Why not talk over the consumer-franchise plan with 
your Tribune representative? He can give you case his- 
tories of what the plan is doing for others and tell you 
what it can do for you. Call him today. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Los Angeles 

A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatrick Associates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Blvd. 
SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-8422  GArfield 1-7946 DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


You own the strongest consumer franchise in Chicago... when you build it with advertising in the Chicago Tribune! 
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Tribune advertising helps you 
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Your biggest audience! 
With the Tribune, you 
reach the families who 
buy the bulk of the ap- 
pliance store merchan- 
dise sold in Chicago— 
hundreds of thousands 
more families than 
read any other Chi- 
cago newspaper. 


Your best prospects! 

Because Chicagoland 
families know they get 
the largest selection of 
home merchandise in 
the Tribune, they turn 
to the Tribune for in- 
formation when they 
are ready to buy. 


Help for your salesmen! 

Tribune advertising 
gives your salesmen a 
valuable selling aid to 
use when calling on 
Chicago dealers who 
know it is the most 
powerful brand pro- 
motion medium you 
can use in Chicago. 


Active dealer support! 
Dealers are quick to 
merchandise your 
Tribune advertising 
with store and window 
display tie-ins because 
they know it brings 
them more store traffic 
and a greater number 
of pre-sold prospects. 


1954 


sell more these four ways! 





Percentage of expenditures 

of general advertisers of housing 
equipment and supplies and 
radio and television sets in each 
Chicago newspaper. Year 1953. 


65.7% 14.0% 12.9% 714% 


CHICAGO CHICAGO CHICAGO CHICAGO 
TRIBUNE PAPER B PAPER C PAPER D 

















Design for Selling * 


RODER 





They’re Taking 
Rockford by Storm 
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getting men to work evenings. 
seems in small towns most salesmen 
want to take off for golf, bowling or 
what have you, and it was some time 
before a group interested primarily in 
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THE ROPER “DRY-AIRE’’ 
FULLY-AUTOMATIC GAS 
CLOTHES DRYER, TOO, 
IS PROFITABLE TO SELL 


Ask about Roper Gas 


Ranges in Decorator Colors 


Chrome Tops, too! 


CASH IN ON THESE ADVANTAGES! 


Excellent Gas Appliances 


Consistent Magazine Advertising 


Sales Training Programs 
Service Training Programs 






- 
& 
@ Aggressive Dealer Sales Helps 
a 
a 
o 


A Highly-Respected Name 
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money could be organized and headed 
by Ray Michalsen, sales manager. 
Salesmen’s payment is work on base, 
commission, override and spiffs. For 
example, a salesman gets $50 a week 
as a base salary. This is not charged 
against any commission. He gets 1 
to 2 percent commission on what he 
sells, and a spiff of $5 to $15 on mer- 
chandise, depending on what it is. 
For example, if a salesman moves a 
television set for $140, he gets no 
spiff. He will make money on a $400 


An over-ride is given to the man 
who is the straw boss of one section, 
say television. It is his responsibility 
to see that stock is properly displayed, 
dusted and everything is O.K. 
gets a bonus for this. 
people on its pay- 
roll, Monroe Singer figures they must 
do $20,000 to $40,000 a month to 
break even. Starting with $12,075 in 
capital, the three partners took no 
salarv at all for the first four months 
of their existence. They have given 


everything back into the business. 


Advertising and Display 


spends 10 percent of his annual wages 
Monroe Singer be- 
lieves that appliance selling should 
have a sustained effort and continuous 


The store is as eager for advertising 
money as any big outfit in Chicago, 
and is a lavish user of newspaper space. 

It links up the front of the store 
with huge advertising billboards and 


Indeed, when the old A&P 
store was taken over, $3,200 had to 
be spent for electrical wiring which 
now runs the total air conditioning, 
provides 50 outlets for television, if 
desired, and lights up the stage and 
The store is wired for 440 


GEO. D. ROPER amps and has an electric bill of $200 


ole} ate) 7 Wale), 


Already the store is gravitating to- 
ward home specialties. It put in a 
bunch of power mowers recently and 
moved them out in a hurry. Approxi- 
mately 500 room coolers were sold in 
that Monroe 
Singer had not figured on. 


Sales Representatives in Principal 
Distribution Centers 


WRITE US 
FOR COMPLETE 
FRANCHISE 
INFORMATION 





“HERE ARE SOME OTHER NICE 
YOU MIGHT CARE TO LOOK OVER. 
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LET’S FACE IT... y! 


No appliances on earth will make housewives look 4 Ney, 
their housework into one long vacation. But we honestly believe that the 
new 1955 Crosley home appliances will take more work out of their housekeeping . . . 

will give them the convenience features they want . .. and will do more to make 


i] 
their lives care-free than any others ever made. So come with us to the first 7” 
showing of CARE-FREE LIVING with CROSLEY FOR 1955... y 


7. Vac CONVENIENCE Jie. 
2. 7&cWORK-SAVER Linc 
3. 7Ac BEAUTY Ze 
4, 7Xc PROFIT Linc 











*, 10 years younger or turn 
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FOR 5. 5 CROSLEY 


jorisen 


Crosley goes all out for '55! No if’s, and’s or but’s about it. The next three pages give 
you only a hint of the spectacular new Crosley product designs. The new Duo Shelvador® 
—the new Crosley Electric Ranges—the new Crosley Upright Freezers . . . you've 
really got to see them to appreciate them! 


Advertising and promotion to crack the market! Crosley’s high-impact ad cam- 
paigns in magazines and network television put the Crosley message into every market 
nore spectacular promotions help bring prospects to your store, profits to your business! 


High-ticket sales from low-cost displays! A hard-selling Crosley kitchen display can 
take as little as 8 feet of floor space . . . is easy to install .. . gives you a top appearance, 
quality demonstration center. A Crosley full line display helps you take advantage of 
at least 23 sales opportunities in every home! 


Easy financial arrangements! Financing is easy all down the line 
with Crosley. A single retail contract with Crosley will finance a working 
display installation—large or small! Distributor and factory endorse 
your contract and there’s no need to switch from your present credit 
source, What could be simpler? And where can you find greater profit- 
able sales opportunities? 


Model RFG-125 ~ 








HERE'S THE_V4w’ CROSLEY 


DUO SHELVADOR 


/ht- FREEZER-REFRIGERATOR Lod; icone 


tHE Aw (0040 REFRIGERATORS THAT MEANS NEW SALES FOR YOU! 


3.7-cubic-foot freezer +- 9.1-cubic-foot refrigerator — 12.8- 
cubic-foot Duo Shelvador . . . there’s a place for everything 
—and everything in its most convenient place! 


Note the freezer. It’s at the bottom . .. for extra efficiency . . . for 
greater capacity. But the “new look” gives you far more to sell 
than a built-in freezer. Now, the roll-out shelves.and crisper are 
right up at the convenience level, right at your finger tips, right 
where you can best demonstrate them. 

















No doubt about it, this new Crosley Shelvador® has the “woman’s 
angle” for 1955! 

Exclusive Zero Locker—a roll-out freezer that holds 130 pounds 
of frozen foods—and defrosts itself automatically! Divided into 
two sections—one for everyday use; the other for long-term frozen 
storage. Both sections roll out for extra convenience. And—best of 
all—this giant freezer locker has completely automatic defrosting. 
It defrosts itself every night—and disposes of frost water auto- 
matically! 


5 more potont 


Cold drinks right 
through the door with 
the exclusive Crosley 





Roll-Out Shelves at the 
convenience level 








Roll-Out Crisper at 
your finger tips 








Removable Egg Shelves 
hold 27 eggs 





Bottle Bar holds 
more than one dozen 
quart bottles 





Cc ROS LEY DIVISION 


CINCINNATI 25, OHIO 


FOR FULL INFORMATION CALL YOUR CROSLEY DISTRIBUTOR OR WRITE TO: 
CROSLEY DIVISION, AVCO MFG. CORP., 1329 ARLINGTON ST., CINCINNATI 25, OHIO. 





WHY THE DUO SHELVADOR IS THE WORLD'S 
MOST CONVENIENT REFRIGERATOR TO SELL 


Automatic Beverage Server 

























NEW CROSLEY 
ELECTRIC RANGE 


SIMPLIFIES COOKING WITH THE GREATEST 
ADVANCE SINCE AUTOMATIC COOKING BEGAN! 








© 


from sizzling hot to simmer ... and the heat is uniform over the entire cooking surface 









Housewives dial better meals with Tel-A-Speed—No more ent degrees of heat at her finger tips! No more guesswork—for she 
“jumping” from one heat to another! No more 5 or 7 pre-selected selects exactly the right heat for the food she’s cooking. And more! 
cooking heats! For now Crosley brings them—through you—the Whether she’s dialed “sizzling hot” or “simmer,” Tel-A-Speed 
miracle of Tel-A-Speed—the greatest advance since automatic gives her heat that stays at the same temperature until she turns 
cooking began! Simply turn the dial and she’s got “1,001” differ- the dial again! How’s that for a sales “convincer”? 


ens 
eo 


Exclusive THERM-A-TOUCH banishes burned pots and 
pans. She puts on the pan, forgets it! Therm-A-Touch 
“magic finger” thermostatically keeps food cooking at ex- 
act heat chosen. Therm-A-Touch controls heat... making 
sure that food will not scorch, the pan will not burn. 








She can even bake in the Automatic FRY-R-BAKE! She 
can roast meats, bake cakes, cook soups and deep-fry to 
perfection in the new Automatic FRY-R-BAKE deepwell 
cooker. Thermostatic control maintains uniform heat— 
unchanging temperature for every cooking need. Auto- 
matic timing, too. Turns itself on at selected time, turns 
off at end of cooking period. It lifts up to become a fourth 
surface unit. 





PLUS every feature.she needs for simplified, care-free 
cooking! Imagine an electric range that has everything — 
and you've got this new Crosley beauty. For, in addition 
to TEL-A-SPEED, THERM-A-TOUCH, and FRY-R-BAKE, it 
has every feature housewives have always wanted. Not 
one, but two big “Bake-Best” Ovens, with high-speed 
broiling unit; the big “king-size” oven has the Crosley 
“picture window.” Surface units are divided to give her 


a big, clear working space atop the range. 


CROSLEY ovision 


CINCINNATI 25, OHIO 


FOR FULL INFORMATION CALL YOUR CROSLEY DISTRIBUTOR OR WRITE TO: 
CROSLEY DIVISION, AVCO MFG..CORP., 1329 ARLINGTON ST., CINCINNATI 25, OHIO. 








Model CTG-40 














| NOW CROSLEY BRINGS YOU 


w« NEW SELF-SERVING FREEZER 


THE FIRST FREEZER THAT'S BOTH PRACTICAL AND CONVENIENT 


Exclusive CROSLEY ‘’Self-Serving’’ SELECT-O-TRAYS 
save time and money—practically hand you frozen foods! 









































Model CG-13U (13-cu.-ft. capacity) 


Crosley’s exclusive Roll-Out food baskets 
bring frozen foods right to you! 


Talk about convenience as a selling feature! 
These baskets are specially marked for 
meats, vegetables and fruits—make every- 
thing quickly and easily accessible. They roll 
out so lightly, so smoothly on nylon rollers— 
and the exclusive grill-front design keeps 
frozen foods securely in place. No more tire- 
some rummaging and rearranging. Every- 
thing’s always right there, “on tap,” when 
the housewife wants it! 











(Ae) CINCINNATI 25, OHIO 





Here’s the greatest sales idea since freezers 
began—an ideal feature to demonstrate! Just 
a touch and the trays tilt open—to put 24 
packages of frozen foods right at your pros- 
pects’ finger tips. No more hunting and grop- 
ing for packages. Select-O-Trays save time 
and, because the door is open only a second, 
they save electricity, too. Remember, you'll 
find Select-O-Trays only in Crosley 


Shelvador® Freezers! 











LOOK AT THESE OTHER FEATURES: 


Magic Juice Dispenser holds 25 cans of frozen 
juice. Select one and another rolls down to take 
its place! 

Exclusive Deep Door Design puts more frozen 
foods in front, in sight, in reach. It’s available 
only in a Crosley! 


Handy “Dinner Basket’ keeps pre-selected 
meals ready to take out, heat and serve! 


Freezes faster at 42° below freezing. 
Crosley’s fast-freeze compartment is designed 
for convenience as well as for efficient operation. 


C ROS LE ¥ pivision 


FOR FULL INFORMATION CALL YOUR CROSLEY DISTRIBUTOR OR WRITE TO: 
CROSLEY DIVISION, AVCO MFG. CORP., 1329 ARLINGTON ST., CINCINNATI 25, OHIO. 





MWalional ‘five KEYBOARD adding machine 


NOW! 


Every key 
is its own 
motor bar! 


Now you can list and add without touch- 
ing a motor bar! 50% less hand travel 
—a great saving of effort for operators. 
No wonder they like it! 

Amounts are added and printed the 
instant they are set on the keyboard— 
because every key is electrified! No more 
“back and forth” motion from keyboard 
to motor bar—because every key is also 
a motor bar. The only completely elec- 
trified Adding Machine! 

National’s ‘“feather-touch” action 
makes it easier than ever to press com- 
binations of keys at one time—more 
time-and-effort-saving! 

All ciphers print automatically—still 
more effort and time saved! At the end 
of the day operators feel fresher—and 





Saves up to 50% hand motion! 


they have accomplished more with less 
effort. 

The National Adding Machine gives 
you “Live” Keyboard plus 8 other time- 
saving features combined only on Na- 


tional: Automatic Clear Signal . . . Sub- 
tractions in red . . . Automatic Credit 
Balance in red. . . Automatic space-up 


of tape to tear-off line when total prints 
... Large Answer Dials . . . Easy-touch 
Key action . . . Full-Visible Keyboard 
. .. Rugged-Duty Construction in com- 
pact size for desk use. 

One hour a day saved with this exclu- 
sively National combination of features 
will repay the entire cost of a National 
Adding Machine every year—an annual 
return of 100%. 


THE NATIONAL CASH REGISTER COMPANY, vayron 9 on10 
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949 OFFICES IN 94 COUNTRIES 


1954 


NOW 


you can forget the motor bar! 


Don’t buy any adding machine until 
you see this National! Printed words 
cannot explain all the ways this re- 
markable National saves operator ef- 
fort, saves time, saves money. You 
must see it to believe it. For a dem- 
onstration phone the nearest National 
office or National dealer. See it today! 
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An ALL new refrigerator 


with revolutionary new cooling system... 


PAGE 
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$299 


90 














Look What You Can Offer With a Gibson Market-Master! 


Model G-1175, 11 cu. ft. with as much fresh food storage as most 15 cu. ft. 
refrigerators. Gibson’s new cooling system never needs defrosting ...cools 
evenly from top to bottom. 2 ice cube trays. Bacon conditioner, 2 swing’r 
crispers. 6 shelves (3 adjustable, 1 swinger), ‘““Left-over’’ shelf with 5 large 
containers, 5 door shelves, Buttr’y. 
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PROHI 


Yes, Gibson engineers really came up with ator...and that’s a plus-profit-point for 
something new, all new . . . with this revolu- you... because it enables you to sell two 
tionary new refrigerator... the Gibson specialized appliances, a refrigerator and a 
Market Master! freezer! And Market-Master sells readily to 
families who already own a freezer. 


For more information facts on this and 
other new 1955 Gibson fast-sellers! Mail this 
The Gibson Market-Master is all refriger- coupon today! 


























A new kind of cooling unit—never needs 
defrosting. 


Only Gibson has a tailor-made line that fits the needs of every customer! 


Model G-1165, 11 cu. ft. Push Button Defrosting, Swing’r Meat Locker, 
Swing’r Shelf, Swing’r Crisp’rs, Sliding Shelves, Bacon Conditioner. 


Model G-1055, 10 cu. ft. Swing’r Meat Locker, Swing’r Crisp’rs, Freez’r Locker, 
3-Deep Door Shelves, Sliding Shelf, Chill’r Locker. 


Model G-935, 9 cu. ft. Swing’r Crisp’r, Freez’r Locker, Chill’r Locker, 
3 Deep Door Shelves. 


Model G-765, 7 cu. ft. with Right or Left Hand Door Push Button Defrosting, 
Swing’r Crisp’r, 2 Deep Door Shelves, Freez’r Locker. 


Model G-725, 7 cu. ft. with Right or Left Hand Door Freez’r Locker, 
Chill’r Locker, 2 Deep Door Shelves. 








Model G-7, 7 cu. ft. Frozen Food Compartment, Meat Tray. 





ae 
Tear out Libson REFRIGERATOR CO., Greenville, Michigan 
+ 
this cou pon Send me full details of the 1955 Gibson line, 


and name of nearest distributor. 





Another New Gibson Leader Value ' 
the new STRAT-A-ZONE today! 


Name 





The refrigerator with 4 separate cold stor- 
age zones insures proper and efficient Aides 
storage of all types of foods, with Auto- 
matic Defrosting, Swing’r Shelf, Swing’r 
Crisp’rs, Bacon Conditioner, Adjustable City State, 
Shelf, 5 Deep Door Shelves. 














ELECTRICAL MERCHANDISING—NOVEMBER, 1954 
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mperature Select 


Still greater convenience with MONOTUBES* 





...-Pplus all-over heating at every control setting! 





SURFACE COOKING is Coming into its own 
in the new 1955 electric ranges. More and 
more manufacturers will offer quick-heat 
switches and infinite control of cooking 
temperatures. You'll also find many ranges 
equipped with the even newer surface-contact 
controls... and with preheat devices . 
and with timers of various kinds. 

You'll also find MONOTUBES on more and 
more ranges this next year. There are good 
reasons for this: MONOTUBEs . 
MONOTUBES . . . (1) perform equally well 
with a// controls, (2) provide the long 


.. and only 


service life and safety users have come to 
expect from electric cooking, (3) produce 
an all-over heat at every setting regardless 
of the switches or controls used. 

You, as dealers, know the advantages of 





having an outstanding feature you can sell 
across the board, with every model in the 
line. It gives you a firm base from which 
you can sell up, or come down, without fear 
of losing the sale. Sales thus come easier, 
are more profitable . . . with MONOTUBE- 
equipped ranges. 


EASIEST TO USE AND KEEP CLEAN, TOO! 


Monotuse’s allover heat makes electric 
cooking simple, easy to understand and use. 
MONOTUBE’S single-coil con- 
struction and “swing-away” 
hinging make it practically 
self-cleaning. Be sure to 
point up these features. Start 
now and get a running start 
on 55! 


TUTTLE & KIFT, INC. 
Ce bubsidiay yf Feuo Copoidion 


1835 N. MONITOR AVE. ¢ CHICAGO 39, ILLINOIS 
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TV Volume 





CONTINUED FROM PAGE 79 





and Appliance Center maintains one 
of Denver's best service departments, 
and also advertises the drive-in repair 
service. 

It cost the Denver T'V dealers only 
$25.00 to.equip the truck in this way, 
and this has proven the most effective 
advertising stunt of all. Others have 
been used, with lesser effect. One 
of them is a mutual-benefit arrange- 
ment with a local drive-in theater. 
The Greenbergs buy a “flash” on 
the drive-in theater screen, which 
merely points out “University TV 
spells service,” between the feature 
and comedy. The store pays only 
$1.50 per week for this service, and 
gets in return 6 free passes to the 
theater, which are doled out to tele- 
vision prospects, as good will builders. 


More Service Business 


Shortly after the beginning of the 
second year, the repair department 
began to assert itself. The drive-in 
service, free tube testing, and other 
attractions are backed up by the in- 
stallation of a “booster” on weak 
cathode ray tubes, which will bring 
the set up to full operating efficiency 
for a period of six months or so. This 
offer was developed by Bill Green- 
berg’s engineering experience. He 
found that a booster tube, selling at 
$5.95, is enough to bring a tube back 
to at least temporary life. In suggest- 
ing and selling the booster, University 
TV tells the customer that he may 
bring the booster back for a full $5.95 
credit when buying a new picture 
tube. “We were amazed at the suc- 
cess which this offer has produced,” 
Bill Greenberg says. “Often, the cus- 
tomer seems to be more interested in 
making sure that he gets his $5.95 re- 
bate than in the price of the picture 
tube itself. Unit sales of $60, $65 
or $75 from picture tube sales are 
going to mean a lot to us in the fu- 
ture, and we are already selling the 
volume which we expected to come a 
year or more hence.” 

At the beginning of 1954, according 
to schedule, the Greenbergs increased 
their service department by 50 per- 
cent, doubling the size of the counter, 
the service bench, electronic equip- 
ment, etc. 

The Greenbergs feel that the ratio 
of one to five drive-in customers is 
going to increase sharply, due to the 
$3 to $8 saving represented, generally 
tighter money situation, and the con- 
venient parking which their alley en 
trance offers. During recent months, 
both brothers have carefully instructed 
the home owner who calls in to query 
about drive-in service on how to te- 
move the chassis, first disconnecting 
the set, removing the knobs in front, 
and bringing in only “the works” 
for repairs. This instruction gets a lot 
of good will as well. 

Now firmly entrenched in the com- 
munity, and with sales holding well 
above the drop-off point which the 
Greenbergs anticipated by mid-sum- 
mer of 1954, the brothers believe that 
“we are meeting the discount houses 
on the best possible ground”. End 
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No other home washer, auto- 
matics included, can wash as 
much—as fast—as the Dex- 
ter Twin-A-Matic. Only the 
Twin-A-Matic is TWO washers 
in ONE providing twice the 
capacity and twice the speed. 
Women want to get their wash- 
ing done quickly. The Dexter 


a 
Twin-A-Matic does that better 
than any other washer in any 
price class. Ask your Dexter Dis- 
tributor—for full profit details 
s DIVISION 


PHILCO CORPORATION 
WASHERS DRYERS IRONERS 


FAIRFIELD, IOWA 
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X-RAYS SHOW THE DIFFERENCE 


S more now 
G-E SERVIGE-DESIGNED 


a Cost no more 


as Have longer life 


LY ee Improve TV performance 


@ cut servicing call-backs 


2 Interchangeable with 
prototypes 


See your G-E tube distributor today! Tube Dept., 
General Electric Company, Schenectady 5, New York. 


PROVED NEW 1B3-GT NEW 5U4-GA NEW 5Y3-GT NEW 6BQ6-GA NEW 25BQ6-GA 


PACE SETTERS oes a superior job Huskier. New mica sup New sturdiness, new Runs far cooler, be- Runs cooler. Handles 

a far longer llead ports, at both top and long life. Mica sup- cause of larger bulb higher pulse plate volt- 

5 F S FIRST 6 glass rd fF elec bottom. New straight ports now brace tube alelaleli-t Malic Lilla ol t 1 ages Same extensive 
trolysis and air side glass bulb. New structure at both top ol fohi-mn Ze] iiokel-t Mam alle Ls improvements as new 

SERVICE-DESIGNED 3ge. New ring aroun double-fin plate, new elite Man ololiielsi Mame Olelt] o11-) melting-point solder fo} -L@ Ro PROy. Walla heilire) 
TUBES ' lament stor ioke button-stem base with fin heat-dissipating keeps cap-terminal in larger bulb, high-melt 

2: g or the mmen the many advantages plate construction. New place when removing ing-point solder for 


f this construction button-stem base tube for testing cap-terminal, etc 


130 NOVEMBER, 1954—ELECTRICAL MERCHANDISING 





Side-by-side X-ray pictures at 
right show that G.E.’s new 
SERVICE-DESIGNED 12SN7- 
GTA is smaller (28% less bulb 
height) than ordinary 12SN7- 
GT's ... sturdier . . . with the 
many advantages which button- 
stem base construction offers. 

Comparison with the proto- 
type’s pressed-stem base, shows 
that the tube leads now = 
through individual seals at bot- 
tom of envelope. Prevents loose 
bases ... gives shorter leads and 
better lead separation . . . and 
brings about better heat con- 
duction, reducing electrolysis 


NEW SERVICE-DESIGNED 6AX4-GT 


1. A new “pigtail” winding 
guards against heater-cathode 
shorts by interposing a separate 
insulated barrier between heater 
wire and cathode. This is much 
more efficient than other insu- 
lating methods used before. 
Tube failures are greatly reduced. 


2. Two design features cut down 
on plate-cathode arc-overs. The 
plate is notched to avoid any 
contact with mica spacers in 
the critical plate-cathode areas. 
Also, micas are slotted to set up 
barriers to electrical conduc- 
tion. Result: fewer fuse blow-outs 
in horizontal-deflection circuits— 
a common cause of call-backs. 


NEW SERVICE-DESIGNED 6BX7-GT 


1. New “flipper” (criss-cross) 
apertures in the mica spacers 
apply a firm 4-corner grip to 
e grid legs—keep grids locked 
in place top and bottom. This 
y reduces microphonics 
that result from changes in tube 
inter-element spacing . . . helps 
prevent vertical picture jitter. 


2. Covered “penthouses” (box 
enclosures) now shield cathode 
and heater from getter contam- 
ination that causes electrical 
leakage, disturbing the relation- 
ship of tube elements. 


NEW 6SN7-GTA 


Redesigned to give top 
performance in all syn 
chro-guide and other 
TV circuits. Every tube 
gets ‘chopper’ pulse 
test at low line volt 
ages. Ratings substan 


Tlelibamlalea-teki-te| 
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NEW SERVICE-DESIGNED 12SN7-GTA 













INSIDE STORY of more compact 
design, new button-stem base! 


and tube leakage. You get a 
longer-lived tube than ever before. 

Tube ratings have been sub- 
stantially increased. Compare 


below: old New 
12SN7-GT 12SN7-GTA 


Max plate voltage 300 v 450 v 
Max plate dissip. 
per plate 3vaw 5w 











And the new 12SN7-GTA is 
specially tested for dependable 
operation in all synchro-guide 
and other circuits! Every tube 
gets a “chopper” pulse test, 
made at the lowest line volt- 
ages that will be encountered. 





OLD 12SN7-GT NEW 12SN7-GTA 





INSIDE STORY, why shorts and 


arc-overs are reduced. 





3. Edge of the plate now is flat- 
tened out to dissipate electro- 
static charge under high-voltage 
conditions. Stabilizes perform- 
ance—prevents erratic opera- 
tion of the tube. 










































4. New button-stem base adds 
strength, shortens tube leads, 
and improves heat conduction 
... increasing tube life. Helps 
to make possible a new 

18% shorter, more compact. 


ANOTHER PLUS: new SERVICE- 
DESIGNED 6AX4-GT’s are 
specially tested for arc-overs at 
maximum ratings. Every tube 
gets this important test! 


OLD 6AX4-GT NEW 6AX4-GT 


INSIDE STORY, why electrical 


performance is improved. 


3, 4. Special slots in mica spac- 
ers, and notched plate design, 
further ward off inter-element 
arc-overs and leakage. 


5. Barrels of the plates now are 
flared out at ends to avoid dis- 
turbing delicate grid wires when 
tube is assembled. Helps assure 
uniform tube performance. 


ALSC: gold-plated grid wires 
minimize grid emission, a cause 
of picture shrinkage and fold- 
over ... arc-over test of every 
tube assures dependability of 
SERVICE-DESIGNED 6BX7-GT’s. 







NEW 6BX7-GT 


Progress ls Our Most Important Product 


GENERAL ELECTRIC 


161-1A7 








1954 PAGE 131 








its NICH 


Did you realize that many of the most famous makers 
of the new automatic electric skillets — just about the 
hottest news in home appliances — cast their heating 
elements integrally in the base of the skillet? In this 
way, they gain greatly improved heat transfer, as well 
as important manufacturing economies. 


The manufacturers who do this— among them 
Dominion, Dormeyer, Markel, Merit, Nesco, Presto 
— are those who use the pre-shaped tubular heating 
elements made by The Still-Man Company, New 
York City. For once in, the heating element must 
last the lifetime of the skillet — it’s a sure thing no 
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repairman is ever going to be able to touch it. 

And Still-Man elements will outlast the skillets, for 
the resistance wire of these heating units is made of 
Nichrome V. With this high-performance resistance 
alloy absolute permanence is assured. 

Nichrome V’s unchallenged superiority for heating 
elements in electrical appliances of all kinds adds con- 
viction to your sales story. For Nichrome V gives you 
a plus value that is unexecelled at the point of sale. 
When you say, “heated with Nichrome V,” you win 
quick consumer acceptance — sell more customers and 
keep them sold. 














Every Week a New 
Salesman 
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a salesman can’t earn a good living 
selling, he should be in some other 
business. But we feel that we should 
do everything in our power to in- 
crease the salesmen’s earnings, which 
of course adds to our profits as well.” 

As a result, Bates originated the 
contest on a three-fold basis: 

(1) To encourage the salesmen to 
really get out and work. 

(2) To create a friendly rivalry 
among themselves. 

(3) To give them good lists of pros- 
pects. 

The contest does not bring a cash 
reward for being Salesman of the 
Week. That is, the company gives 
no check to the man with the best 
record for the week. But it does run 
an advertisement that costs around 
$85 each Monday morning and the 
top salesman’s picture appears along 
with a writeup of his accomplish- 
ments. 

And that advertising has proved 
the key that unlocked the door to 
many a sale. 


Extra Sales 


J. D. Price, one of the salesmen, 
puts it this week: “Every time I’ve 
been Salesman of the Week I’ve made 
three to six sales from my picture 
and story being in the paper.” 

Price added that occasionally the 
contest has been a slight drawback, 
yet encouragement to do_ better. 
“When you’ve become the Salesman 
of the Week, your customers some- 
times will ask why you don’t win it 
every time! It keeps me on my toes 
trying to do a better job of selling.” 

Another who has won the honor 
quite a few times, Emmett Maxwell, 
gave an example of how the Salesman 
of the Week contest had been a big 
help to him. 

“Six years before I had made a good 
sale,” said Maxwell, “but unfortu- 
nately I lost the card on it. I didn’t 
know the customer’s name and had 
forgotten the address. That customer 
was lost as far as I was concerned. 
Then my picture was in the paper 
as Salesman of the Week. This cus- 
tomer called me, said she saw my 
picture, just happened to need some 
new appliances and woukl I please 
come by and see her. I did, of course, 
and made some good sales.” 

The contest is quite simple, al- 
though greatly effective. In fact, 
it has worked out so good that many 
firms in Memphis, not only in the 
appliance field but others, have copied 
the idea from the Home Equipment 
Company. 

“The contest runs from Monday 
morning until 6 p. m. Friday,” ex- 
plained Bates. “Everything sold and 
approved, or sure to be approved, goes 
on the books for the contest. These 
sales in turn are placed on a board 
where we keep our ‘work orders’. The 
salesman with the highest amount of 
dollar sales gets the honor for the 
week.” 

Dick Lane, Memphis newspaper 
man who handles the firm’s advertis- 

(Continued on page 136) 
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Only Rotator Available 
In Four Glorious Colors: 


BROEGE MARBLE 
MAHOGANY 
GOLDEN WHEAT 
DECORATOR’S GREY 













AMERICA’S MOST 
@) = od 1, [oy N-)] ee lok Uae): 





THE TRIO 


“ARISTOCRAT” 






* y 
Smercas 
0d f 
li MM [, , The sleek, modern, low silhouette of 
b Catt it. the new TRIO rotator control case 








_ marks a new high in styling. 
Beauty, here, is more than skin deep since its low 





center of gravity makes it tip-proof! Note, too, that 


Switch and direc- y ‘ . : 
tional controls are there are NO unsightly control knobs or switches to spoil 
located at top rear ¢ 
of case for most con- 
venient manyal oper- 
ation. Lighted dial 
permits operation in 
darkened room and 
also indicates when 
rotator is on When 
on, pointer always 
shows exact position 
of antenna. 


its beauty. These are located at top rear of case — 
where your hand naturally rests in operation of rotator! 
There is no obscuring the easily-read lighted dial. 
Available in either blonde or mahogany, the unit with 
its graceful flowing lines blends perfectly 
with any decor. 








THE TRIO 


“ARISTOCRAT” | 


... CULMINATION OF 
SIX YEARS RESEARCH 
AND PRODUCTION 


yf Only Rotator Yes, America’s most dependable 


NithT - : 
With Two Motors rotator is now America’s most 


4 Only Rotator beautiful as well! 
With Two-Year 


Guarantee 


_ 


eri ee 


Copyright 1954 By Trio Manufacturing Co. 
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TOP 
VALUE at every 





t >, retin ee 
nN p eee aes - ~~ Custom-engineered Matchmates 
. <2 Sets a new standard for quality, sales, profits. 
——— Handsome, new-as-tomorrow styling; beauti- 
sorry <a ful aqua-marine porcelain interiors; gorgeous 


new control panels, illuminated in color. 
Custom-engineered ABC-O-MATIC washer 
has two complete washing cycles, plus the 
finest demonstration feature in the industry— 
“Shampoo” washing. Matching dryer uses 
safe, single-temperature “Jet-Aire” drying 
action. (Gas or electric.) It’s the combina- 
tion to sell to women who want the finest 
home laundry equipment. 


















ee 


Best buy in the budget-price market ! Fully automatic, 
thrift-Model 60 ABC-O-MATIC washer plus matching 
Model B (gas or electric) automatic dryer. Here’s the 
combination that’s value-packed with proved ABC 
features to make selling easy... priced to give you 
real volume in the big thrift-minded market. Team 
‘em up, or sell ‘em separately... you make full 
profit margins either way. 


ABC means business... 7/07 you! 
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THE MARKET WIDE-OPEN! 


with 3 sales-exciting washer-dryer 
COMBINATIONS 


: Yul.a Sales-starting new spinner! 
| ABRs 0... enim 


Matchmates 


Millions of customers want deluxe . 
features at a popular price. Here's 
more quality to sell than any other © 
washer-dryer in the middle-price 
j] range. Washer is completely auto- 
7] = matic Model 50 with “See-Vu" glass 
lid, “shampoo” action and overflow 
rinsing. Automatic dryer is budget- 
pleasing Model B, equipped with all 
the features needed to excite your 
best prospects. Gas or electric, too. 















































| 


* exciting new “years-ahead” — 

g Spinner washer ie A 
Washes, rinses, spin-dries...all in one tub! Saves \ 
water, too! A complete, low-priced cabinet-style Spinner 
washer that uses only a single tub. How can you missa | 
sale with a semi-automatic in the line that sells for little | 
more than the price of a good wringer washer? Here’s 


your chance to get fast turnover with full profit on each 4 — 
and every sale. 


ALTORFER BROS. COMPANY 
PEORIA, ILLINOIS 


ELECTRICAL MERCHANDISING—NOVEMBER, 














1954 135 








picka 





plastilux’ 


bring more people in and increase 





appliance sales . . . the economical way! 


Practically all major electrical manufacturers provide 
Plastilux® illuminated signs for their dealers . . . and 
pay part of the cost. Dealers by the thousands have told 
us: “When our Plastilux® sign went up, our sales went 
way up, tool”’ 


Brighten your storefront and dominate your neighbor- 
hood with a sales beacon that's visible night and day. 
Patented features assure long life and make Plastilux® 
easier to clean, less trouble to maintain. 


Ask your distributor for a Plastilux® sign . . . 
or send us the list of brands you sell to find out 
which ones have Plastilux® signs for you. 


NEON PRODUCTS, INC. 


406 NEON AVE, LIMA, OHIO WGN erticinds 
IN Canada: TEX PLASTICS, Ltd., Toronto ol ULV) nibiianie. 







a HARDWARE 


ti) 


VISION RADIO 
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Every Week a New Top Salesman 





ing program, has had a big part in 
making the contest click. Lane wrote 
clever, newsy little stories about the 
top salesmen which made them in- 
teresting to the newspaper’s readers. 


Everybody’s Picture 


Occasionally Lane has run not only 
the picture of the Salesman of the 


Week, but every salesman with the. 


company. “This idea also has been 
good,” said Bates. ““The Salesman of 
the Week was featured, but old cus- 
tomers and friends and the rest of 
the salesmen could see those they 
knew—and would call them. It stimu- 
lated business all the way around.” 

The contest has other features and 
does have particular awards. One 
phase is the awarding of a pin with 
a diamond set in it for a salesman 
who surpasses $10,000 in sales for a 
single month. After that, he can get 
five more diamonds, one a month, 
each time he goes past that figure in 
selling. Many of the firm’s salesmen 
have pins with all the diamonds 
in them, and the value of such a pin 
is more than $200. 


Special Incentive 





Periodically Bates announces an- 
other side contest tied in with Sales- 
man of the Week, which brings a 
complete silver service to the winner. 
In that event, only those salesmen 
who pass $10,000 for the month are 
eligible. And the man who gets the 
highest sales above $10,000 receives 
the silver service. 

Also to boost interest further, Bates 
gives expense paid fishing trips to his 
salesmen on occasion. Once in a 
while he simply tells the salesmen 
in their daily sales meeting that “I'll 
give a ten dollar bill to the salesman 
with the best record this week.” 

The Salesman of the Week wears 
a specially designed pin, which has 
inscribed on it “H. E. Co.” Also it 
has a figure 7 to indicate top sales- 
man for seven days and a ruby in the 
center, with the stone indicating in- 
tegrity. This pin transfers from week 
to week as new men lead the com- 
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pany in selling. 

As still another incentive to the 
sales force and a factor in the con- 
test’s success, Bates has bought time 
for a 15-minute radio program once 
a week over WCBR. The station’s 
announcer interviews the Salesman 
of the Week, then at the conclusion 
presents him with two free dinners at 
a leading restaurant, two tickets to 
wrestling matches, and other enter- 
tainment tickets. 


Daily Sales Meetings 


Bates credits sales meetings with 
being a fine medium of stimulating 
interest in the contest—and selling. 
The salesmen gather in the air-con- 
ditioned upstairs auditorium of the 
company for about 30 minutes daily 
to have demonstrations on how to 
sell, have the salesmen criticize the 
others as they show how the job 
should be done and to discuss the 
selling situation in general. A record- 
ing is made during the demonstra- 
tion and those taking part in it can 
play the record later and try to learn 
the mistakes them made. 

Two men stay on the floor all the 
time, alternating in days for that 
duty. Phone calls, other than for 
specific salesmen, go to them. Three 
men work outside all the time solicit- 
ing business. The remainder of the 
salesmen make their contacts by daily 
seeing (1) five old customers and (2) 
five new ones. 

Every man canvasses between 30 
minutes and two hours a day. Then 
they follow up and make sales at 
night when husband and wife can 
discuss the matter together with the 
salesman. 

Many appliance people in Mem- 
phis, who have seen Home Equip- 
ment Company grow to one of the 
finest of stores, say that the firm has a 
phenomenal operation. 

Bates differs. “It all adds up to 
good business that anybody can ac- 
complish,” he said. 

“And,” he emphasized in closing, 
“our Salesman of the Week contest 
is one of the greatest factors.” End 
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rollow through 


demonstrate, display and sell 


Oster gives you the most powerful selling forces ever 
put behind these quick-moving profit-makers. You'll 
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never have stronger support than... 


} Oster’s complete product 
demonstrations . . . coast-to- 
coast on Dave Garroway’s 
popular TV show “TODAY.” 


2 Oster’s colorful, gift-promoting 
full page ads in 11,000,000 
magazines blanketing your trad- 
ing area. 

3 Oster’s self-selling, three-product 
displays for your store... without 
cost to you. 

a Oster’s sales-making folders, booklets, 
recipe books to help move Oster prod- 
ucts fast! 

5 Oster’s promotional package for you to 
use in tie-in newspaper ads, radio spots, 


TV cut-ins. Identifies you with the 
big program! 


For greater holiday- 
season profits from 
OSTER follow through... 
act fast... be sure 

you have ample 
OSTER stocks on hand 
to meet the new 





and growing demand 






1954 










electric 
ousewares 





BLENDS Sauces GRAVIE 
, S! CHOPS NUTS V 
PUREES VEGETABLES, FRUITS! GRINDS COFFEE. Meme 
feo , $! 






CLIP AND MAIL 
THIS COUPON 


MANUFACTURING CO. 
Dep?t.1111, 5055 N. Lydell Avenue 
Milwaukee 17, Wisconsin 
In Canada: W. D. Elmslie Ltd., Montreal 


Count me in! Rush complete information and material TO- 





DAY on: 

C1) new OSTER Gift Program 

CL) FREE! 1955 Kit of Sales-Makers 
i Fe EES DE Fey TSS OEE LOE 
ee eT IE RMS a Re ES RL 
DA acini dnc snin shingle a ores asain 
CITY Laisa ZONG____STATE.... ; ad 
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OTOROLA “GIFT 
ORKS CHRISTMAS 


It’s a Fully Integrated 7-Part Dealer 
Merchandising Package. . 


























NATIONAL ADVERTISING 


Dramatic four-color two-page ads in LIFE and 
POST send customers flocking to your store for 
sets of “Santa's Jolly Helpers’’ and Motorola 
merchandise for Christmas! 


TRAFFIC-BUILDERS 


Appealing set of 4 full-color 10-inch 
standup figures pull in big-ticket 
trafic. Low-cost give-aways make 
wonderful tree ornaments, toys, 
mantel decorations. Everyone will 
want them, and come in to get them! 










IN-STORE DISPLAYS 


Give your store a gay holiday mood with 
these flexible in-store display units. They 
carry out the theme of your Motorola 
window and help mark your store asa 
real Christmas Gift Idea Center. 


MAILING PIECES 


Colorful, four-page newspaper-size mail- 





















ing piece sells the entire Motorola line. 
Factory imprints your name and mails 
them to your area at low, low cost! 
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IDEA CENTER 
PROMOTION MAGIC 
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CHRISTMAS WINDOWS 


This low-cost, easy-to-install window stops 
crowds—pulls in customers. Fits any size 
window. Spotlights your store as commu- 
nity “Gift Idea Center.’ Order yours today! 




















24-SHEET POSTERS 


Exciting Christmas billboard identi- 
fies your store with Motorola's power- 
house national ads. Focuses buying 
power on your cash register. 


CO-OP ADS 


Ready-to-use co-op ads fill the bill 
for your local ad schedule. Hard 
selling, packed with retail punch for 
the Christmas gift season—they 
really get results. Use ’em often! 


all the sales helps and materials” 
you will need to make this a truly 
profitable Christmas promotion! 


.. Better See 


Motorola 


Nae 









Put This 
Sure-Fire Deal 
on Your 
Christmas Promotion 
Calendar. 

a 
Call Your 
Motorola Distributor 
Today! 
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ELECTRIC RANGE UNITS 


You're closer to a sale when you have everything the prospect 
wants—and more. Chromalox Microtubes, the new trend in 
electric range unit design, put you, Mr. Dealer, right where 
you've wanted to be. Because... 

Microtubes heat up and cool off fast. Their flat-top, slim tubes 
put more heat into the utensil in lightning speed—no bulky 
element to heat up first. And Microtubes give up their heat 
just as quickly. So now you have it—quick response at every 
switch change. And Microtubes are today’s fastest, most efficient 
units, with more contact surface for wonderfully uniform cook- 
ing results. 

You're going to hear a lot about 
this new trend. And it's going to put 
you far ahead with more electric 
range sales and profits. Why not ask 
for Microtubes as standard equip- 
ment on your favorite line? 





IT'S THE FLAT, SLIM TUBE 
THAT MAKES THE DIFFERENCE! 














RC-75 


it’s easier to sell 


Nicrotabe equipped 


ELECTRIC RANGES 





EDWIN L. WIEGAND COMPANY 
7525 Thomas Blvd. Pittsburgh 8, Pg, 


CHROMALO 
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Selling is Not My Job 











| 


ance on their old refrigerator. 

“The only thing that hurts our 
business is the advertising by Colum- 
bus dealers or department stores an- 
nouncing big savings. Naturally, peo- 
ple won't want to buy from us at list 
price if they can get a discount else- 
where. But it is impossible to give 
close-out prices and a substantial trade- 
in allowance too.” 

So salesmen will know the top 
price they can give as an allowance 
on a unit, each unit is tagged. On one 
side is the selling price and on the 
other a number written as #25 or 
#30 which signifies the trade-in al- 


lowance. 
Prices Set Once a Month 


At least once a month, George 
MclIntuff, assistant store manager, 
checks the models on the floor that 
have been around too long and enters 
them on a “dog list.” The list is to 
tell the salesmen these units have been 
around quite a while, and aren’t help- 
ing the store’s turnover. Included are 
units that have been damaged on ar- 
rival (McIntuff makes a note on the 
inventory sheet when they come in), 
and any of the promotional ranges 
or refrigerators that distributors are 
putting up for “specials,” or leader 
models. The purpose of the “dog 
list” is to keep merchandise moving. 
Even though it seems the “dog list” 
features units at special prices, it really 
doesn’t. A refrigerator that has a sug- 
gested list of $369.95 might be tagged 
for $329.95, but, bought as a special, 
it still gives Airesman a 30 percent 
markup. 

“Our ‘dog list’ is designed to keep 
the floor inventory cleaned up,” Pen- 
ick states. “But it isn’t worth a thing 
unless you have a hard hitting sales 
force. We've used the list about a 
year and it has really helped us move 
old or damaged appliances. This year 
we sold over 70 ‘dog’ refrigerators (in 
about 8 months’ time) as well as an 
equal number of 1952 units that we 
bought early in the year.” 


ke 
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The “dog list” is a true example of 
Penick’s philosophy for running his 
business. He thinks he runs his busi- 
ness differently. First of all, he feels 
that about 90 percent of the small 
town dealers are salesmen who 
thought they were super salesmen and 
finally got fed up working for some- 
one else. They open up stores of their 
own, prepared to be nothing more 
than head salesmen. This is where 
they make their mistake. They don’t 
watch their businesses closely, and are 
soon in trouble. They suffer, he says, 
from an optical illusion of success 
when they sell a large volume of ap- 
pliances. But if they are selling at 
prices that are too low, they don’t end 
up with a profit. 

Part of Penick’s time is spent in 
preparing the “dog list” to. keep a 
good clean inventory. He also does all 
the accounting work for the firm, 
writes his own credit paper. He 
hasn’t sold any paper since 1931. 

“During the last war, and even up 
to 1950, anyone could have made 
money selling appliances because de- 
mand was so much greater than the 
existing supply,” says Penick. “But 
now is the time that some dealers 
will fall by the wayside. I operate 
this business for one reason. ‘To make 
money. Too many dealers are aftet 
a large volume and give away their 
profit in discounts or unreasonably 
large trade-ins.” 

Airesman, before the war, had a 
peak volume of $141,000, but now 
they have pushed it up to $573,000. 
Last year they had a volume of $53,- 
000 in housewares alone, and $84,000 
in refrigerators, their best item. 

“You really don’t need big promo- 
tions,” Penick concludes, “to keep 
up your sales. If you watch your busi- 
ness closely you'll reap a profit. We 
have a breakfast meeting on every 
Tuesday morning at the hotel to give 
each salesman a chance to air his 
gripes. And we also discuss what we 
are long on in trade-ins, etc. 


End 









































“THIS IS BEETHOVEN. 





1 CAN’T VENTURE TO SAY 


WHAT IT WOULD BE LIKE WITH WAGNER.” 
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Enthusiasm 


MOVES PEOPLE... MOVES PRODUCTS 


What is there about The American Weekly that attracts 
nearly 10 million families, each Sunday? Simply, an 
editorial concept that says: meet the enthusiasms of the 
American family. 

A few basic enthusiasms that current issues will 
explore are touched on below. Handling is modern, 


dramatic—heightened by important by-lines, arresting 
pictures and titles. Results: great entertainment, great 
serviceability. 

One enthusiasm ignites another . . . spreads from page 
to page. This is why advertising in The American 
Weekly gets such hot response. 





ELECTRICAL 


John Gunther writes of 


“The World’s Richest Bachelor” 


(October 17, 1954) 


DISCOVERY. Experts said, ‘Impossible!’ But one man 
scoops millions in diamonds out of African mud-holes! This 
is one way The American Weekly meets readers’ enthusi- 
asm for people who fight odds to find fortune. 





ee, * 
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“Magic Menus—with Cheese” 


(October 17, 1954) 












ARTFUL COOKING. This tempting four color display 
—with recipes—of delicious easy-fix cheese dishes is 
another example of how The American Weekly caters to 
Mrs. Housewife’s enthusiasm to win praises for her cooking. 








“Flying Saucers Come from 
a Distant World” cocrorer 24, 1954) 


SCIENCE. Prof. Hermann Oberth, world-famous guided 
missile authority, theorizes on a subject which has excited 
millions—flying saucers. ‘They are space ships from an- 
other solar system,” he contends. 






















“I Lived with Cancer” 


(October 24, 1954) 





COURAGE. Who isn't moved by the inward strength 
of a rising young film star who didn’t let a leg amputation 
cripple her career—or spirit? Suzan Ball tells of finding 
love, marriage, and success in her darkest hour. 








Lhe 
AMERICANWEEKLY 


63 Vesey Street, New York 7, N.Y. 
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Beamed to the Enthusiasms of the American Family 
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MAKE YOUR STORE GIFT HEADQUARTERS 
ttt thts Eety o- 
Uludow aud Court Sign! 


TOASTMASTER 
PRODUCTS 


will be featured as the 
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“Perfect Christmas Choice” 





in full-color ads in six leading 


——————— 


magazines during November ; 
Atk your cudtemtre, Apiceh ToastmatirTWatttr a0 fou fryer 2?" 


and December! 


De Luxe Toaster, $23.00. Fully automatic; Super De Luxe Toaster, $27.50. Power- F 
makes perfect toast every time. Toast pops up Action automatically lowers bread, starts it toast- | 
extra high, so small slices are easily removed. ing, serves it up fast, extra high... all by itself! 

Millions of satisfied owners. Built to give faithful service for years. 





Proven Heater ticket builder / 2 Auction Toastnatter first! 





a 


De Luxe Toast '’n Jam* Set, $29.95. From Super De Luxe Toast 'n Jam Set, $34.95. Super De Luxe 3-Slice Toaster, $39.50. 
its rich walnut tray and gay Melmac toast plate Limed-walnut, gold-figured tray sets off the Super For the king-size family and those who appreciate 
and jam jars to the De Luxe Toaster—a complete De Luxe Power-Action Toaster. A truly outstand- something extra special. A gift with the name that 
quick-snack service ing Christmas gift! makes it easiest to sell. 


frente your tion Mh Lenker 
Let tin your Windlowf x 


Only “Toastmaster” offers complete price and model selection to help you sell more and sell 
up to bigger toaster sales tickets. ... Display these 5 ways to sell a “Toastmaster’”* Toaster. 


Offer the kind of selection that will make your store Christmas Gift Headquarters. 


Vii Automatic Toasters 


**ToaSTMASTER” and “Toast "N JAM” are registered trademarks of McGraw Electric Company, Elgin, Illinois, makers of **Toastmaster,” 
*Manning-Bowman,” “Tropic-Aire,”” and ““Everhot" Electrical Housewares and “Toastmaster” Water Heaters. ©1954 
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Hi-Fi Selling Is Different 


It’s a crazy, mixed-up business 


By JAMES H. HARGER 


James E. Jump & Associates 
Industrial Sales Consultants 


I-FI is a booming business, es- 
H timated in millions of dollars 

a year, and growing all the 
time. 

However, for some manufacturers 
and dealers sales results have not 
been satisfactory, indicating that for 
those who are planning to enter the 
market there are problems different 
from any they have faced before. 

Hi-Fi retailing (selling direct to the 
user) began in the radio parts jobber 
type of outlet. All sales were cash, 
no delivery, no installation, no service, 
all components sold separately, no 
cabinetry to go along. The first cus- 
tomers were people with some tech- 
nical knowledge in audio who had 
an interest in music and a desire to 
hear their music “better”. They were 
called hobbyists. 

For these customers a “list price” 
was a misnomer. No one sold at list. 
Many manufacturers now show in- 
stead of “‘list price” a price called 
“audiophile net” which is, in effect, 
the retail price paid by the consumer. 

Radio parts jobbers who attracted 
prospects who were not technically 
informed found they had to offer color 
coded connecting. wire to enable the 
customer to hook his “rig” together 
when he got it home. Some jobbers 
added to this service by installing com- 
ponents in various types of cabinetry, 
with the customer selecting the various 
components and the cabinet. 

Then came the big name radio and 
television manufacturers with com- 
plete package radio-phonographs, or 
phonos alone, which they merchan- 
dized as “high fidelity,” often to the 
disgust of hobbyists and purists. To- 
day there are small, medium, and 
large makers of both basic components 
and packaged units. 

It remains to be seen who among 
those who make components alone 
will survive, and who among the big 
names will continue to offer com- 
ponents. From the point of view of 
ultimate unit volume the big battle 
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Both jobbers and dealers sell components direct to consumers 


Other retailers sell packaged units 


Some component merchants offer fancy cabinets; some manu- 
facturers dress up the components themselves 


But so far, few makers or merchants seem to know who their 


will be among those who offer pack- 
aged units. 

Distribution has recently changed. 
Most components have been sold for 
manufacturers by sales representatives 
to jobbers or specialty hi-fi dealers. 
One large speaker manufacturer (Jen- 
sen) has gone to two-step distribution. 
The question arises as to what will 
now be the new retail price, and, will 
it invite discounting if sales. through 
exclusive wholesalers to selected deal- 
ers do not develop a satisfactory vol- 
ume? 

Specialty hi-fi dealers are still few 
in number. Most offer custom TV 
and “ham” radio equipment, plus 
custom cabinetry. They have not gone 
into radio parts in the traditional 
sense. It remains to be seen if there 
is enough volume for these shops to 
survive. They may diversify and be- 
come music merchants, or move in the 
direction of other appliances. 


The Customers Are Different 


The hi-fi market is made up of a 
strange mixture of consumers, from 
those with money and with or with- 
out an ear for music and technical 
knowledge, to the musical bugs and 
technical bugs with little or no money. 

Initial consumer interest is not 
aroused by dealers, or even by manu- 
facturers’ advertising. It is started on 
an ear-to-ear basis. Someone buys a 
set of components or a packaged unit 
and the friends to whom it is “shown 
off” get the urge to buy—for varying 
reasons. These reasons vary from 
“keeping up with” all the way to a 
serious interest in music. 

Some customers start out with a 
“cheap” rig (group of components) 
only to come back in a few months 
desiring to step up in quality and 
price. These people usually qualify 
as having the “golden ear”. Some 
are satisfied forever with a cheap rig 
because they have a “tin ear.” On 
the other hand there are the select 
few who come in and let the salesmen 
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tell them just what to buy, with 
either a top budget figure or no limit. 


High Style For Components 


Hi-fi prospects are unusual, not only 
as individuals and as a class which 
includes all income levels, but as 
prospects for merchandise which ap- 
peals to the sense of sound and to 
the eye. Good styling in components 
and packaged goods is important, par- 
ticularly when women enter into the 
buying decision. Component makers, 
during the past nine years, have con- 
stantly upgraded the styling of what 
is basically “raw gear’. 

Many believe the component buyer 
or hobbyist market is already saturated. 
But new hobbyists are born every day 
—people who are interested in tech- 
nical matters and are willing to learn. 
In the long run the greatest sales 
volume may well be found among 
the packaged unit type of prospect, 
not the hobbyists or components buy- 
ers. In either case, however, some- 
thing has to happen to make a person 
into a prospect. A prospect is a per- 
son who is interested in speuding 
money for hi-fi instead of for an appli- 
ance, a vacation, or something else 
he wants. 

So far most dealers of all types have 
not been able to do any basic creative 
merchandising in hi-fi—probably_be- 
cause of the cost. In this instance 
creative merchandising might be de- 
fined as that which draws attention 
to, arouses interest in, creates desire, 
and precipitates buying action. The 
market is therefore broadened only 
through ear-to-ear exposure, from an 
“owner” to a non-owner who, hearing 
a friend’s high fidelity outfit, has his 
attention drawn to the whole sub- 
ject. 

In theory, manufacturers and deal- 
ers could offer demonstration room 
set ups. All sorts of “sound” dem- 
onstrations could be used which 
would, shall we say, “thrill” the lis- 
tener and whet the appetite to buy. 


customers are or how to handle them in a way that will get 
the most volume 


Whether this would pay off is, of 
course, the big question. 


Needed: Musicians 


Selling hi-fi at retail, as experience 
shows, is different. At present most 
sales people are either schooled tech- 
nically, or “picked it up”. They are 
woefully lacking in knowledge of 
music, and in most instances are not 
good sales closers. They need to be 
able to answer technical questions, 
many of which are from neophytes 
who are seeking information and may 
ask questions incorrectly. Salesmen 
need infinite patience to answer these 
“foolish” questions and educate those 
prospects who insist on purely tech 
nical talk. 

By and large the first-time shopper, 
a man, is a walk-out, and there is 
little that can be done to avoid this. 
The first-time shopper has to have 
a conference with his wife, who: is 
usually quite uninterested and_ is 
thinking rather of a new dress or a 
new appliance. If and when the walk- 
out returns he is very likely ready to 
buy and should be pushed for a close. 
Few retail salesmen are aware of this 
situation and know how to handle it. 

Experienced appliance dealers and 
salesmen, even those with years of 
background in radio and television, 
require a lot of training before they 
can avoid repelling even a slightly 
informed hi-fi prospect. While there 
is not any once-and-for-all conclusion 
to be made about any selling it ap- 
pears that in most cases a knowledge 
of music, then technical knowledge, 
may be the basic material for the best 
sales people. 


Different Appeals a Must 


It takes smart selling to size up 
the prospect and put together a sales 
story properly slanted to both the ear 
and the eye. If the prospect is non- 
technical, but has taste in design, 
he should be taken down one path 

(Continued on page 146) 
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This Catalog 


will show you why 
LYON STEEL KITCHENS 
are EASIER TO SELL 


of bigger profit. 


you choose! 


COMPANY. 









LYON METAL PRODUCTS, INC., 1121 Monroe Ave., Aurora, lil. 
I'd like a copy of the LYON KITCHEN CATALOG...and proof 


FLASH! Lyon Kitchens now available in any color 





ADDRESS 











CITY STATE 





BY. 


METAL PRODUCTS, INCORPORATED 

LY fe General Offices: 112] Monroe Avenue, Aurora, Illinois 
Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 

Sold Nationally through Direct Factory Dealers 
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Hi-Fi Selling is Different 





of “instruction” and selling. If he 
has a “golden ear” then different ap- 
peals must be used. In all cases a 
combination of knowledge of music, 
audio technicalities, furniture, and 
how to close sales, can produce vol- 
ume and profit. Needless to say it is 
necessary to have inventory to back up 
display stock because when the buy- 
ing decision is made the buyer wants 
delivery “yesterday”. 

Retail (or jobber) showrooms have 
evolved from shelves loaded with raw 
components all the way to carpeted 
salons with push button selection of 
dozens of component combinations. 
The technical bug is uncomfortable 
in a salon, the neophyte is bewildered 
by shelves loaded with raw gear. Some 
large operators offer both. They size 
up the prospect and use the environ- 
ment best suited for selling. 


The Trend 


Some trade people report that the 
cream has been skimmed off the mar- 
ket, that now is the time to offer the 
best possible quality at the lowest pos- 
sible price. An expression has been 
heard to the effect that “‘it is hard for 
the prospect to hear the dollars of 
difference between a $200 outfit and 
one costing $500.” In a sense this is 
true. Even the experts have difficulty, 
when listening to concealed equip- 
ment, in identifying quality ranges 
except with wide variation in quality 
and price. 

Several years ago two young men 
designed a very small loudspeaker en- 
closure which produced highly accep- 
table low frequency response, thus 
ending the belief that only with large 
enclosures could good low frequency 
response be obtained. This design 
started a fast moving trend to very 
small packaged units which are gain- 
ing fast in consumer acceptance and 
sales volume. 


A Strange Market 
Hi-fi, while it appears to be a 


growth industry, is a strange market 
in that it requires skilled retail selling, 
with plenty of push. Many dealers 
have not gone into hi-fi because of 
lack of understanding and for fear of 
something with which they have had 
no experience. 

Who will eventually succeed and 
make profits in hi-fi? The music 
merchant, in contrast to the appli- 
ances-only-dealer, may eventually be- 
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come a major retail outlet for pack- 
aged units. The specialty hi-fi and 
custom T'V dealer may eventually suc- 
ceed if he can find enough prospects. 
The radio parts jobber may continue 
as a major outlet for components, or 
begin to function as a true distributor 
in two-step distribution. In the large 
metropolitan areas the jobber han- 
dling components is now facing seri- 
ous price competition which arises 
from prospects who come in with a 
long list of components, which they 
have shopped and decided on, and 
ask for a “bid” for the whole lot. 

There is a shifting in components. 
Some loudspeaker manufacturers are 
now offering pieces of furniture, highly 
styled enclosures complete with loud- 
speakers. The sales appeal is largely 
on the furniture compared to previous 
stress of technical data on loudspeaker 
performance. One chassis builder now 
offers a “box” containing an amplifier 
and three speakers, complete, to be 
fed an audio signal from a record 
player, a tape recorder, a television 
set, or any other device. 

For some manufacturers the market 
is strange. Some do not know how 
to get effective distribution. Some of 
the pioneers are slipping because they 
do not understand what is happening 
in the shifting of channels where 
sales volume is being done. 

Some of the radio parts jobbers 
who have been in hi-fi for years are 
beginning to wonder if they should 
narrow their lines. They see unedu- 
cated prospects end up in utter con- 
fusion after seeing and listening to 
too many different makes, sizes, types, 
and prices of components and com- 
binations. Perhaps if they narrowed 
their lines and “pushed” a relatively 
few units they might do more busi- 
ness. 

Will national advertising become 
important to component manufac- 
turers? Maybe the need will arise to 
reach over the retailers’ head, build 
acceptance for brand names, in order 
to get prospects to ask for the line 
of a given manufacturer. 

There is plenty to learn about hi-fi 
marketing, before getting into it as a 
dealer or manufacturer. It takes time, 
money, faith, enthusiasm, and the 
willingness to study and learn what 
it takes to succeed—or to avoid fail- 
ure. Hi-fi is a new and strange busi- 
ness and will make its own rules in the 
future. End 









Youll Never Knon . . . 


what happened in the world of appliance sales during 1954, or what the 
coming year should bring until you've seen Electrical Merchandising’s an- 
nual statistical issue, coming in January. You'll learn about sales trends, 
new appliances and “old timers”, and you'll find the same graphic statis- 
tical charts which have made the issue so valuable to dealer and manu- 
facturer alike. In short, you'll find this issue required reading. . . . Look 
for it, it's coming soon. . . 


ELECTRICAL MERCHANDISING’S JANUARY STATISTICAL ISSUE 
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Buying Rush Seen For 
Blenders This Xmas 


Leading merchandising men pre- 
dict a healthy increase in 
blender sales throughout the 
gift season. Food editors are 
credited with accelerating this 
trend, as evidenced by the ever- 
increasing number of magazine 


and newspaper articles featur- § 


ing blenders. 

As one leading retailer put it: 
“Food editorials pushing blend- 
ers are really beginning to pay 
off. And, like many other re- 
tailers, we’ve made them pay us 
with regular store demonstra- 
tions. Personally, I’m very opti- 
mistic about Christmas sales.” 
The general consensus seems to 
be that for a slow starter, the 
popularity of blenders for gift- 
giving is increasing at a sur- 
prising rate. 

It is pointed out that retailers 
featuring the Hamilton Beach 
Liqui-Blender have a distinct 
advantage. The Liqui-Blender is 
advertised in The Saturday Eve- 
ning Post and many other lead- 
ing magazines as having “twice 
the cutting power, at no extra 
cost”; an extra-value_ story 
which will appeal to many. 
Early orders indicate that many 
retailers will be taking advan- 
tage of this remarkable selling 
edge this Christmas. 


Scotch Lassie To Push 
Blenders For Xmas 


: HAMILTON BERIK 
Liqui-Blender 





In a new display recently made 
available, a wee Scotch lassie 
points out the uses and the 
value combined in the Hamilton 
Beach Liqui-Blender. 


Retailers will be happy to dis- 
cover that this display takes no 
additional space, and can be in- 
stalled effortlessly. The message 
and the product become a single, 
hard-selling unit. 

The center panel of the display 
features the fruits and vege- 
tables usually associated with 
blender use. These are visible 
through the clean container of 
the blender. 


The container cap fits into the 
right side of the display to sug- 
gest the Highland girl’s tam-o- 
shanter. The $39.50 price of the 
unit is featured prominently. 


The display may be obtained by 
writing: Advertising Depart- 
ment, Hamilton Beach, Racine, 
Wisconsin. 


3 fore they buy. It’s reflected in 











“Anything goes” is out these 
days! You see it in the way 
people test and compare be- 


the new interest they take in 
features and in price. People 
want more for their money— 
which makes Hamilton Beach 
your best bet! 

Because, choosy as they get, 
people can’t top Hamilton 
Beach value! Compare the 
features. Compare the per- 
formance. Look at the lower 
selling prices. Check customer 
satisfaction. Then you'll see 
why, the more cagey your 
customers become, the more 
they'll insist on top-value 


Hamilton Beach mixers! 


HERE’S SALES 
INSURANCE! 





HAMILTON seacn Ligui- 
«2 New Coe 











Take 4 tip from Santa himself! 
MEET THE DEMAND for EXTRA VALUE 









with HAMILTON BEACH MIXERS! 
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In December, just when gift- 
buying peaks, the attractive 
ad reprinted here will appear 
in full color in The Saturday 
Evening Post! A solid punch, 
just when everyone’s hungry 
for gift ideas! 

There’s more, much more! 
Week after week, right 
through the gift-buying sea- 
son, we'll be pushing our 





in McCall’s, 


value 
Better Homes, This Week, 


story 


American Weekly, Good 
Housekeeping, Parents’, Suc- 
cessful Farming—dall the 
bridal magazines—and many 
more. It’s the greatest adver- 
tising push in Hamilton Beach 
history! Don’t miss out! Bring 
this business your way, with 
plenty of your own tie-ins! 
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HAMILTON BEACH CO., Div. of Scovill Mfg. Co., Racine Wis. 
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Hair Dryer Suggested As 
Good Gift Item 


Men faced with the problem of what 
to give their wives for Christmas are 
reported to be excellent prospects for 
a Hamilton Beach Hair Dryer. The 
“Quick-Dry” unit features a Heat 
Control, providing a choice of air 
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warmth. It also features an Adjust-a- 
stand, which tilts to any desired angle. 
For hand use, the Dryer lifts from 
the stand. Users claim great successs 
using the “Quick-Dry” for drying 
home permanents, stockings, lingerie 
and nail polish. It is interesting to 
note that dealers who featured the 
unit last Christmas have reordered in 
much larger quantities this year. 


(Advertisement) 














New Dispos-A-Bag 
For “Champion” Vacuum 


A zipper-fitted cloth Dispos-a-Bag 
with a filter paper bag insert replaces 
the standard bag on the Hamilton 
Beach No. 14 “Champion” Vacuum 
Cleaner. The bag and two inserts re- 
tail for $7.50. Extra Dispos-a-Bags 
retail 4 for $1.00. 
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porcelain enamel 
helps you sell! 





\Q\ \\LU// easy to clean! 
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Because Porcelain Enamel is the easiest of all finishes to keep clean and 
sanitary, and because it provides unequalled resistance to stains, heat 
and scratches . . . this modern, colorful material helps you sell! 
Show your customers that this glass-hard, completely inorganic mate- 
rial is fused—not merely baked—to steel at 1500°. Demonstrate its 
resistance to fire, scratching and other hazards. Tell them that appliance 
manufacturers are using this durable, attractive material because of the 
extra value Porcelain Enamel adds. 

Wherever it is used—in refrigerators, ranges, freezers, home laundry 
equipment, air conditioners and elsewhere—let the sales advantages 
provided by Porcelain Enamel help boost your sales! 




















You can 
demonstrate 


the advantages of Porce- 
lain Enamel with a few 
simple, familiar “‘props”’ 
furnished with the P.E.I. 
Demonstration Kit. Use 
the coupon below to get 
full information about 
this and other P.E.I. 
Sales Helps. 
























PORCELAIN ENAMEL INSTITUTE, INC. 
1346 Connecticut Avenue, N. W., Washington 6, D. C. 


(Check items desired) 









‘ ee. Snel . : Please send me information about: Please send me a free copy of: 
PORCELAI N ENAMEL INST ITUTE, INC. C) Demonstration Kit O oa About Porcelain 
BEX (C2 Slide Film 0 “Prove for Yourself...” Booklet 
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TOASTMASTER Toaster 


Toastmaster Products Div., 

McGraw Electric Co., 

Elgin, Ill. 

Device: Toastmaster Super De Luxe 
3-slice Powermatic toaster, 1C4. 
Selling Features: Makes 1, 2, or 3 
slices, any slot; toast release makes 
it possible to pop-up toast at any 
time without interrupting toasting 
cycle—by pressing toast control dial; 
powermatic feature—small motor 
takes bread out of fingers, lowers it, 
starts it toasting and serves it up 
automatically; Superflex toast timer 
allows enough time for desired 
shade every time; toast control dial 
provides light, dark or in-between 
shades; chrome finish, Bakelite han- 
dles; hinged crumb tray. 


Price: $39.50 


TOASTMASTER 
JPER Oo TOASTER 





G-E Washer-Dryer 
Combination 

General Electric Co., 
Major Appliance Div., 
Louisville 1, Ky. 
Device: G-E automatic combina- 
tion washer-dryers WD-660M free 
standing and WD-560M_ under- 
counter model. 
Selling Features: Occupies only 5.61 
sq. ft. floor space; free-standing 
model has porcelain cabinet top, 
standard cabinet height, making 
possible a continuous work surface; 
controls located on backsplash. Un- 
dercounter model has same meas- 
urements as standard 30-in. base 
cabinet; controls mounted on front 
of cabinet; unit can be installed 
under continuous countertop or 
flush within wall. 


Both models have automatic-dry 
selector for delicate fabrics, normal 
cottons or special heavy pieces; 
selector determines drying time and 
correct drying heat for individual 
load; automatically compensates for 
size of load and turns itself off when 
proper degree of dryness is reached; 
control can also be set for damp- 
drying for immediate ironing. 
Washing and drying cycles auto- 
matically controlled throughout. 

Operates as a combination 
washer-dryer; as a washer only; or 
as a dryer only; any cycle can be 
stopped, shortened or extended for 
adding or removing pieces; push- 
button controls allow selection of 
water temperature according to fab- 
ric. Wash cycle allows up to 1L5- 
min. wash time for extra-soiled 
laundry; dial lights show each por- 
tion of cycle as work progresses; 
automatic water saver and positive 
fill automatically measures amount 
of water needed for proper washing 
of any load from 1-shirt to 10 Ibs.; 
recycling unbalance switch auto- 
matically stops spinning action dur- 
ing dry cycle if load becomes 
unevenly distributed; machine auto- 
matically returns to tumble for bal- 
ancing load, then returns spin and 
continues to dry clothes. 

Built-in water heater, push but- 
ton controlled, allows wash water 
temperature to be raised as much 
as 30 degs. during first portion of 
wash cycle; higher temperature is 
maintained automatically through- 
out remainder of wash cycle. 

Lint and hot, damp air pushed 
out and exhausted down drains in 
a stream of cold water; controlled 
spin rotates clothesbasket gently 
and smoothly avoiding wrinkling; 
7-minute triple rinse cycle is also 
featured; white, yellow or turquoise 
exterior finish. 





NORGE-AIRE Purifier 


Norge Div., 

Borg-Warner Corp., 
Merchandise Mart Plaza, 
Chicago 54, Ill. 


Device: Norge-Aire air purifier. 

Selling Features: Removes 99.4 per- 
cent pollen, mold spores, house 
dust, and other common air-borne 
allergens from room air; rate of cir- 
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NEWS 


NEW PRODUCTS 


culation is regulated by dial. Can be 
used as a window unit or as a table 
model. 

Price: $229.95: $10 extra for win- 
dow-adapter kit. 









ANNA A. NOONE 


Imperial dryer requires no vent- 
ing or plumbing; “Filtrator’ re- 
moves excess moisture and lint 
from discharged air; variable heat 
control permits selection of correct 





FRIGIDAIRE Laundry Line 


Frigidaire Div., 

General Motors Corp., 

Dayton, O 

Models: Frigidaire announces new 
Deluxe and Imperial automatic 
washers and dryers. 

Selling Features: New washers fea- 
ture “‘live-water” washing action 
provided by rubber-finned pulsator; 
complete automatic cycle for normal 
load including washing, float-over 
rinsing and spin drying is accom- 
plished by Imperial washer in about 
22 min., and in about 26 min.; con- 
trols are flexible—any phase of cycle 
can be shortened, lengthened, re- 
peated or skipped; water tempera- 
ture controls safety devices, adjust- 
able leveling glides, and top-loading 
are other features. Wash water can 
be reused. 

Deluxe washer has self-oiling 
“Pulsa-matic” mechanism; single 
“Select-O-Dial” control; slanted 
back panel styling. 

Imperial washer has underwater 
suds distributor; separate wash 
water control permits selection of 
water temperature for washing even 
most delicate fabrics; direct-drive 
“Unimatic” mechanism provides 
an extra high-speed spin dry op- 
eration; tub revolves 1,140 rpm. 

Imperial washers and dryers are 
available in Stratford yellow or 
Sherwood green exteriors as well 
as conventional white. 

Both Deluxe and Imperial dryer 
models are styled to match com- 
panion washers. Both are front 
loading with 180 deg. opening 
doors and adjustable leveling glides. 

Deluxe dryer features a large 
full-depth lint drawer; automatic 
timer controls drying operation 
automatically; safety switch turns 
off dryer when door opens and back 
on again when door closes. Special 
baffle makes venting possible from 
front, side or rear. 


drying time for any type fabric; 
push-pull “Dry-O-Matic”’ timer con- 
trols drying operation; equipped 
with 2 sealed Radiantube units, 
automatic interior light and Ozone 
lamp. 

Prices: Deluxe DV-35 dryer, 
$179.95; WV-35 washer, $229.95. 
Imperial DV-65 dryer, $259.95; 
WV-65 washer $299.95. 





WESTINGHOUSE Cleaner 


Westinghouse Electric Corp., 
Mansfield, O. 


Device: Westinghouse canister type 
cleaner No. DC-7. 

Selling Features: Merry-Go-Round 
swivel base—entire cleaner revolves, 
not just the top; lightweight vinyl 
hose, ribbed to withstand rugged 
treatment; lightweight anodized alu- 
minum extension tubes adjustable 
to height of user; tip-toe starting 
button; 675-watt motor operates 3- 
stage turbine; Toss-Away bag fits 
snugly inside cleaner oH attach- 
ments include rug nozzle for carpets 
and throw rugs; dusting brush; up- 
holstery nozzle; crevice nozzle; 
moth crystals and additional Toss- 
Away bags. “Whirl-Away” cord reel 
winds cord neatly around base of 
cleaner. 


Price: $99.95. 
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NORGE RANGE 
SALES 123% 








AHEAD OF 
LAST YEAR: 


That’s movement — and plenty of it! That’s how new, re-tooled, 
re-designed, re-priced NORGE ranges are selling since the day 
they made their first public appearance. What a success story 
for NORGE dealers! It’s today’s unbelievable-but-true story 
— proving again... nobody can do it like NORGE! 








A LEADER IN EVERY PRICE BRACKET ¢ ELECTRIC and GAS 


AUTOMATIC ELECTRIC RANGES NORGE GAS RANGES 


eed a 





MODEL G-241 MODEL G-141 MODEL G-238 MODEL N-2 
ogo ee f poe ay = oy Sodeet nna lad a Stoaset ice this 
t —new, func- u r eates u rice—this 
Sonal “Living Design.” to bottom. wi ol-reund gus venge bay model enly 20° across. 
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H ERE TH EY ARE ' Today’s most exciting, 


fastest-selling ranges. Years ahead in the features 
that make for clean, carefree, perfect cooking! 


MODEL E-413 Electric oo 
Norge DeLuxe Fully Automatic pulany stant St 


Electric Range $] 792 


@ Super-Rocket element—RED HOT in 20 seconds! Only Norge has it. 
@ Adjust-a-Lite—floods entire cooking surface. Only Norge has it. 
@ 2-Way Griddle Top—converts to work surface. 

















@ Tele-Vue Controls—cook by color. Only Norge has it. 

@ Blended Heat double ovens—almost 6 cu. ft. of baking capacity. 
@ Tilt-A-Bin Condiment Rack—exclusive with Norge. 

@ full-width storage drawer. 


@ Master Hi-Speed broilers—waist high. 


Gas range prices 
start at 


ose ge ™ , Ss. / , MODEL G-341 
> ¢ =~ Gayo = Norge DeLuxe Automatic Gas Range 

| @ Exclusive “Infinitro!” burners—tlimitless choice of accurate cooking heats. 

Coolest, most efficient cooking . . . easiest cleaning ever! Only Norge has it. 

@ 3-way top—griddle, bonus burner or work surface. Only Norge has it. 

-— @ Adjust-a-Lite—soft, glare-free light for cooking surface. Only Norge has it. 
| @ Balanced-Heat ovens—almost 6 cu. ft. capacity. 
| @ Smokeless speed-broiler—largest of any range. 
| @ Fully automatic—easy to preset, fool-proof. 


@ Visumatic Clock Control—fool-proof, automatic cooking made simple. 
Only Norge has it. 











—>—. 


They’ve got what it takes... AND THEN SOME! 


NORGE steals a march with the world’s newest, most -_——_—_— 
beautiful ranges! They've got what it takes to put NORGE 

dealers way ahead of competition. So—if you're not a me 
NORGE dealer you're just not doing the best you can. 

Better check your distributor on a NORGE franchise today! 

MEANS BUSINESS...GOOD BUSINESS  |Ménaaninad 


DIVISION OF BORG-WARNER » MERCHANDISE MART, CHICAGO 54 + IN CANADA: ADDISON'S LIMITED, TORONTO + EXPORT: BORG-WARNER INTERNATIONAL, CHICAGO 


ENGINEERING 
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CREATES A RADICALLY NEW ANTENNA! 


cpEDl® th - | 
jpe | 
Ks dest fll 
a : 


aie s ‘the 


RAINBOW 
antenna” 


SK for brilliant color or 
INCREDIBLE FEATURES! VK black and white 
| x i 


INCREDIBLE FACTS! 


S/N FIGURE OF MERIT * “ae 
— «SFD JET-HELIX—57.85% “eae MODEL bays UST 
aa JET 913s $550 
JET 9IZ S$ sac $5250 
JET 913 $-5 ‘Sicer’ $559° 
DO NOT CONFUSE WITH 


OTHER SIMILAR ARRAYS! 
THIS ANTENNA IS RADICALLY NEW! 





















THE JET-HELIX IS BETTER BY AN AVERAGE OF 44.5% Pe a 


d performance—highest 
cise! 
by JFD engineers! 


sumer advertising support 





mbled convenience— 
agree—here is the 





JFD MFG. CO., INC. 


BROOKLYN 4, NEW YORK 






OUTPERFORMS 
INTERNATIONAL DIVISION 


VHF —UHF 15 MOORE STREET NEW YORK CITY 
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ANNES GOW RAN 


Rat vonenger 
EN Pet cord 
‘otek 26H 


MANNING-BOWMAN 


Manning Bowman Div., 
McGrow Electric Co., 
Elgin, Ill. 


Device: Heat massager to relieve 
tired, aching feet. 

Selling Features: Has shape and 
slant of footstool; feet are placed on 
grill-type applicator specially con- 
toured to fit arch of foot, when heat 
switch is turned on, warmth flows 
up through louvers to stimulate 
blood circulation and relax feet, 
when massage switch is turned on, 
massage from twin motors joins 
with heat to relieve aches and pains; 
can also be used to massage back 
and shoulders by using a_ wall 
bracket packed with each unit; 
beige enamel finish with chrome 
erill and rubber feet. 


Price $19.95 





THe vy; 


IMFRA 
Stace 
eLecTan 






STIGLITZ Built-In Range 
Units 
The Stiglitz Corp., 


2007 Portland Ave., 
Louisville 3, Ky. 


Device: Stiglitz “Infra-Aire” line of 
built-in cooking tops and ovens. 

Selling Features: ‘‘Stack-on type 
ovens are available in 3 cabinet sizes 
to fit kitchen cabinets now being 
sold; suitable for installation with 
wood or steel kitchen cabinets; “‘in- 
sert type”’ slips snugly into cabinet 
with only a 4 in. clearance neces- 





sary all around cabinet. 18-in. 


ovens are fiberglas insulated, have 
3000-watt broil element and 2400- 
watt bake element, removable racks; 
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5 slides; white seamless procelain 
enamel interior. 

Cooking tops available in 2-ele- 
ment and 4-element units; may be 
arranged in multiple combinations; 
4-clement tops designed so ele- 
ments are grouped together in neat 
cluster; easy to install controls can 
be placed in any location top, front, 
back or side; 2-clement tops have 
one 2100-and one 1250-watt unit; 
4-element unit has two 2100’s and 
two 1250’s. 

Ovens and cooking tops come in 
white, gray, stainless steel, antique 
copper, brushed chrome plus a 
variety of colored enamels. 





PENNWOOD Clock 
Pennwood Numechron Co., 
Pittsburgh 9, Pa. 

Model: No. 300 Moderne. 
Selling Features: Plastic case in wal- 
nut, spruce or gray; gold finish 
metal trim; maroon plastic bookend 
base; Numechron self-starting “time 
at a glance” movement. 

Price: $10.95. 





NESCO Fan-Heater 


Nesco Inc., 

250 N. 12th St., 

Milwaukee 1, Wis. 

Device: Nesco Portable “Aireryte” 
fan-heaters. 

Selling Features: “‘Aireryte” auto- 
matic conditioner No. 541 operates 
on a thermostat that automatically 
keeps temperature at dial setting; 
operates as a 2-speed fan and air 
circulator when 1650-watt element 
is “off”; 12-dial selections available; 
satin finish reflector, rubber-tipped 
feet; adjustable to any position; 
mounts on wall, can be used as a 
table-top or hassock type fan-heater. 

Model 542 non-automatic, sim- 
ilar to automatic with snap-on 
switch to operate 2 speeds of fan 
heating. 

Model 543, a radiant heater ra- 
diates heat over a wide range; has 
no fan. All models are portable, op- 
erate on 110-volt 120 a.c.; have 
safety grilles and are styled by Ray- 
mond Loewy. 





1954 











SPEED QUEEN Washer 


Speed Queen Corp., 

Ripon, Wis. 

Model: Speed Queen A-16 ““Thrift- 
omatic’” semi-automatic washer. 
Selling Features: 2-cycle washer us- 
ing one cycle for washing operation 
and the other cycle for rinsing; 
washer is filled manually for wash, 
and also filled manually for rinsing; 
water temperature must also be 
regulated manually, beyond that op- 
eration is automatic; 9 Ibs. dry ca- 
pacity; consumes 14 gal. hot and 
approximately 14 gal. cold water; 
features include fluid drive arc-uate 
drive transmission; over flow agi- 
tated rinse; flexible operation—con- 
trols designed so operator may stop 
and start at any point during cycle; 
other features include Speed Queen 
bowl-tub and agitator washing prin- 
ciple. 

A portable suds-saver No. GR 
for use with any Speed Queen auto- 
matic washer is also announced; 110 
volts, 60 cycles a.c. 





MIMAR Fan-Heaters 


Mimar Products Inc., 

138 Spencer St., 

Brooklyn 5, N. Y. 

Models: MP-300 Starflector; MP- 
205TC fan-forced heater. 

Selling Features: MP-300 Starflector 
twin air circulator; flip of switch to 
“cooling” starts the silent 10-in fan; 
when switched to “heat” the fan 
slows down, and heating coils pro- 
vide radiant, gentle flow of warmth; 
adjustable in all directions; 1600- 
watt heating element delivers 500 
cfm on “heat”; on “cooling” 1040 
cfm. Baked enamel finish, chrome 
trim. 

MP-205-TC thermostatically con- 
trolled fan forced heater; thermostat 
permits selection of amount of heat 
desired and automatically controls 
output by going on and off without 









switch 


safety 
automatically shuts off current if 
heater is overturned accidentally; 
shaded pole motor; 4-bladed 5-in. 
fan has 2950 rpm; 1600 watts; 
green enamel case with chrome 
trim. 


further attention; 


Price: MP-300, $30.90; MP205TC, 
$28. 
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BROTHER Sewing Machine 


Brother International Corp. of N. Y. 

Div. of Brother Sewing Machine Mfg. 
Co. of Japan, 

122 W.. 27th St., 

New York City 


Device: Brother automatic zig-zag 
sewing machine. 

Selling Features: Makes hundreds 
of different fancy stitches automat- 
ically without a single attachment, 
just a twist of ‘“Select-O-Matic”’ 
dial; 6 permanent built-in discs and 
an additional seventh interchange- 
able disc; available as a portable or 
cabinet type model; blue hammer- 
tone or black finish. 

Price: $239. 





THOR Wringer Washer 


Thor Corp., 
2115 S. 54th Ave., 
Chicago 50, Ill. 


Device: Thor wringer washer No. 
552. 

Selling Features: 9-vane super ag- 
itator of black Bakelite produces 
gentle washing action; large capac- 
ity all porcelain tub; 9 Ib. dry 
capacity; 19 gal. water capacity; 
available with or without Thor 
Electro-Rinse high-speed non-clog- 
ging pump operated by washer mo- 
tor which allows operator to wash 
and rinse without rinse tubs. 
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CAPITOL Rotisserie-Broiler 


Capito! Products Co., Inc. 
Winsted, Conn. 


Device: Capitol combination rotis- 
serie and broiler, No. 71. 

Selling Features: Barbecues, Broils, 
Roasts, grills, frys, toasts; motor 
automatically rotates spit for quick 
even heat; holds up to 8 Ib. roast 
or 6 lb. chicken; splatter shield; 
spit easily removed for broiling; 
3 broiling positions; large grill-top 
surface 9x14 in.; 1320 watts, a.c. 
only; weighs 20 Ib.; additional hot 
dog skewer extra. 





SETH THOMAS Clocks 


Seth Thomas Clocks Div., 
General Time Corp., 
Thomaston, Conn. 


Model: “Poise” electric alarm clock 
Selling Features: 18th Century de- 
sign available in burgundy or green 
leather case with hand tooled, gold 
leaf design; polished brass feet; 52 
in. high and wide; 24 in. deep; dial 
3% in. 

Price: No. 521 burgundy, No. 522 
green, $22.50 plus tax. 





CAMCO Pop-0-Matic 


Camco Products Inc., 

12th & Licking Pike, 

Newport, Ky. 

Device: Pop-O-Matic corn popper. 
Selling Features: Available in 2 
models—a 2-qt. deluxe model which 
is copper colored with ivory handles 
and legs; and Super Pop-O-Matic 
4-qt. model also in copper color 
with ivory handles and legs. 

Prices: 2-qt. $12.95; 4-qt. $16.95. 
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SESSIONS Clock 


The Sessions Clock Co., 
Forestville, Conn. 


Model: ‘““Tea Time” kitchen clock 
No. 7-TK-69. 

Selling Features: Ceramic case with 
glazed-on colors (white, red, yellow, 
green, blue, brown, sand); raised 
white numerals and exposed hands; 
charcoal hands and numerals on 
white case; Cordklamp conceals ex- 
cess cord; 5-in. diam. dial; brass 
sweep second hand. 





HANKSCRAFT Egg Cooker 


The Hankscraft Co., 
Reedsburg., Wis. 


Device: Hankscraft automatic egg 
cooker No. 300. 

Selling Features: Automatically 
boils, poaches, scrambles,  shirs 
eggs in live steam; unit requires 
only small amount of water, when 
water is gone unit shuts off; scram- 
bling pan included may be used as 
chafing dish etc. Complete unit 
consists of a boiling tray, scram- 
bling pan, 4-dish poaching tray and 
a 72-in. cord. 





MITCHELL Air Conditioner 


Mitchell Mfg. Co., 

2525 Clybourn Ave., 

Chicago, Ill. 

Device: Mitchell residential air con- 
ditioner. 

Selling Features: Cools a 5, 6, or 
7-room home; 3 h.p., water-cooled 
unit attaches to existing ductwork; 
controlled automatically by heating 
thermostat; unit includes hermet- 
ically sealed compressor with hy- 
draulic expanding evaporator tubes 
for greater heat transfer; water- 


cooled condenser; entire unit meas- 
ures 22 x 20 x 62-in. and includes 
a blower wheel, fan and plenum 


chamber. 





FRIGIDAIRE Add-On 
Air Conditioners 

Frigidaire Div., 
General Motors Corp., 
300 Taylor St., 
Dayton, 1, Ohio 
Device: Compact Frigidaire add-on 
air conditioner AST-200. 
Selling Features: Can be installed 
in conjunction with almost any 
forced air furnace; available in 2, 
3, and 5-ton capacity sizes; for 
older homes or new construction; 
fabricated to be installed as a com- 
plete unit or in sections; steel side 
panels can be removed, coil and 
fan section lifted from top of com- 
pressor section and installed sepa- 
rately; can be placed in basement 
next to furnace, utility room or 
ittic. 





BURNHAM Aijir Conditioners 


Burnham Corp., 

Irvington, N. J. 

Device: Bumham ‘“Hide-Away” 
central air conditioner for cooling 
and Burnham Base-Ray radiant 
baseboards for winter heating. 
Selling Features: ““Hide-Away” unit 
tucks out of sight in attic, base- 
ment or utility room, distributes 
cool air to rooms where it is de- 
sired; requires no water, and in 
many instances, such as in |-story 
dwellings with central hall, duct 
work is not needed; 3 models avail- 
able from 2-room to 6-room Ca- 
pacity. 

Base-Ray Radiant baseboards 
provide “Magic comfort of hot 
water heating” and are installed 
along outside walls supplying ra- 
diant heat to warm lower portion 
of room, at the same time they 
supply plenty of hot water for 
kitchen, laundry and bath. 








McLEAN Attic Fan 


McLean Engineering Laboratories, 
Box 531 
Princeton, N., J. 


Device: McLean VT-20 vertical dis- 
charge attic fan. 

Selling Features: Designed for 
ranch style home having living 
space floor area of 1000 sq. ft. or 
less with ceiling joists on 24 in. 
centers. Fan and shutters (20x27 
in.) can be installed without cut- 
ting ceiling joist. Flexible steel 
frame; rubber mounted main bear- 
ing and motor; built-in soft rub- 
ber vibration absorbers; ‘Torrington 
blades; balanced pulleys; deep 
drawn steel orifice for maximum air 
flow, isolated from frame for quiet 
operation; permanently lubricated 
ball bearings. 


oe 


te 
aa 





MOTO-MOWER Mowers 


Moto-Mower Co., 
Sub. Detroit Harvester Co., 
Richmond, Ind. 


Models: 10 models in reel and ro- 
tary types in 1955 line. 

Selling Features: “Constellation” a 
self-propelled rotary mower (shown) 
with 21-in. cutting width has 
streamlined styling, French grey 
with red engine and wheels; 3- 
speed automotive type synchro- 
mesh transmission provides a “walk- 
ing speed” for ordinary mowing, a 
“creeping speed” for tall grass and 
a “free-wheeling” speed for use with 
engine disengaged for trimming 
around flower beds etc.; Dial-a- 
Matic cutting height adjustor has 
5 positions with a cutting height 
range from | to 3 in.; new-type full- 
floating, shock-resisting handle can 
be moved to straight upright posi- 
tion; finger-tip aircraft-type con- 
trols; black rubber handle grips. 
“Corsair” a companion to “Con- 
stellation” is a deluxe upright 
identical to Constellation but not 
self-propelled; both models have 
dual discharge ports—front and side; 
removable front guard. 

Price: From $59.95. 
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“Moderne”, 3 colors, Model 849T “Futura”, 4 colors, Model 859T— " ytimer", 4 colors, Model 


Sleep 
—New styling, Telechron clock Smart design; Telechron clock, 657T—Proved best-seller; Tele- 
and timer, 4 miniature tubes in- appliance outlet. 5 tubes includ- chron clock-timer; buzzer 
cluding rectifier. Ivory, Green, ing rectifier. Ivory, Green, Coral, 1100-watt appliance outlet. Pye 
Sandalwood, $27.95 Model 848T, Sandalwood, $32.95, Model 858T, including rectifier. Ivory, Green, 
Rosewood, $24.95 Rosewood, $29.95 Coral, Sandalwood, $39.95 


Popular Portables in 12 choices, $22.95 to $44.95 





“Gypsy”, 3 colors, Model 746P— “Personal Pal” 3 colors, Model Po canny v Hh 3-way ble in 3 
Battery portable with goldtone 747P—Battery portable with colors, Model 854. pe bat- 
metal grille; 4 miniature tubes for mechanical clock; long-life battery teries, AC or DC; 4 tubes plus 
long battery life. Arvin Magne- circuit; 4 miniature tubes. Magne- selenium rectifier: Shchetianame 
tenna. Maroon, Jade, Tan. ‘Lowe tenna. Maroon, Jade, Tan. Less Alnico Red, Aqua, Cin- 
batteries, batteries, $27.95 namon. batteries, $37.95 


Table Models in 32 rene, oer to $64.95 


ALL SIGNS POINT TO A GREAT 





Arvin Radios are top holiday gift items. It’s time now to make 
es! = for a full showing of models and colors—in a com- 

price range to suit every customer. It’s America’s most 
Diftable line—61 choices, priced from $12.95 to $64.95! Punchy 
selling help, too—national advertising, free newspaper mats, 
striking displays, spot announcement copy—to help make this 
your greatest Arvin Radio Christmas! Better order now! 


“Nocturne”, 4 colors, Mode) 857T 
—The latest! Telechron clock- 
timer, 1100-watt appliance outlet, 
many extras. 5 tubes including 
rectifier. Ivory, Green, Ebony, 
Sandal $44, 





“Vacationer” 3-way ble in 3 
sesasn AX or Ci soup teeamee 
or ; sturdy luggage- 
type case. 4 tubes plus selenium 
rectifier. Brown 





2====- 
“Favorite’’ Model 842T— “Rainbow” in 6 colors, “Collegian” in 6 colors, “Cosmopolitan” in 3 colors, “Polonaise” FM/AM in 4 


Price leader in ivory with Model 840T—Coral, Green, Model 741T—Coral, Ivory, Model 855T—New style, colors, Model 780TFM— 
beige controls; AC/DC su- Ivory, Citron, Cherry, Cherry, Citron, Green, Tan; gold-plated pointer, dial Ivory, Green, Tan, Rose- 
perhet in shatterproof cab- Sandalwood. Shatterproof AC/DC superhet in plastic light. 5 tubes including rec- wood; 8 tube straight AC 
inet. 4 tubes including cabinet. 4 tubes including cabinet with built-in Mag- tifier. Ivory, Green, San- circuit; dual antenna sys- 
rectifier. Fine for kids. Big- rectifier. AC/DC superhet. netenna. Lucite dial. 4” dalwood, $27.95. Model tem. Lighted dial. Today’s 
set tone quality. $12.95 Amazing tone. $15.95 speaker. $1795  851T, Rosewood, $24.95 biggest FM/AM value,$64.95 


Other table models not illustrated: No. 853T—5 tubes*, 5 colors, $19.95 and $22.95. No. 760T—6 tubes*, 
4 colors, $36.95. No. 751T—5 tubes straight AC, genuine mahogany or limed oak cabinet, $54.95 and $57.95. 


RADIO & TELEVISION pivision Arvin INDUSTRIES, INC. co.umsBus, INDIANA 


“Including Rectifier tube 
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SCHICK Shaver 


Schick Inc., 
45 Garden St., 
Stamford, Conn. 


Model: New Custom Schick shaver. 
Selling Features: New super-honed 
shearing heads for closer shave; new, 
more powerful motor; streamlined 
design by Carl Otto; 2-tone color 
scheme; grid pattern sides make for 
slip-proof grip; cordovan and gold 
Caddy case suitable for bathroom 
shelf or suitcase. 


Price: $28.95. 





LAU Window Fan 


Lau Blower Co., 
Dayton, Ohio 


Model: Lau 20-in. window fan. 
Selling Features: Unit consists of a 
20-in. direct-driven blade, mounted 
in venturi frame with white finger- 
proof guard on front; permanently- 
attached spacer panels adjustable 
for windows from 30 to 384 in.; 
3-speed control; only 5-in. deep; it 
can be attached to and sash window 
or similar opening and will not in- 
terfere with curtains or draperies; 
baked green enamel finish; 3 speeds 
provide 1460 cfm at low; 2220 cfm, 
medium and 2500 cfm high. 


Price: $49.95. 









i 
+ Seabed «ert 
SHETLAND Polisher 
The Shetland Co., Inc., 
Lynn, Mass. 
Model: Shetland Imperial floor 
polisher. 
Selling Features: Styled for mod- 
ern living; duo-tone turquoise fin- 
ish, chrome yoke and French grey 
rubber trim and cord; streamlined: 
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heavier than previous models, pro- 
viding extra power for heavy-duty 
jobs; comfort-grip handle gives 
easier guidance; new type positive 
handle lock; complete package in- 
cludes 2 scrubbing brushes, 2 
polishing brushes, 2 lamb’s wool 
buffing bonnets in a stora-chest. 





LONERGAN Oil Heaters 


Lonergan Mfg. Co., 
704 N. Clark St., 
Albion, Mich. 


Models: New line of oil burning 
home heaters. 

Selling Features: Rancher, Fireside 
and Custom models feature auto- 
matic electrically operated thermo- 
stat, also “carpet of warmth” blower 
as optional equipment; Mini flame 
pilot permits remote thermostatic 
control from anywhere in home; 
oval flame bummer gives more heat 
per gal.; heat saver baffle system to 
hold heat longer. Rancher with 
3-gal. fuel tank has 1-2 room capac- 
ity; Custom with 5 gal. fuel tank in 
2 sizes for 2-4 or for 3-5 rooms; 
Fireside, with 8-gal. fuel tank im 2 
sizes—for 4-6 and 5-6 rooms. 
Prices: From $69.95. 


a ae 
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oo 
WOMAN'S FRIEND Washer 


Central Rubber & Steel Co., 
Findlay, Ohio 


Model: Woman’s Friend washers 
No. 54-M and 54-MP. 

Selling Features: Streamlined de- 
luxe model has 10 Ib. capacity por- 
celain tub; Lovell pressure cleansing 
wringer with push release bar, 
chromeplated drain boards; 4 h.p. 
G-E or Westinghouse motor; Du- 
Pont Dulux finish with rust resist- 
ant Epon base coat; “‘easy-to-clean” 
pump on 54-MP; aluminum agita- 
tor with detergent-resistant Velva- 
glaze finish; cast iron and steel cut 
gears in transmissions and wringer 
heads. 


2 





PRYNE Ceiling Heaters 


Pryne & Co., 
142 N. Towne Ave., 
Pomona, Calif. 


Device: Pryne infra-red ceiling 
heater. 

Selling Features: Employs radiation 
from heat lamps, directs heat rays 
from ceiling to floor; suitable for 
bathrooms where wall space is lim- 
ited; available in 1-lamp and 3-lamp 
units with chrome or painted fin- 
ish; no reflector, no fan or motor; 
accommodates R-40 infra-red lamps. 


4 ts A ee 


; 


f 
F & W Water Softener 


Flint & Walling Mfg. Co., Inc. 
Kendallville, Ind. 


Janecosenaces 
———— - 


Device: “Miracle Crusader” water 
softener. 

Selling Features: Available in 4 sizes 
from 350 to 800 gph flow rate in 
manual or automatic regeneration; 
capacity ranges from 36000 to 130,- 
000 grains; one complete unit; 10 
gauge copper bearing steel galvan- 
ized inside and out; only one con- 
trol handle; Zeolites sealed in. 


Foreign Made 





KNIT-KING Hand Knitter 


Knit-King Corp., 
250 Park Ave., 
New York, 17, N. Y. 


Device: Knit-King hand knitter, 
No. 4000. 





Selling Features: Invented in Switz- 
erland, made in West Germany, 
the Knit-King unit turns out regu- 
lar hand knitting up to 164 
stitches wide (32 in.) at rate of 
4000 stitches a minute. Comprises 
164 tempered steel, standard latch- 
type knitting needles; hand slide 
with 1-to-10 tension control has 
same effect as changing needle size; 
automatic row counter; needle num- 
bers for counting stitches at a 
glance; rubber feet hold unit on 
flat surface without clamps; steel 
frame; automatic latch-opening de- 
vice prevents dropping stitches; in- 
struction book included; weighs 13 
Ibs.; does basic stockinette stitch 
“with every imaginable variation.” 


Price: $149.45. 





SEABREEZE Fan 


John W. Walter Inc., 

U. S. Representative, 

37-08 Northern Blivd., 

Long Island City, 1, N. Y. 

Device: Seabreeze oscillating fan. 
Selling Features: Made by Audio 
Tool & Eng. Ltd., Toronto, Can- 
ada; 10-in. fan has 4 vertical vanes 
moving inside a completely en- 
closed, stationary housing—new 
type oscillating-drive mechanism 
has jamproof clutch; fine mesh grill 
protects blades without impeding 
airflow; rubbermounted for quiet- 
ness; tilts and automatically locks 
at any angle; plastic housing in 
green finish. 

Price: $19.95. 


Non-Electric 





PRESTO Pressure Cookers 


National Presto Industries Inc., 

Eau Claire, Wis. 

Device: Presto improved pressure 
cookers, + and 6 qt. capacities. 
Selling Features: Handle incorpo- 
rates a “Cooking Guide”’ listing a 
variety of foods prepared in pres- 
sure cooker; Pressure True Indi- 
cator has been redesigned; auto- 
matic air vent has metal plunger 
centered in plug which automati- 
cally exhausts air in cooker when 
cover is placed on body and indi- 
cator is placed on cover; plunger 
drops down when cooker is cooked 
and acts as an anti-vacuum release. 
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G.E.opens up a rich new sales field for you with 
a brand-new kind of automatic bed cover 








G. E.’s beautiful new Slumber-Cover is 
“made to your order’ as a real business- 
getter: an automatic bed-cover with the 
sales punch of the G-E name, the peace of 
mind of G-E Sleep-Guard (the same circuit 
that distinguishes the G-E Automatic Blan- 
ket)—all at an easy-to-sell price! 


Slumber-Cover is a revolutionary new idea 
for year-round automatic sleep-comfort! 
Single-bed size retails for $34.95.* Double- 
bed size, $37.95.* Dual-control model, 
$47.95.* Just 2 perfect colors—Rose Pink 
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FEATHER-LIGHT 


G-E Slumber-Cover 


WITH SLEEP-GUARD 


to retail >. $3495 





Twin-bed size 


and Turquoise—so you can stock a COM- 
PLETE LINE OF SLUMBER-COVERS FOR AN 
INVESTMENT OF ONLY $88.64! 


Slumber-Cover will be a natural for 
Christmas giving so don’t delay. 
Stock up NOW! 


* Manufacturer’s recommended retail or Fair Trade 
price. {Suggested dealer price. 


Progress /s Our Most Important Prodvet 


GENERAL @® ELECTRIC 
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DRYERETTE, JR. 


The 





LARGEST 


PAGE 


SEE THESE 


MANUFACTURER OF DRYERS EXCLUSIVELY 


LITTLE DRYER 








FEATURES: 


Two-washer load capacity 
Fast and low cost drying 
Automatic controls 

Very low priced 

Rugged, compact construction 


Permanently attractive green 
Plextone® finish: 
can be furnished white to order 


Ideal for coin-metered operation 


Ask for the whole story on the Dryerette, Jr. 
Hoyt Manufacturing Corp., Westport, Mass. 


there’s no bargain like the 


The Amndnea Side 


Today you can buy ANDREA for practically the 
same amount you'd pay for the lowest priced sets. Yet, 
you'll be selling one of the highest quality TV sets. 


ANDREA TV is trouble-free.* Add to this, many other 
exclusive features and you'll have the perfect ingre- 
dients for successful selling and greater profits. 


% Genuine mahogany 
wooden cabinet 


%& 22 tubes (21” Picture Tube) 
%* Four If stages 
*% 41 MC Video If 


% 82 channels, UHF-VHF, 
one knob control 





Write today for complete information on the generous 
ANDREA franchise and see for yourself. 


ANDREA RADIO CORPORATION 
27-01 BRIDGE PLAZA NORTH, LONG ISLAND CITY, N.Y. 


*Independent surveys show that ANDREA television 
receivers average less than one service call per year. 
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UNIVERSAL Scale 


Landers, Frary & Clark, 
New Britain, Conn. 


Device: Universal health scale. 
Selling Features: Easy - to-read 
““Maf-nif-eye” dial eliminates stoop- 
ing; lightweight; low platform; tip- 
proof base; dial indicator easy to 
reset; available in 3 color combina- 
tions with contrasting rubber mats 
—white base with blue mat; green 
base with yellow mat; ivory base 
with green mat. 

Price: $7.95. 





NESCO Laundry Tub-n-Table 


Nesco Inc., 
250 N. 12th St., 
Milwaukee, Wis. 


Device: Nesco portable double 
laundry Tub-n-Table. 
Selling Features: White baked 


enamel body, light blue legs and 
trim; two 18-gal. galvanized tubes; 
comes complete with ready-use 
faucets for each tub; built-in wash- 
board; l-piece cover converts tubs 
to work table; hard rubber casters 
for easy moving. 





SAF-AIRE Gas Wall Heater 
U. S. Machine Div., 
Stewart-Warner Corp., 
Lebanon, Ind. 


Device: Saf-Aire gas wall heaters. 


NOVEMBER, 








NEW P RODUCTS ....» Non-electrics 


Selling Features: Any of 3 models 
can now be equipped with optional 
fan assembly consisting of a 7-in. 
5-bladed fan mounted on rubber; 
automatic control with adjustable 
range and necessary wiring includ 
ing an 8-ft. cord; kit can be in- 
stalled by removing bottom heater 
panel. Units are thermostatically 
controlled; sizes offer 14,000, 20,- 
000 and 30,000 btu. input. 





MAGIC CHEF Ranges 


Magic Chef Inc., 
1641 S. Kingshighway Blivd., 
St. Louis, 10, Mo. 


Models: 3 new Magic Chef gas 
ranges—one 30-in. model GR30LW 
and 2 39-in. models GRP251 and 
GRP80L. 

Selling Features: GR30LW big 
oven 30-in. range has a glass oven 
window; Red Wheel regulator; 
l-piece divided top uni-burners. 


39-in. deluxe models feature 
low swing (GRP251) and high 
swing (GRPS80L) broilers; back 


panels patterned after Golden Jubi- 
lee series; modern design. 


Briefs 





A new development in the auto- 
matic control of dehumidifiers in 
the home is the recently announced 
Bendix-Friez Humidistat. It per- 
mits more economical operation of 
a dehumidifier—stops and starts de- 
humidifier motor automatically— 
its humidity-detection element, at- 
tached to a small switch in instru- 
ment it senses any undesirable 
change in moisture content of room 
air; user can select desired operat- 
ing condition by adjusting a knob 
atop Humidistat. No extra wire or 
installation required; controls de- 
humidifier motors up to 1/6 h.p. 
Made by Bendix Aviation Corp., 
Baltimore, Md. Price $15. 
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that’s why your 


gas room heaters 





sell faster 


with automatic 





Honeywell Controls 








Honeywell Controls can also be purchased separately to fit 
any manual gas room heater models you have in stock. 
Just call your regular supplier or any of the Honeywell 
branch offices located from coast to coast. 
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today people expect appliances to be automatic! 













Order your heaters with these 


fine Honeywell Controls... 





V5151—New Modusnap Automatic Gas Valve 


Automatically combines “on-off” and modulating firing to 
provide more accurate temperature control! Prevents over- 
heating in mild weather, and conserves fuel by eliminating 
excessive on-off firing. This new dual-action thermostat- 
valve, when used with the C 586-C Honeywell Pilotstat, 
offers 100% safety control and manual shut-off. Suitable for 
all gases and most any type heater. ; 





V5163—Modulating Thermostatic Gas Valve 


Automatically keeps room temperatures at desired setting 
by modulating the flow of gas from full volume to a pre- 
set minimum flame. Built-in safety pilot provides 100% 
shut-off if pilot fails. 





V5140—Modulating Thermostatic Gas Valve 


For application on manually controlled gas heaters already 
equipped with 100% safety shut-off. 





Honeywell 


. 
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CBS-COLUMBIA Color TV 


CBS-Columbia Inc., 
3400 47th Ave., 
Long Island City, 1, N. Y. 


Models: 3 CBS-Columbia color 
sets 205C-3 table, 1 open-face con- 
sole, and 2, full door console. 
Selling Features: Big screen (205 
sq. in.) color receivers use CBS- 
Colortron “205” picture tube; 44- 
tube chassis; 6 controls—only 2 not 
found on standard black-and-white 
sets have been added: “Hue” which 
changes tints, and “Chroma-Bright- 
ness”, which changes amount of 
color in picture; other controls in- 
clude 82-channel tuner for UHF- 
VHF; _ horizontal-vertical hold 
knob, contrast knob, volume-tone 
control, and off-on knob. 
Columbia 360” hi-fi audio sys- 
tem with 2 speakers and 2 sound 
outlets is also included; receives 
black-and-white without adjusting 
controls: walnut cabinets by Paul 
McCobb. 
Prices: Table model $950; open 
face console, $1,000. and full-door 
console, $1,100. 








ZENITH TV-Radio-Phono 


Zenith Radio Corp., 
6001 W. Dickens Ave., 
Chicago 39, Ill. 


Modek: Waldorf TV-radio-phono 
combination No. R2391E. 

Selling Features: 21-in Cinebeam 
picture tube behind scientifically 
darkened safety glass dual speaker 
hi-fi TV sound system; separate bass 
and treble controls for TV and ra- 
dio phono; hi-fi Cobra-Matic record 
changer with stroboscope “speed- 
ometer’ continuously variable 
speed regulator from 10 to 85 rpm; 
dual needle tilt-type cartridge of 
barium titanate; l-mil diamond 
stylus for LP’s; ?-mil manufactured- 
sapphire for standard records; 45 
rpm spindle; limed oak cabinet with 
exposed oak solids; also available in 
mahogany. 


PAGE 160 








NEW PRODUCTS. .... rei 





RCA VICTOR Color TV Set 


RCA-Victor Div., 
Radio Corp. of America, 


Camden, N. J. 
Model: RCA 21-in. color TV re- 
ceiver. 


Selling Features: Equipped with 
RCA’s new 21-in color picture tube 
which provides 250 sq. in. picture 
area; “Color Equalizer” used in 
place of magnetic shield and rim 
coil minimizes magnetic field dis- 
turbances; simplified circuitry em- 
ploys 28 tubes including picture 
tube: draws less than 300-watts; 
covers all channels in UHF and 
VHF; new tube is lighter in weight, 
has new, shorter electron gun. 
wider deflection angle, making for 
more compact sets; improved 
shadow mask and mounting system 
gives good picture to edges of tube; 
brightness comparable to black- 
and-white. 

Price: “between $800. and $900. 








EMERSON TV Sets 
Emerson Radio & Phono Corp., 
111 Eighth Ave., 

New York 11, N. Y. 


Model: Emerson 21-in. table set 
No. 1100, 2100 set with matching 
base No. 1036 and 21-in. TV-phono 
console No. 1098. 

Selling Features: No. 1100 has a 
full-powered chassis and same cir- 
cuitry found in all Emerson stand- 
ard models; ebony cabinet. 

No. 1036 on matching base with 
casters; cabinet and base finished 
in mahogany or blonde veneers. 

No. 1098 TV-phono console has 
aluminized rectangular black 21-in. 
picture and an automatic, 3-speed 
record changer concealed in a re- 
cessed, easy-to-slide-out drawer. 

All models available in UHF- 
VHF at slightly higher price. 
Prices: No. 1100, $159.95; No. 
1036, $269.95; No. 1098, $299.95. 





SYLVANIA TV Sets 


Radio & TV Div. 

Sylvania Electric Products Inc., 
254 Rano St., 

Buffalo 7, N. Y. 


Models: Golden Vue “21” vertical 
chassis table set 511, and Penhurst 
open-face console 596. 

Selling Features: Golden Vue has 
photoPower chassis mounted ver- 
tically with newly-developed silver 
screen 85 aluminized picture tube; 
tuning controls and channel selector 
on side cabinet; available in grained 
walnut or mahogany. 








Penhurst, 24-in. console with 
HaloLight has Super-photoPower 
chassis with silver screen alumin- 
ized 85 picture tube; the new com- 
bination all-channel, UHF-VHF 
tuner available; mahogany or blonde 
Korina wood cabinet. _ 

Prices: Golden Vue, $169.95 in wal- 
nut and $179.95 in mahogany; 
Penhurst $399.95 in mahogany and 


$419.95, blonde. 








STROMBERG-CARLSON 
TV Set 


Stromberg-Carlson Co., 
Rochester 3, N. Y. 


Model: Courier, 1955 price leader, 
Selling Features: 21-in. table set 
in wood cabinet with mahogany 
Plextone finish and at. slightly 
higher price in hardwood veneers— 
mahogany, maple, walnut, bleached 
mahogany; aluminized 21-in. pic- 
ture tube; “power-plus” chassis with 
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23 tubes in VHF models and 24 
tubes in UHF-VHF models; afc 
and age; “‘out-front” flared elliptical 
speaker mounted behind pierced 
metal front grille in 21 series high- 
gain turret type tuner may be 
adapted for UHF by removing un- 
used VHF strips and substituting 
UHF strips; 22 series employs a 
continuous UHF-VHF all-channel 


tuner. 





ad 


MOTOROLA Radios 
Motorola Inc., 


4545 W. Augusta Bivd., 
Chicago 51, Ill. 


Models: 3 new radios 54X, 64X 
and 55C. 
Selling Features: 54X series features 
2 twin acoustically balanced 4-in. 
speakers and 5 tubes including rec- 
tifier; speakers are housed behind 
latticework grill; PLAcir chassis 
type printed circuit; large radial dial 
scale on mottled gold background 
has vernier tuning; mahogany, ivory 
or emerald green Bakelite cabinets. 

64X series has twin 54 in. speak- 
ers in vertical cabinet; 6 tubes in- 
cluding rectifier; phono jack; tone 
control; dial light; slide rule scale 
with vernier tuning, mahogany or 
emerald green Bakelite. 

55C series clock-radio has a slum 
ber switch; PLAcir chassis; 5 tubes 
including rectifier; appliance outlet 
and auto clock radio switch; avail 
able in mahogany, clover pink, 
white or mint green. 
Price: 54X, from $29.94; 64X 


$39.95: 55C, from $27.95. 





PACKARD-BELL Radio 


Packard-Bell Radio Co., 
12333 W. Olympic Blvd, 
Los Angeles, 64, Calif. 


Device: 3-way portable radio No. 
441. 

Selling Features: Ferrite-core an- 
tenna; available in black, red, blue- 
green, gray and tan; has planetary 
tuning dial; 4-tubes plus selenium 
rectifier; 4-in. speaker; plastic cab- 
inet with gold-plated grille. 

Prices: $34.95 in black; $36.95 


other colors. 
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steel kitchen cabinets 


color 
texture 
flexibility 


























Na Tracy’s practical, profitable answer to 





\ You satisfy every taste in kitchens 
without duplicate stocking 


Color and steel come together with walloping sales impact 
in the glamorous new Tracy Pic-A-Dor kitchen cabinets. 
yy With Pic-A-Dor you sell the lifetime beauty and service of 
steel cabinets . . . and at the same time offer more color, warmth, 
~ texture and decorating flexibility than any other 
v kitchen cabinet line. In fact, Pic-A-Dor cabinets blend 
\ with any decorating scheme . . . in any room! 


ar \. Sliding doors! 
v Customers choose their own door material! 
° “ a / 
\ They do-it-themselves! Think of it: 


The decorating flexibility . . . the sales potential o 





Pic-A-Dor sets you up to satisfy any taste in kitchens Pic-A-Dor Cabinets . . . plus the enduring charm ¢ 
from one line. Your customers specify the material they want stainless steel in the new Tracy Custom Series Sin 
in sliding cabinet doors. They have an endless choice. Popular Incomparable in beauty . . . convenience . . . 
peg board and glass will be available from the Tracy factory, durability. No other kitchen line even approaches 
pre-fitted for easy, do-it-yourself installation. Peg board the sales impact of this great Tracy combination! 
will be delivered complete with handles, ready for painting 
by the customer so that she can suit her own decorating ideas - 
« exactly. Or your customers can order an unlimited variety of 
a | suitable materials from any building supply house and have fF 





». the doors cut to size: Formica, Marlite, plywood, leatherette, ' a. ow Ss - 
fancy glass, plastics, metal, etc. Wallpaper and fabric coverings on == — — 
v plywood or masonite add a host of decorating possibilities. 


7 


\ Say adios to your inventory problems! eae 


The basic cabinets and handy display samples of door : 

materials are ail you need to be in business. 
NO need to stock six or more colors 

NO color-matching worries now or ever 

NO price premium for color 

NO waiting time for color 
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A-Dor profits in ’55 
The big build-up is under way now! 


| , ‘DOR featured Editor’s Kitchen 


at AGA October Convention 


| Fn DOR top billing at 


The Chicago Furniture Market 


| oe D OR featured in the AGA 


‘Parade of Kitchens’”’ at the National Home Builders Show 


| : ‘DOR spotlighted by 


national magazine publicity and gas utility displays 


> 230 522: 23. ~ =) © pu° DOR plenty of powerhouse advertising 


and promotion too hot to talk about 




















Ag? 
a y » ar 





cash in 
on a line that’s bound to create consumer excitement . . 


on a line that has natural sales appeal .. . 
on a line that provides the greatest flexibility ever . . . 


on a line that makes inventory beautifully simple. . . 
on a line that will be promoted for all it’s worth .. . 
on a line that guarantees profit without pain... 





| II1 get on the Tracy “mainline” to profits 
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h\ build your 1955 plans 


7 around Tracy’s exciting 


7 new PI -A-DOR cabinets 



























...around Tracy’s complete 









“mainline” kitchens 


You know the kitchen business is a good business and home equipment field! And when Tracy’s 
to be in . . . no service grief, no obsolescence, no “Mainline” Kitchens are YOUR main line—you 
trade-ins, a vast, unexploited market, no collec- can offer your prospects the largest array of 
tion or financing problems, long discounts—it packaged sink sizes in the industry; yet carry 
all adds up to the highest profits in the appliance the least amount of inventory. 














BIG things keep coming from Tracy! 











Tracy Kitchen Planner Tracy Pic-A-Dor 


ANYONE can make a beautiful kitchen plan in 15 HOTTEST kitchen merchandising idea in years. Never 
minutes with this remarkable kit. It’s far superior to before such sales flexibility . . . such sales appeal! 
any other planning method. Saves hours on every job- ; . ; 
and you leave a perspective drawing of the kitchen plan T'racy custom series stainless steel sinks 


with the prospect! 
— NEWEST, most beautiful sink line in all America! 
Nothing approaches it in features, quality, beauty. 









Tracy ‘‘Creative Kitchens’’ Trailer 
GREATEST showroom on wheels. . . traveling from AND IT’S ONLY THE BEGINNING 









town to town ... whipping up buy-now interest in the ; ; ; ; Se 
o-% Tracy line. Three of the smartest, newest kitchens Tracy is going places with fresh, ee ideas that 
ever put together... every woman will want to see stir up plenty of sales-action. Pic-A-Dor! Completely 












new sink designs! Sparked-up styling in Tracy’s regular 
line of wall and base cabinets! Finest sales helps in the 
business! They’re all yours with Tracy to put you on 
the main line to big kitchen profits! 


this rolling exhibit of modern kitchen-planning ideas! 









X-6254—ED EM 
MAIL THIS COUPON TODAY 
Valuable franchises available 


Tracy Kitchens Division, Edgewater Steel Corp. 
P.O. Box 1137, Pittsburgh 30, Pa. 


We would like to have more information on Pic-A-Dor and the other 
big things coming from Tracy. We are: distributors [] dealers () 


Whether you’re in the kitchen business 
or just thinking about at— 

come on along with the big things 
coming from Tracy. 























X6254-175M-10 
Printed in U.S. 












RCA VICTOR Clock-Radios 


RCA Victor Radio & Phono Div., 
Rario Corp. of America, 
Camden, N. J. 


Models: Slumber-King and ‘“Deb- 
onaire’”’. 
Selling Features: Slumber-King 
clock radio (shown) features “Pre- 
Set” mechanical device which 
makes it possible to pre-set the 
radio to a station and volume level 
without interfering with normal op- 
eration even though tuned to 
another station—in other words, at 
a preselected time the radio will 
automatically switch to selected sta- 
tion and volume level; ‘‘Pre-Set”’ 
system was developed by RCA; 
Westclox provided the clock mech 
anism. Other features in Slumber 
King include slumber — switch, 
“wake-up-to-music”; buzzer alarm; 
appliance outlet; phono-jack and 
tape recorder outlet. “Rim-O 
Matic’”’ selector, a clear plastic lens 
covers the clock-face, turns to con- 
trol the instruments functions in- 
stead of push buttons and knobs; 
black and grey or black and beige. 
Debonaire clock-radio duplicates 
Slumber King in style, but does not 
include ‘“Pre-Set’”’. 
Price: Slumber King, 
Debonaire, $49.95 


$59.95: 


——d 


RCA Victor Hi-Fi Phonos 


RCA-Victor Diy. 
Radio Corp. of America, 
Camden, N. J. 


Device: RCA Victor hi-fi 45-rpm 
table phono No. 45HY4, and a 
Hi-Fi Victrola ensemble 3HES5SC. 


Selling Features: Both models 
have 8-in. Olson-design curvilinear 
speaker and amplifier; table model 
housed in compact, lid-type maroon 
plastic cabinet. 

Hi-fi “Victrola” phono ensemble 
designed to deliver sound through 
a 2-speaker system installed in con- 
solette base and a third speaker in 
phono itself; a 3-speed automatic 
record changer; Contemporary, ma- 
hogany or limed oak wood cabinet. 
Price: Table model $69.95. Ensem- 
ble, $159.95, mahogany, $169.95 
limed oak. 


NEW PRODUCTS .. . Radios & Hi-Fi 


FADA Radios 


Fada Radio & Electric Co., Inc., 
525 Main St., 
Belleville, N. J. 


Models: New Fada radio line in 
cludes Fada clock radios, 200 series; 
“Deluxe” table models (550 and 
660 series) and “lightweight” port- 
ables (P86 series). 

Selling Features: Clock radios avail- 
able in ebony and silver; maroon 
and gold or ivory and gold. 

550 series has 5-tubes available 
in ebony, walnut or ivory; 660 
series has 6 tubes, available in 
ebony and silver, maroon and gold 
or ivory and gold. 

Portable battery sets also avail- 
able in above three combinations. 
Prices: From $19.95 for 550 in 
ebony. 


DECCA Phonos 


Decca Records, Inc., 
50 W. 57th St., 
New York 19, N. Y. 


Models: + new phono models DP- 
+77, DP-476, DP-438 and DP-230. 
Selling Features: DP-477, 3-speed 
portable has a heavy duty Alnico 
5-PM speaker; 1-tube plus rectifier 
chassis; 3-speed motor with new 
“off” position; lightweight arm with 
Astatic turnover cartridge, 2 needles 
weighs 9lbs; brown alligator cabinet 
with light brown ostrich. 

DP-476, 3-speed portable has a 
4x6-in. eliptical front speaker; chas- 
sis has 2 tubes plus rectifier; full 
range volume and tone controls; 
3-speed motor; lightweight Astatic 
arm with weatherproof ceramic 
turnover cartridge; 2-tone brown 
cabinet with gold mesh grill; weighs 
114 Ibs. 

DP-438, has VM changer with 
automatic shut-off after last record; 
2 tubes plus rectifier; separate tone 
and volume controls; Alnico 5 
speaker; Sonotone ceramic cart- 
ridge; brown stripe cabinet with 
cream center band; weighs approx- 
imately 17 Ibs. 


DP-230, 3-speed automatic hi-fi 
phono has two 6-in. hi-fi Alnico 
speakers; 4 tube straight AC push- 
pull amplifier with inverse feedback; 
3 controls for volume, bass and 
treble; 30-15,000 cps frequency re- 
sponse; automatic VM _ changer 
with shut-off feature; hi-fi ceramic 
cartridge; dark brown stained wood 
in grained pattern, gold mesh speak- 
er grill; weighs 30 Ibs. 

Two wrought iron phono tables 

are also available (T-1 and T-2). 
Both feature a record rack. 
Prices: DP-477, $29.95; DP-476, 
$39.95; DP-438, $54.95; DP-230, 
$99.95 ($2.95 extra for 45 spindle) 
on last two models. Tables $9.95 
and $11.95 respectively. 


SYLVANIA Radio 


Radio & TV Div. 

Sylvania Electric Products Inc., 
254 Rano St., 

Buffalo 7, N. Y. 


Model: Recital deluxe table radio 
No. 5184, one of 4 new table radios 
in 1955 line. 

Selling Features: 3-dimensional 
front with concave grille of metal- 
lic gold; large cabinet acts as sound 
box; available in ebony, ivory, red 
and green. 

Price: $24.95 ebony; $26.95 for 
other colors. 


STEWART-WARNER 
Hi-Fi Phonos 


Stewart-Warner Corp., 
1826 Diversey Pkwy, 
Chicago 14, Ill. 


Models: 3-speed hi-fi automatic 
consolette No. 600 and a portable 
hi-fi No. 980. 

Selling Features: No. 600 features 
an Alnico hi-fi 4-in. tweeter and an 
8-in. bass reflex speaker with over- 
size 6.8 oz. magnet; separate bass 
and treble controls provide varia- 
tion in tonal balance; 3-speed auto- 
matic changer equipped with G-E 
electric magnet reluctance cartridge 
and twin sapphire styli. 


Portable model 980, has 3-tube 
plus rectifier, push-pull amplifier 
with harmonic distortion of less 
than 1 percent; 2 heavy duty, wide- 
range corner-mounted speakers and 
separate bass and treble controls; 
portable carrying case has split-lid 
styling with grille openings recessed 
on both sides; ginger colored Pry- 
roxily coated leatherette cover. 


Price: No. 600, $199.95. 


ZENITH HI-FI Phonos 


Zenith Radio Corp. 
6001 W. Dickens Ave., 
Chicago 39, Ill. 


Models: Zenith portable Super- 
Phonic, HFR-16, Sonata HFR20E 
and Mozart HFR21R. 

Selling Features: Super-Phonic port- 
able has Cobra-Matic record 
changer in special metal clamps 
with tone arm anchored in leather 
holds for carrying 40-15,000 cps 
frequency response; continuously 
variable speed control from 10 to 
85 rpm and built-in stroboscope 
permit turntable speeds of 78, 45, 
334 or 16% rpm; switch-operated 
dual needle cartridge; 1-mil stylus 
for LP’s and 45 rpm; 3-mil for 78 
rpm.; separate base and treble con- 
trols; wood cabinet ginger-color 
vinyl coated fabric; carrying handle, 
reelaway cord, a.c. only. 

Sonata, hi-fi phono console has 
40-15,000 cps response; Cobra- 
Matic record changer; built-in strob- 
oscope; infinite baffle total sound- 
enclosure; switch operated dual 
needle cartridge; separate bass and 
treble tone control; 45 rpm spindle; 
limed oak cabinet; beige saran 
panels. 

Mozart hi-fi phono console; Co- 
bra-Matic record changer; built-in 
stroboscope; continuously variable 
speed control; infinite baffle sound 
enclosure; switch-operated dual 
needle cartridge; separate bass and 
treble tone controls; 45 rpm spin- 
dle; mahogany cabinet, brown saran 
fabric front panels. 

Prices: Portable, $139.95; Sonata 
and Mozart, $229.95. 
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The Record Speaks for Itself: In Big 


WASHER DEALERS BOOM 


x 
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Traffic up 30% . . . demonstrations up 50% . . . Apex sales up 
38%, even in the competitive New York market! These are the amaz- 
ing results when the Bressner chain puts Tide to work with: (1) a free 
box of Tide to everyone watching the Apex demonstration; (2) a year’s 
supply of Tide with every Apex purchased. Free display material, 
shipped with each Tide order, is used to build attention-getting 
window and in-store displays. Women find the Tide offer too good 
to pass up and throng into the store. Demonstrating with Tide, 
Bressner Stores get top performance, and prospects turn into cus- 
tomers when they see the dazzling clean Tide wash. 











Another Whirlpool sold! The Young Heating Co. increases sales 
400%, traffic and demonstrations 100%, skillfully utilizing free display 
material—convincing evidence of Tide’s ability to boost traffic and 
clinch washer sales. For good reason, too, because nothing else will 
wash as clean as Tide, yet is so mild—no washday soap, no other 
detergent known, and that includes the sudsless products. No wonder 
washer dealers coast to coast have racked up phenomenal increases 
using the Tide Premium Plan. Why don’t you tie in with Tide and 
let its powerful appeal increase your traffic, demonstrations and sales? 
Mail the coupon today and put Tide to work for you. 





THIS IS THE TIDE PLAN... 
it Worked Coast to Coast — It Can Work for You! 








Here are the terms: As a dealer, you can get 
Tide at the regular Procter & Gamble Sales 
Department prices* less a special advertising 
allowance of $1.75 per case (net cost to you 
approximately $5.25 per case—minimum order 
5 cases). And, with your Tide, you also get a 
colorful free display kit imprinted with the 
name of any washer brand you designate. In 
return, you agree to use all of the Tide you 
order in any or all of the following ways: 


1. Use Tide for bonus offers—offer a supply 
of Tide with the purchase of a washer 
(minimum offer % of case per washer sold). 


2. Use Tide to build traffic—offer a box of 
Tide to each prospect who comes in to 
watch a washer demonstration. 


3. Use Tide for demonstrations—get top 
performance from your washers. Tide gives 
you a dazzling clean wash... leaves no soap 
film. Laboratory tests prove it! 


You also agree to feature Tide merchandise 
offers in your advertising and to display the 
Tide packages with your washers. 


*Prices subject to change without notice. Shipped 
C.O.D., freight prepaid. Offer good only in Continen- 
tal United States (including Alaska) and Hawaii. 
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A Product of 
Procter & Gamble 


Towns and Small, Month After Month... 


1} WITH TIDE PREMIUM PLAN! 


Ww 







Seen eianienmememandl 


a BIG supply of Tide F ra 


hichinatonr 
ASHER re 
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> “CS mi 
les 250% boost in Kelvinator sales at Sunset Appliance. Demonstra- 854 Maytag washers sold in 60 days by Price’s, Inc. to establish 
lay tions and traffic boosted 150%! Monthly sales up from 8 to 28 washers. new world’s record mark. Demonstrations and traffic increased 100%. 
ind 
vill 
her 100% increase in annual Norge volume—Praeger Hardware, San Antonio, 
der -.-and from coast fo coast Texas . . . Speed Queen sales zoom 300% —Anderman’s Furniture Co., 
. : Ottawa, Ill. . . . 320% boost in Frigidaire sales—Jenkins, Inc., Memphis, 
Ses x 
and come other enthusiastic reports Tenn. . . . 147% jump in Thor sales— King Hardware Co., Atlanta, Ga. . . . 
les? like these s 783% more Speed Queen sales— Rhodes, Inc., Mobile, Ala. . . . Norge sales 
soar 300% — National Furniture Co., Charleston, W. Va. . . . Maytag sales 
ey increased 140% —Shaker, Travis and Quinn, Inc., Poughkeepsie, N. Y. 


CLIP COUPON BELOW—ORDER YOUR TIDE TODAY! 
Se SS SS ES SS SS SS SS SD SD SNES GS ND GED ERED SY GENES SERED SHEE GD ED ED GENED ENED ENDED nD SD cD ce am 4 
e Box A 
Tide Home Laundering Bureau 
1117 Enquirer Building 
Cincinnati 2, Ohio 


Please arrange to have shipped to us____cases of Tide (minimum order 5 cases). 
We agree to use all the Tide on this order in accordance with the terms of the Tide 
Promotion Plan described above. 





is your best tie-in bet because... 


MORE WOMEN USE TIDE 


Store Name 


| 
| 
| 
| 
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| 
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| 
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| 
| 
Street Address 
City State 
| 

| 

| 

! 

| 

| 

| 

| 
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IN AUTOMATIC WASHERS =| °2 
(Please check boxes below for promotion material desired. ) 
( ) Please send us at no cost a washer promotion display kit.containing wall posters, 
window streamers, and counter cards bearing the name of. washer. 
T H A | A N Y 0 T H FR Also include at no cost the following newspaper mats for the purpose of advertis- 
of ing our washer promotion. 
anne WASHING PRODUCT SOLD! ( ) 2cols. x8” ( ) 2cols. x 6” ( ) Scols.x 5” ( ) Scols. x 10” 
* 4 
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Cy] ‘om that Locomotive 
- 
She’s talking to the gang to get some action. It’s much the same 
thing in appliance sales. If you are prepared to build up interest 
by telling the good points of your merchandise, you'll make 
quicker and easier sales—and more of them. 


Here’s what you can tell your customers when parts of your 
appliances are made of these Armco Special-Purpose Steels: 


ARMCO STAINLESS STEEL 
It’s a solid corrosion-resisting metal—a steel containing chro- 
mium and sometimes nickel. It is always a better buy in the long 
run than plated material. Stainless Steel is easy to clean and keep 
clean, exceptionally durable, and highly resistant to corrosion 
and heat. 


ARMCO ENAMELING IRON 
It’s the “World’s Standard” base for porcelain enamel. This 
hard glass-like finish is made of minerals bonded to the metal at 
a red heat of 1550 F. Unlike baked-on finishes, porcelain enamel 
is not damaged by heat. Even forgotten cigarettes won’t harm its 
hard glossy surface. Most porcelain enamel finishes today are 
acid-resisting too. 


ARMCO ALUMINIZED STEEL 

This special steel is coated with aluminum in a molten bath. It is 
used in baffle plates and combustion chambers of home heaters, 
for element holders and heat reflectors in electric ranges, broilers, 
and many toasters. Its high reflectivity increases heating effi- 
ciency; it has good resistance to a combination of corrosion and 
heat. 

Keep these selling points in mind. They will help you sell 
appliances that have parts made of Armco Special-Purpose Steels. 


ARMCO STEEL CORPORATION \ameo 


5094 CURTIS STREET, MIDDLETOWN, OHIO \/ 
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NEW PRODUCTS 





SIMPSON Hi-Fi Radio 


The Mark Simpson Co., 

32-28 49th St., 

Long Island City 3, N. Y. 

Nat. Distributor: Elcraft Electronics, 
32-28 49th St., 

Long Island City, N. Y. 


Models: 2 Simpson hi-fi consoles 
with AM-FM radio Nos. 400 and 
500. 
Selling Features: No. 400 has a 
Webster-Chicago 3-speed automatic 
changer with G-E magnetic cart- 
ridge and ‘win sapphire styli; Simp- 
son AM-FM radio and 10-watt hi-fi 
amplifier with wide frequency re- 
sponse and separate bass and treble 
controls. Radio contains a built-in 
antenna for AM and FM; a 12-in. 
co-axial woofer-tweeter speaker en- 
closed in specially constructed “‘in- 
finite baffle” compartment. 

No. 500 uses same decorator- 
styled cabinet with RC-80 3-speed 


automatic changer, G-E magnetic 
cartridge; and the same radio and 
amplifier as in No. 400. “Electro- 
Voice” speaker with built-in me- 
chanical cross-over. 

Price: No. 400, $199.50 No. 500, 
$229.50. 








STEPHENS Hi-Fi Cabinet 
Stephens Mfg. Co., 
Culver City, Calif. 
Device: ‘Tru-Sonic 
“Crusader” No. 617. 
Selling Features: Houses a complete 
2-way system consisting of 103LX 
low frequency loud speaker and 
800 cycle cross over network; audio 
system includes No. 216 hi-fi loud 
speaker with a 2x4 multi-celular 
horn; cabinet of birch hardwood in 
silver hammertone or natural finish. 


hi-i cabinet 


Price: $397 complete with 2-way 
system. 





Correction 


Photographs on the following two Sentinel products were inadvertently switched in September 





SENTINEL Hi-Fi Radio-Phonos 


Sentinel Radio Corp., 
Evanston, Ili. 


Models: 2 hi-fi radio-phono com- 
binations—console and table. 
Selling Features: ‘Table model 357 
shown features 3 extended range 
speakers with frequency response 
of 20-20,000 cycles as well as a 3- 
speed record changer. 

Console model 358 features a 
12-in. front mounted and two 6 in. 
side-mounted speakers. 

All sets contain a built-in jack 
for connection with external tape 
recorder and for recording of radio 
programs. 

Prices: Table model $149.95 in ma- 
hogany, $159.95 in blond; console, 


NOVEMBER, 


$199.95 in 
blond. 


mahogany; $219.95, 





SENTINEL Tapemaster 


Sentinel Radio Corp., 
Evanston, Ill. 


Device: Sentinel ““Tapemaster” tape 
recorder and player. 

Selling Features: A dual speed in- 
strument operates at 33 and 74; 
features a dual track recording pro- 
viding 2 hrs. music on a 7-in. reel; 
other features include fast forward 
and rewind speeds; input jacks for 
microphone, radio-phono and pub- 
lic address systems; high impedance 
output jacks for external speaker of 
amplifier; a frequency response of 
65 to 10,000 cycles at 74 ips; 
weighs 20 Ibs. including carrying 
case. 


Price: $124.50. 
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THE PAYOFF IS BIGGER 
with BLACKSTONE 


| Blackstone PAYS OFF with 


More “‘Closes“! - 


Full margins are a Blackstone tradi- 
tion! Blackstone knows dealers must sell 
at a profit to exist. That’s why you can 

always be sure of an equitable margin on 
every model in the Blackstone line. Yes, 
when you sell Blackstone, there’s plenty 
of room to handle even big trade-ins and 
still make a healthy profit. 


Blackstone PAYS OFF with 


“Trade-Up” Sales! 


Exclusive features let you trade-up 
prospects because Blackstone features 
justify the difference! Stainless steel tub, 
fool-proof mechanical timer, solid alumi- 

num agitator, and lint trap are the easily 
demonstrable features that give you a 
hard-to-resist selling story! 


Blackstone PAYS OFF with 
Healthy Profits! 


Full margins are a Blackstone tradi- 
tion! Blackstone knows dealers must sell 
at a profit tc exist. That’s why Blackstone 
has steadfastly maintained equitable 

margins (there are none higher). Product 
improvement has had the effect of retail 
price reductions without loss of profit to 
dealers. 


Blackstone PAYS OFF with 


Lower Service Costs! 


Quality construction makes Black-  ~ 


stone the most trouble-free home laundry é 
line in the world! Lifetime, case-hardened 
B ] ac stone gears, mechanical timer which never fails F 
in laundry dampness and vibration-free } 































eRe 
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AK 
performance are just 3 of the construction | )* 
JAMESTOWN, NEW YORK , advantages which protect you against l | 
America’s Oldest Manufacturer of Home Laundry Appliances profit-eating service calls! 
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The sensationally selling 


EUREKA io Mato 


Swivel-Top Cleaner 


The FREE $19.95 hassock chest is a terrific 
Christmas offer with the Eureka Roto- Matic at 
$69.95—puts real “pull” in your Christmas ad- 
vertising—closes sales and quick. 













Run this tested ad in your local newspaper—run 

it often. It’s “‘surefire’’-—you can’t miss. Mats in = 
3 sizes—13", 32” and 57”. Order at once from a 
your Eureka distributor. 





World-Famous 


= EUREKA 
V lnc. 


Finest Upright Cleaner Money Can Buy! 


Save $20.00! Here’s a terrific Christmas offer on 
the famous $89.95 Eureka Automatic Upright, 
Sell at $69.95 and give $20.00 trade-in allowance 
for any old cleaner. Wow! 










Run this tested ad and you'll wrap up sales and 
quick. You can’t miss. Mats in 3 sizes—15”, 32” 
and 57”. Order at once from your Eureka dis- 
tributor. 
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Christmas Offers... 


BEST SELLER! 


EUREKA—The Year’s Most Spectacular Sales Suc- 
cess—Can Make This the Most Successful Christ- 
mas Season in Cleaners Your Store Has Ever Had! 





Skyrocketing higher and higher, month after month, Eureka is 
reaching new heights in recognized performance, in profitable 
sales for dealers. Officially rated ‘‘No. 1 BEST BUY” by famous 
national authorities, it has won unprecedented acceptance—has 
become America’s fastest growing favorite in vacuum cleaners! 
All at well maintained dealer profits—and with unparalleled 
store volume! 

Big, Eureka color ads in LIFE, SATURDAY EVENING POST 
and women’s magazines emphasize Eureka’s new LEADERSHIP—, 
have firmly established Eureka prices in the public’s mind—have 
set the stage to make EVERY Exzreka dealer’s promotions, as 
shown here, INSTANT successes, EVERY time! 

Run Eureka promotion ads this Christmas—enjoy the RICHEST 
Christmas in cleaner sales in your store’s entire history! 


ORDER EUREKA ROTO-MATICS — AUTOMATIC UPRIGHTS 
AND NATIONAL ADVERTISING TIE-IN MATERIAL RIGHT NOW! 


Don’t get caught short of stock this Christmas! Have plenty of EUREKAS on hand — get 
your mats for the 2 CHRISTMAS SPECIAL newspaper ads — order the gorgeous big 
19” x 25” Eureka Christmas poster shown below, and be all set for the BIGGEST cleaner 
Christmas you've EVER seen! 


10 DAY HOME National Magazines 
TRIAL carry the Eureka 
3 Christmas message 
to millions in powerful 
beautiful color 
advertisements! 




















ELECTRICAL MERCHANDISING—NOVEMBER, 1954 PAGE 171 





big 
bonus 
| ‘opportunity F 








THE 





reeorde 


tot iat @ Vs \ 





? : mee ae 


t famtas, 


warch stbee 4. 


> 


Awd Rooke, @ sele 


STROMBERG- CARLSONE 4, la:ssumBONUS PACKAGE 


Yes sir! It’s a real bonus package every 
Stromberg-Carlson dealer should use. 





With every HI-FI-ET you order, you can get | 
four specially selected Westminster high fidelity long-playing records— 
worth $23.80—at a price so attractive you can 

offer them as a bonus with every sale of a HI-FI-ET. 

What a bonus to give your customers! What a chance to cash in on the 
holiday demand for the HI-FI-ET in both portable and table models! 

Call or write your distributor today for complete details and 
play yourself some sweet profit music these coming weeks. 

















» Extended push-pull amplifier giving up 075 The Hi-Fi-aT “Qe 


watts output. PORTABLE PHONOGRAPH Zone 1 
¢ Audio frequency response from 50 to 15,000 (Shown above) Luggage style case 
cycles pe? second. in durable two-tone pigskin finish 


with contrasting trim. 


* 8-inch concert-type permanent magnet speaker. 

* Separate bass and treble tone controls. The Hi-FiI-ET "119°° 

* 3-speed record changer, stops automatically TABLE PHONOGRAPH Zone 1 
after last record is played. In handsome mahogany veneers. 


(Also in bleached mahogany ve- 
neers at slight extra cost.) 
STROMBERG-CARLSON COMPANY, ROCHESTER 3, NEW YORK 


“THERE IS NOTHING FINER THAN A STROMBERG-CARLSON" 
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JFD Antennas 


JFD Co., 

6101-16th Ave., 

Brooklyn, N. Y. 

Models: ‘“‘Shut-Out l-way TV an- 
tenna; and “Rainbow” antenna. 
Selling Features: “Shut-Out” elim- 
inates co-channel and adjacent 
channel interference; high gain of 
16 db, rejects all rear signals and 
stops ‘‘venetian blinds” and con- 
flicting signals; made of aluminum; 
preassembled for immediate in- 
stallation. 

JFD Rainbow antenna is a Jet- 
Helix flat-plane micro-wave helical 
antenna for standard monochrome 
TV and hi-fi color reception; an- 
tenna gain across each individual 
channel varies less than 2 db. 

Jet-Helix models Jet 913, 913S 
and 913S-5 also deliver complete 
color. 


| 
| . 


ALLIANCE Monolober 


Alliance Mfg. Co., 

Alliance, O. 

Device: Alliance Triceptor line of 
all channel antennas. 

Selling Features: Model featured, 
Monolober, is available in single or 
double bay; for all channel use in 
both strong and weak signal areas; 
aluminum construction with rust 
resistant hardware; UHF portion 
and VHF reflectors are secured to 
boom and need only to be unfolded 
and wing nuts tightened. 


CHANNEL MASTER Masts 
& Antennas 
Channel Master Corp., 
Ellenville, N. J. 
Devices: New lightweight masting 
“ALUMast;” “Rainbow” all-chan- 
nel antenna; “SelecTenna” coup- 
ling system; and “Roto-King” rota- 
tor. 
Selling Features: “AluMast” is 
stronger, lighter and easier to 
handle than present steel masts; 
“Rainbow” a new type all-channel, 
long-distance antenna provides bet- 
ter black-and-white reception and 
meets requirements for color TV. 
“SelecTenna”, a new system 
which permits coupling unlimited 
number of antennas, each pointed 
to a different station, to a single 
transmission line, making it pos- 





sible to obtain multi-channel, multi- 
direction TV_ reception without 
rotators, switches or multiple lead- 
in wires. 

“Roto-King” a new aluminum- 
housed rotator for areas where ro- 
tators will continue to be used. 





TACO Antenna 
Technical Appliance Corp., 
Sherburne, N. Y. 


Device: Taco “Shark” 12 channel 
VHF antenna. 

Selling Features: Applicable to areas 
receiving high and low band VHF; 
a 12-channel, 2 through 6, antenna 
with emphasis on low-band chan- 
nels provides UHF reception in 
primary service areas; 5 working ele- 
ments: 2 directors, 2 driven ele- 
ments and a reflector with all ele- 
ments angled forward to provide a 
single lobe pattern on high and low 
band reception; twin folded dipoles 
provide terminal impedance to 
match 300 ohm transmission line; 
flat response across individual chan- 
nel to meet needs for color TV re- 
ception; interlocking elements per- 
manently positioned in seconds. 
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CLEAR BEAM Antennas 


Clear Beam Antenna Corp., 
100 Prospect Ave., 
Burbank, Calif. 


Models: Super ‘Tri-King; “Big 
Chief’; and Hunter antennas. 
Selling Features: Super Tri-King 
incorporates a large full radar-type 
screen behind each tri-pole for bet- 
ter ghost rejection and improved 
re-radiation; provides up to 3 db 
more gain on low band and 1-db 
more gain on high band than 
standard 2-bay models. 
“Big-Chief”, new high gain an- 
tenna combines principles of giant 
conical with a yagi; covers all chan- 
nels 2 to 13; snap-open construc- 
tion; special die-formed hardware; 
wider diameter tubing on low band 
section affords greater sensitivity to 
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NEW PRODUCTS . . . . Accessories 


channels 2 through 6 and balanced 


impedance of unit. 

“Hunter” a new inline-type an- 
tenna covers all VHF channels 2 to 
13; new wave trap design; snap- 
open assembly for Quick-rig instal- 
lation; Gold-Klad wave traps; pro- 
vides high gain yagi performance 
and directivity plus flat design for 
lower wind resistance; available in 
single and double bay models. 








VEE-D-X Antennas 


La Pointe Electronics Inc., 
Rockville, Conn. 

Selling Features: “Chief” series of 
all channel UHF-VHF antennas. 
Selling Features: “Chief” series de- 
signed around “Dyna-phase” tech- 
nique that effects unity coupling of 
all 3 TV bands for perfect imped- 
ance match through a single lead- 
in line to set: has average gain for 
UHF that approximates stacked 
arrays with high front-to-back re- 
jection ratio. 





CHANNEL KING Antenna 
Marjo Technical Products Co., 
Linden, N. J. 

Device: Channel King indoor an- 
tenna. 

Selling Features: Covers entire TV 
spectrum channels 2 to 83 and the 
FM band; adjustable to 4 wave 
length at any frequency by means 
of a knob which lengthens or 
shortens antenna arms; knob is in- 
sulated so there is no detuning 
from body capacity; when not in 








use arms retract into plastic case 
34 in. high, 4% in. deep. 
Price: $7.95. 








~~ a 
Pas ™~ — 
( p-a ) 
—* C r = 
” | “se 
; 


CORONET Antenna 


Coronet Electronics, Inc., 

505 N. La Salle St., 

Chicago, 10, Ill. 

Device: Coronet indoor antenna 
for UHF-VHF. 

Selling Features: Provides 300 ohm 
impedance matched to set; for 
UHF can be adjusted so that VHF 
dipoles serve as reflector element 
for UHF fan; aluminum and plas- 
tic; with 8 ft. of 300 ohm line. 


; 


JFD Color-Tenna 


JED Mfg. Co., 

6101-16th Ave., 

Brooklyn, N. Y. 

Device: JD “Color-Tenna” VHF- 
UHF indoor antenna No. TA 150. 
Selling Features: UHF center sec- 
tion is adjustable in length ailow- 
ing it to be accurately resonated to 
desired UHF signal; in other 
switch position the same adjustable 
center section acts as variable stub 
on UHF; plastic knob at top ad- 
justs element. 


Price: $9.95. 





SUPEROTOR Rotator 


Leader Electronics Inc., 
Cleveland, O. 

Device: Superotor antenna rotator 
M-500. 

Selling Features: A no-drift, no- 
coast, cut steel work gear drive, oil 
impregnated cast bronze bearings; 
pre-assembled hardware ready for 
installation; automatically illumi- 
nated dial lights when rotator is on 
and shuts off automatically when 
tuning has been completed: new 
control box features VP tuning; 
mahogany or blond cabinet. 
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KLIXON Protectors Build 
Dealer Confidence 


KENNEBUNK, MAINE: Messrs. James V. Day, Pres., 
Spiller Distributors and Richard V. Dresser, Pres. of 
Dresser-Marsh Corporation, recommend Klixon pro- 
tected motors for use in motor driven appliances. 


They say: 


“It has been our experience that the mutual confidence 
of distributor and dealer in the selection of parts makes 
for better distributor and dealer relationship. With 
Klixon Protectors incorporated in motors, we share 


that confidence and find a minimum of service problems.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 








Automatic 
Reset 


KLIxo 


METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2511 FOREST STREET, ATTLEBORO, MASS. 




















PICTURE CLEAR Antenna 


Abbey-Graham Electronics 
E. St. Louis, Il. 

Nat. Sales Rep: 

M. Hessel & Co. 

722 Chestnut St., 

St. Louis, 1, Mo. 

1754 State St. 


Device: Picture Clear indoor TV 
antenna in picture frame. 

Selling Features: A combination 
UHF-VHF all channel antenna 
built into a mahogany picture 
frame; 2 separate antennas—one for 
VHF and one for UHF with own 
set of leads built into frame. 


Price: $9.95. 





CLEAR BEAM Antenna 


Clear Beam Antenna Corp., 
21341 Roscoe Bivd., 
Canoga Park, Calif. 


Device: Duo-Quad UHF Radio 
antenna UF 40. 

Selling Features: For UHF fringes; 
composed of a 4 stack bow tie with 
cross polarized dipole fans; positive 
ghost rejection provided by closely 
spaced aluminum reflector screen; 
molded polystyrene insulators with 
air space at dipole centers; 1-piece 
construction; a double stacked ver- 
sion—UF40-2—for extreme UHF 
fringe. 





TV Component Tester 


Transvision Div., 
Sightmaster Corp., 
New Rochelle, N. Y 


Device: 6-in-] Model 100 im 
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proved ‘I'V component tester. 

Features: ‘Tests flyback transform- 
ers and yokes; picture tubes for 
emission, shorts or electrical leak- 
age; selenium rectifier checker; pic- 
ture tube reactivator, renewing 
emission; checks condensors for 
capacity shorts; checks continuity. 





ae 


PERIMETER Oven Element 
H. W. Tuttle & Co., 
Adrian, Mich. 


Device: Perimeter oven heating ele- 
ment. 

Selling Features: Embodies high 
grade stratite insulators and nickel- 
chrome alloy helical coil; V Saddle 
Loop construction; floating termi- 
nal principle used for easy mount 
ing and removing. 


Briefs 





Rek-O-Kleen, a new brush for clean- 
ing records—attaches to any record 
player; functions on all size, speed 
discs; sweeps spinning _ platter 
gently at every turntable height. 
Fits automatic or manual players; 
adjustable to any height; easy to 
attach and remove; made of camels 
hair; never interferes with speed of 
turntable. Kral Products, 1704 
Walnut St., Philadelphia, Pa. 
Price, $4.95. 





Charo Refrigerator Deodorizer is 
announced by Requa Mfg. Co., 
Inc., 1193 Atlantic Ave., Brooklyn 
16, N. Y. Contains activated car- 
bon odor absorbing agent, prevents 
foods from tainting one another 
and keeps ice cubes free from 
foodtaste. 


Price: 30c. 
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NO OTHER 


LOW-PRICED T 
HAS THESE SI 
SHOW-AND-SE 


G-E QUALITY...G-E PERFORMANCE...G-E SELL- 
ABILITY! Why push “stripped” sets when G-E Pacers 
give your customers features never before offered at 
any price? Powerful, dependable, low-priced—ideal 
for one-set families. Perfect for two-set homes—G-E 
Pacers will not interfere with other sets in the house. 
G-E 17-inch Pacer in cordovan (Model 17T14) 
$149.95. Mahogany finish (Model 17T16) slightly 
higher. Phone G-E Distributor for allotment before fall 
season demands curtail supply. General Electric Co., 
Radio & TV Dept., Syracuse, N. Y. 


Prices include Fed. Excise Tax, one-year warranty on picture tube, 90-days on parts. 
Bases for table models and UHF slightly extra. Subject to change without notice. 





» SUPER CASCODE TUNER 


» ZONE AREA SWITCH ON FRONT 
» HORIZONTAL CHASSIS 


oP? G1 - Go PO 


LL FEATURES 


5 ’ 
ok x con Bons a 


NEW *149°° G-E P 


» TWO-WAY INTERFERENCE PROTECTION 


» G-E FULL-POWER TRANSFORMER 
» UNDERWRITERS-APPROVED SAFETY CHASSIS 


BLANKET THE 21-INCH MARKET 
—with this Pacer model 
(Model 21T17) in cordovan 
finish. Super Pacer (Model 
21T18) with G-E Alumi- 
nized Tube. 





TRADE-UP MODEL. Superb 
mahogany-finished all-wood 
cabinet. G-E Aluminized 
Tube .. . every G-E Pacer 
feature. A natural trade-up 
(Model 21T28). 
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YES — EVEN A CONSOLE PACER, 
with G-E Aluminized Tube. 
All wood — finished in rich 
mahogany. Perfect for the 
buyer who wants more! 
(Model 21C102). 


Progress /s Our Most Important Prodvet 


GENERAL @@ ELECTRIC 
























ACER! 
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Answer: Spend it. 

Economists notwithstanding, the 
dynamics of the US economy derive 
largely from the public’s propensity to 
calibrate prosperity in purchases, and 
its present low esteem of liquid assets. 

The newlyweds’ apartment becomes 
pesitively confining after Joe gets his 
second raise. The VP made Pres. plans 
an African safari instead of annuities. 
The sweater girl blithely sheds merino, 
circumstances permitting, for mink. The 
Quiz Contestant bypasses a bundle of 
bonds for a purring Cadillac. 

Today a large new segment of our 
population is manifesting prosperity in 
the usual way—farmers. 


Tuer prosperity is obvious. From 
1940 to 1953, the Farm Output Index 
rose 30%, from 110 to 143. Farmers’ 
Gross Income more than tripled—to 
$35.1 billion. While farm population 
declined one-sixth! 





What do most people do... 


when they have money? 


Not all farmers, however, share the 
prosperity. The Census Bureau reports 
that only 39% of the farms get 887% of 
the national farm income. 

The top income farmers are pretty 
good prospects, if you can get to them. 
The purpose of this advertisement is to 
point out that you can reach a lot of 
them in SuccessFuL FARMING. 





SuccessFut Farminc is not edited 
for just any farmer. It concentrates its 
1,300,000 plus circulation in the fifteen 
agricultural Heart States, and serves a 
homogeneous group—large producers 
of corn, grain, meat, poultry, milk, eggs. 
Three out of four SF farm subscribers 
are in the top 39%. And their average 


Merepitx Pusuisninc Company, Des Moines... 
offices in New York, Chicago, Detroit, Philadelphia 
Cleveland, Atlanta, San Francisco and Los Angele 
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annual cash income is pretty close to 
$10,000. After a dozen years of good 
prices and good profits, SF farm families 
are spending! Among women readers, 
homefurnishing is equal in interest to 
food preparation. The building of new 
homes, the remodeling of old; the 
installation of more bathrooms, modern 
kitchens, central heating and major 
appliances, new furniture, decorations, 


has been going on since World War II. 


SuccessruL FARMING represents a 
bloc of buying power equal to another 
national suburbia—by itself one of 
the world’s best class markets. 

Any manufacturer with something 
worthwhile to sell can find customers, 
and increased sales, in the SF market. 
And SuccessFut Farminc is needed to 
balance national electrical appliance 
schedules—to supply the influence that 
general media lack with this audience. 

Inquire of any SF office. 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 


Christmas Sales 
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TED WEBER, JR. 


Good Prospects Despite a Poor Start 


Christmas business this year will 
be just as good, and possibly even 
better, than last year. 

That’s the way electric housewares 
manufacturers sized up holiday pros- 
pects in mid-October. All agreed that 
Christmas ordering got off to a bad 
start this year but most said that the 
pace had stepped up in recent weeks 
and now points to a highly satisfactory 
Christmas business. 

But manufacturers have one word 
of caution. Dealers are operating on 
such small inventories, they say, that 
some stores may be caught short of 
merchandise when the peak business 
hits in December. The question here 
isn't one of inadequate production or 
even inadequate stocks. In most cases 
the factories will have merchandise on 
hand; the big problem, manufacturers 
say, will be moving it all the way to 
the retail level in time to capitalize 
on gift trade. 

Two items are drawing support as 
“best sellers” for the Christmas season. 
They are razors and the new electric 
skillets. Several firms foresee shortages 
on the latter item since they have 
been backordered on it all year long. 

How They See It. W. H. Dennler, 
general manager of G-E’s electric 
housewares department says that this 
year’s Christmas business “will be on 
a par with the best years in the de- 
partment’s history. Orders at retail 
have been increasing steadily and 
Christmas buying should continue to 
be heavy on all small appliances.” 

Robert Oliver, manager of portable 
appliances for Westinghouse, said that 
his firm had every expectation of 
“meeting or beating”’ last year’s levels 
and added that he was “pretty opti- 
mistic” about prospects for the fourth 
quarter of the year. 

Sheldon Shaffer, ad manager for 
Dominion, was confident that “we'll 
see a good Christmas” and added that 
his firm’s entire line was “moving in 
good fashion with the electric skillet 
as the leader.” He said this latter 
product had proven to be a real de- 
mand item. 

Spokesmen for Toastmaster and 
Manning-Bowman think the outlook 
is for five percent better business this 
Christmas than last. Dormeyer doesn’t 
have a specific estimate but agrees 
that prospects are good for holiday 
sales. 
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@ Orders were slow in materializing but the 
pace has stepped up in recent weeks and 
manufacturers still expect good holiday sales 


@ But there are complaints of extremely low 
inventories at the retail level; skillets and 
razors seen as top gift items 


The district manager for one large 
manufacturer reported that distribu- 
tors were “clamoring” for merchandise 
and that his firm was already back- 
ordered on some items. 

Distributors themselves were some- 
what more cautious than manufactur- 
ers in their predictions, probably 
because dealer buying had been slow 
in getting underway. Most agreed, 
however, that business had begun to 
pick up and that Christmas business 
this year would be good. 

Close to the Vest. Almost everyone 
echoed the complaint that Christmas 
business this year was getting off to 
a late start. A manufacturer com- 
plained that orders which normally 
would have come in soon after the 
July show did not appear this year 


The Christmas Package 
irons 

Clocks 
Toasters 
Coffee Makers 
Roasters 
Waffle Irons 
Mixers 


Elec. Blankets 
0% 20% 


until late September or October. A 
distributor in Pennsylvania called at- 
tention to the “different pattern” in 
orders this year, emphasizing that 
ordering was beginning considerably 
later than usual. 

Some distributors complained that 
dealers were letting the wholesaler 
carry the entire inventory burden. 
“The dealers have come in, shopped 
us, looked over what we have—but 
they haven’t bought much,” was the 
complaint of an Ohio distributor. 

A manufacturer pointed out that 
dealers this year have been “playing 
it closer to the vest,” holding down 
their stocks of merchandise. He thinks 
this may be due largely to relatively 
poor business in the first and second 
quarters. He feels that both distributor 


is a Big One 
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THE IMPORTANCE of holiday sales to the electric housewares industry is obvious 
from this chart. November and December sales of each item are indicated by the 
gift-wrapped right hand section of each bar, The share of the annual business 
done during the remaining ten months of the year is indicated by the black 


section of each bar. 
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and dealer inventories are too low at 
this time and questions whether manu- 
facturers and the common carriers can 
get additional merchandise to the 
market in time for Christmas. 

Other Lines, Too. Christmas buy- 
ing is not confined to electric house- 
wares. Holiday business traditionally 
has some effect on major appliance 
sales as well, and this trend is getting 
a promotional push this year thanks 
to United States Steel’s “Operation 
Snowflake” (see story, page 204). 
Initial reaction of distributors, utili- 
ties and dealers to this promotion has 
been most encouraging say USS 
spokesmen. 

Electronic items also can expect 
attention from gift-buyers, with in- 
dustry sources pointing to table radios, 
new hi-fi sets, and tape recorders as 
the items likely to get the most benefit 
from holiday buying. 

But few items get as much mileage 
from Christmas sales as do electric 
housewares. As the accompanying 
chart indicates, from 20 to 50 percent 
of the entire year’s business is done 
in November and December. (These 
figures are based on data collected 
from a number of utilities by Exxc- 
TRICAL MERCHANDISING’s market re- 
search department and represent the 
1953 seasonal sales pattern.) 

Most seasonal of the housewares is 
the automatic bed coverings industry 
(because of its cold-weather appeal as 
well as because of gift-buying). Least 
seasonal of the housewares is the iron. 
Traditional gift items like the waffle- 
iron, the roaster, the coffee maker, 
the toaster and the mixer all achieve 
about one-third of their annual volume 
in the final two months of the year. 

Best selling major appliance during 
the holiday season is the dryer, but cli- 
matic conditions account for part of 
this appliance’s winter-time popularity. 
In 1953, 26 percent of the year’s dryer 
sales were made in November and 
December. 

Last year’s month to month figures 
show that only 14 percent of the year’s 
TV sales were made in November and 
December but this probably reflects a 
falling off in TV sales generally. In 
1952 over 25 percent of the year’s 
total was sold in November and De- 
cember. Radio sales during these two 
months last year were almost 28 per- 
cent of the entire year’s sales. 
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|. The Inventory Picture in Syracuse 
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In Lansmg, and in Syracuse, in 
Bridgeport and in Pittsburgh the 
foundations are being laid this fall for 
a market reporting system which may 
eventually take a lot of the guesswork 
out of marketing appliances. 

The men who are doing the work 
this fall are college business professors 
who are visiting virtually every appli- 
ance dealer in their market areas. 
What they're after, in their own 
words, is data on “the flow of con- 
sumer durable goods from the dealer 
to the consumer.” If the plan works, 
Collegiate Associates for Market Meas- 
urement should be able to tell the in- 
dustry how fast appliances are selling 
at retail and how much inventory the 
dealer is carrying. 

Those facts have generally been un 
available up to now. To a certain ex- 


She'll Take the Cash 








Filling in the Holes in the Marketing Picture 


® At the moment, reliable figures on sales and 


inventories at the retail 


non-existent 


level are almost 


® Now, a new market reporting group offers to 
survey dealers in 80 markets to provide such 


figures 


tent manufacturers are able to keep 
track of goods to the distributor and 
then from the distributor to the re- 
tailer. But at this point the informa- 
tion becomes harder to get in reliable 
form. Retailers hesitate to reveal their 
figures to others in the trade and sam- 


FIRST PLACE WINNER in Kelvinator’s recent Homemaker’s Holiday contest 
was Mrs. Thomas H. Sappington of Borger, Tex., shown here deciding that she 
would take the $25,000 first prize in cash rather than in the form of a home of 
like value. Salesman Jim Abel of the Frank Jennings Furniture Co., who is helping 
Mrs. Sappington hold the check, won $5000 for having demonstrated the auto- 
matic washer to the winner and for having signed her contest blank. Behind 


Mrs. Sappington is Kelvinator ad manager H. A. Willis. 


were awarded in the contest. 
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More than 1300 prizes 


pling must be pretty thorough to be 
adequate. In addition, such surveys 
are extremely expensive. 

John Wiley, the ex-advertising man, 
who conceived CAMM and will act 
as its contact with industry, thinks he 
has licked at least two of these draw- 
backs. Experience in Lansing and 
Syracuse has proved that retailers will 
cooperate with the professor-inter- 
viewers. And the sample in each area 
has been very thorough (105 of 124 
outlets carrying appliances in Syracuse 
were interviewed). If there’s any 
stumbling block at all it’s money and 
Wiley is currently attempting to line 
up financial support for his operation. 
The cost for reports on a single market 
for a year would run about $17,500. 
Eventually, if the plan develops as 
Wiley envisions it (to cover 80 mar- 
kets), the total bill would come to 
$15-million. Manufacturers, publica- 
tions, trade groups and foundations 
would share the bill. The first two 
studies were conducted under grants 
from Compton Advertising, Inc. 

Obviously, the real benefits of 
Wiley’s plan will not be attainable un- 
til the reports are coming in on the 
quarterly, monthly and weekly basis 
which he plans. (The quarterly studies 
are detailed ones like that just finished 
in Syracuse. The monthly check 
would be less detailed, designed to 
provide sales and inventory data. The 
weekly report would be a fast tele- 
phone check of a relatively small group 
of dealers.) But even though these re- 
sults must remain unavailable until 
sufficient backing is lined up, the pre- 
liminary surveys provide plenty of 
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valuable information for the trade. 

Dealers who participate in local sur- 
veys will be invited to special meet- 
ings at which the findings and their 
meaning locally will be explained. 
Syracuse dealers, for example, learned 
that, of the 100 stores in the survey 
(branch stores were included in the 
parent store’s total): 

11 had annual sales of $200,000 or 
more 

11 had annual sales of $125,000 to 
$200,000 

27 had annual sales of $50,000 to 
$125,000 

51 had annual sales under $50,000 

Other findings in the Syracuse sur- 
vey included data indicating that: 
—half of the dealers had entered busi- 
ness within the past 8 years. 

—more than half the dealers have all 
their stock on display 

—there is a slight trend toward re- 
ducing the number of brands 

—most dealers were critical of manu- 
facturers and distributors 

—the largest total stock (floor stock 
plus back-up stock) is carried in re- 
frigerators, the lowest in gas dryers 

—forty-six dealers carried some back- 
up stocks, including every store in the 
largest volume group but only about a 
quarter of the stores in the $50,000 
and under per year category. 


Producers’ Fault 


Direct responsibility for price cut- 
ting and discount houses was laid at 
the appliance manufacturers’ door re- 
cently by A. E. Cascino, director of 
marketing for Crosley and Bendix. 

Failure to consider distributor and 
dealer inventories when planning pro- 
duction schedules is creating the in- 
digestion that leads to price cutting 
and discounting, Cascino told the Na- 
tional Industrial Conference Board. 

“The nation can digest only so 
many refrigerators or dryers a year and 
individual manufacturers trying to hog 
the entire potential are contributing 
to the death of many small but vital 
retail businesses,” he said. 
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U. S. and Foreign Pats. Pend. 


NUTON 
Hood -F 


Rich New Market Waiting for You! 


SEE OTHER SIDE 








NUTONE 


The HOOD Quickly TRAPS FP sallgaesn ast po sea 
All Hot, Greasy ap * ~ 
The FAN Exhausts weiop te PS 









tor Ippliances 
< 


times a minute 





Half Million Dollars 


Low Gost Hood ! 


Everybody in the Kitchen Cabinet and Electrical 
Industry — also Architects and Builders — have 
been waiting for someone to produce a LOW-COST 
Range Hood to fit all steel and wood cabinets. 









First, we interviewed over 1,000 architects, builders 
and Kitchen Cabinet factories and dealers. They told 
us what was wanted. This hood had to have LOOKS — 
be easy to install — but most of all it had to have a 
low price. NuTone — the leader in the ventilating 
industry — has done it! You never saw such beau- 
tiful Hoods — as these COPPER and STAINLESS 
anodized Aluminum Hoods — with built-in reflector 
light — also genuine STAINLESS Steel and WHITE 
Enamel Steel. 























Fits ALL Steel or Wood Cabinets 


NOTHING ELSE LIKE IT. NEW, Graceful, Flowing Design 
. . . NEW Exclusive “In-Built” Features. Recessed to fit all 
cabinets 1114” to 1314” deep. Easy to install! 


QUIET COMPACT. . . NuTone Twin-Blower Fan is more 


powerful than any other competitive fan in the entire field. 






Flexible to stock and sell because the appropriate 
ventilating fan for the hood is stocked separately. 
You avoid tying up too much inventory money in 
hood finishes. 








$500,000 in new automatic equipment — a complete 
new factory — are back of this sensational new profit 
maker — the NuTone Hood-Fan. 






Uses little space—filters all grease. Filter washes like a dish! 


4 GLEAMING FINISHES to blend with any color cabinet 
COPPER Anodized Aluminum, STAINLESS Anodized Alum- 
inum, STAINLESS Steel, WHITE Enameled Steel. 


















Get all the exciting news by writing for catalog 
and low prices! NuTone, Inc., Cincinnati 27, Ohio. 
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NUTONE, INC., CINCINNATI 27, OHIO 


Send us complete details, catalogs and prices of your new 
NuTone Hood-Fans. 





Self-demonstrating Display — with Cop- 
per demonstrator Hood-Fan attached — 
hangs on show room wall or under 
Kitchen Cabinet. This exciting Display 


























is FREE .. . no extra cost! FIRM NAME. — 
3-color consumer folders are yours for ADDRESS seriotie al 
mail campaign to your customer list. NE TATE 
Installation kit packed with hood. CITY a ° f 

Mail: Attention of: Brand of cabinets now sold 






ALSO ... COLOR ADVERTISING TO CONSUMERS, 
ARCHITECTS AND BUILDERS in National Magazines 









The Saturday Evening 


POST 
GOOD NEWS FOR HOMEMAKERS about | wurst waxes 
BABIES, DOGS and CAN OPENERS | "gra 


Easy “Snap-On” — “Snap-Off” 
Changing 


















Have you looked at the cutting wheel on 
your can opener lately? Is it sparkling clean 
and sanitary...or stained with unsightly 
food residue? 


Now,owningaCan-O-Matislike havingtwo 
can openers. For a limited time only, you 
will receive free of extra cost an extra cut- 
ting wheel with each Can-O-Mat you buy. 


Lengthens Useful Life of Opener, Too! 





No Dog Food Gets In Baby Food When You 


Open Cans With Fs O- Mat 


World’s First Sanitary Can Opener 





Special Cutting Wheel for Pet 


= Foods, Canned Fish, etc. 
Of course not—because you’ll use separate 
cutting wheels! You won’t open foods for Keep one for “special” use. No other can 
: opener has the exclusive removable cutting 
baby or your table with the same cutter 


° wheel. No other can opener gives you a 
that opens pet foods, strong-tasting foods, second cutting wheel free of extra cost. 


non-food preparations. And both cutters Can-O-Mat has these coveted seals of 
can be kept so clean, so easily. approval: American Medical Association, 
Good Housekeeping Guaranty Seal, 

How Clean Is Your Parent’s Magazine Seal, and Can Manu- 


facturers’ Institute. 


Can Opener? 


If it’s a Can-O-Mat, it’s sparkling! You , : Opens All 
know it’s safe. What’s more, its beauty Cans Easily! 
complements your kitchen. Lovely decora- Single action 

a , handle opens all 
tor-colors and shining chrome or in gleam- cans—all sizes— 
ing copper! Buy one today for yourself or 


all shapes, leaves 
on ‘ drinking cup 
as a gift! Priced as low as $4.98. 


edge — It is fully 
enclosed, with 
chrome and gay 
kitchen colors. 





















Grips CanLids 
Powerful remov- 
able magnet grips 
lids —they can’t 
fall in opened 
can — Exclusive 
removable cut- 
ting wheel per- 
mits easy rinsing 
under faucet. 


Rival Manufacturing Co., Kansas City, Me. 


Rival damesacieseae Co. of Canada Ltd., Montross 


“ORDER FROM YOUR DISTRIBUTOR TODAY! 





. tinned fish or fruit juices —Can-O-Mat ends transfer of flavors! 


CASH IN NOW! 





oe 








me) LIFETIME 













3 simple steps 
to clean: 


au Remove 2 wing nuts. = 


Hold filter element 
under hot water fau- 
cet for few minutes 
to remove dirt and 





impurities. 
&} Empty water and 
heavy residue out of 
cup — and reassem- 
ble filter. 


INSTALL MODEL 243 SY TRAP-IT 
ON ALL GRAVITY-TYPE AND 
POWER BURNERS using up to 5'2 
gph of No. 1 or 2 fuel oil. 














ENDS OIL LUGGING FOR GOOD! 


Oilifter automatically pumps fuel from a submerged tank 

up to a furnace or from a basement or ground-level tank 

to a heater on the first, second or third floor — up to 

25 feet if necessary. Oilifter is the clean, effortless way 
to efficient appliance operation. 


jor Air * Oil © Liquids * Refrigerants 
MECHANICAL SAFETY-FLOAT 


PROTECTION—no overflow pipe 
needed. 


install profitable Trap-It 
and Oilifter on that next job 


A-P CONTROLS 
CORPORATION 


2400 N. 32nd Street, Milwaukee 45, Wis. , a. 
dn Canada: A-P Controls Corp., Ltd., Cooksville, Ont, By ‘ PPE te KS oe re 7 


5 


AUTOMATIC CUTOUT SWITCH 
stops Oilifter’ if tank runs dry. 





BUILT-IN STRAINER — 100 mesh, 
Prevents operating failures due 
to impurities in the oil. 




















‘55 Equals ‘54 


Business in the appliance industry 
in 1955 can be expected to be about 
the same as in 1954, Bennett S. 
Chapple, Jr., assistant executive vice- 
president of U.S. Steel, told members 
of the Porcelain Enamel Institute last 
month. 

Chapple said he sees evidence of a 
“horizontal movement in our econ- 
omy for the next 12 to 15 months”. 
Sales of some “old-line, standard” ap- 
pliances may decline from 1954 levels 
during 1955, he said, but increases in 
production of new items like dryers 
and automatic washers are likely to 
provide an offset for these drops. 

Another speaker during PEI’s an- 
nual meeting at White Sulphur 
Springs was G. A. Baehr, supervisor 
of plumbing fixtures for Sears, Roe- 
buck & Co. He told the group that 
peaks and valleys in their sales curves 
could be eliminated through intelli- 
gent merchandising and he urged 
strong advertising and promotion in 
the plumbing fixture and appliance in- 
dustries. 

New head of the PEI is Glenn A. 
Hutt of Ferro Corp. 


Hines Housewares 


An expanded line of Duncan 
Hines appliances and housewares, in- 
cluding toasters, coffeemakers and 
barbecue grills, is coming on the 
market. 

T. J. Kirkup, director of franchise 
sales and service of the Duncan Hines 
Institute, Inc., said some of the house- 
wares will be available for the Christ- 
mas season and the rest will reach the 
market in early 1955. 

He explained that the Institute li- 
censes manufacturers to use the Dun- 
can Hines brand name. The Duncan 
Hines Jet-O-Mat automatic coffee- 
maker is already on the market and 
national distribution will begin soon. 

The Duncan Hines line, manufac 
tured by six different companies, will 
include pepper mill sets, thermome- 
ters, outside barbecue sets, salad mak- 
ers, toasters, coffeemakers, pots, pans, 
and kitchen tools. 


Tel ‘N’ Sell 


The techniques of selling by tele- 
phone are treated in a new training 
program produced by the George 
Reuter Organization, Inc., Chicago. 

Flexible to permit application by 
any company, the program features 
a 12-minute sound slidefilm, entitled 
“Tel ‘N’ Sell.” The film shows how 
sales and good will can be created or 
destroyed through the use of the tele- 
phone. 

Other training aids include bulletin 
board pictures, phone cradle ““Tel ‘N’ 
Sellagrams,” and a desk calendar hand- 
out, all designed to remind personnel 
of the importance of telephone tech- 
niques. 

Produced originally for the Minne- 
sota Mining & Manufacturing Co. at 
a cost of $15,000, the training pack- 
age is now available for general dis- 
tribution at $165. 
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A Christmas Gift “Natural” 
for the “do-it-yourself” trade 


AUTHORIZED DEALER 


Bidmiral i The brightly polished GOLD colored 
POWER TOOLS finish makes Admiral SuperTools 


America’s most magnificent power 





tools. As handy as they are handsome, 
Admiral SuperTools are loaded with 
advanced design and engineering fea- 
tures. Ruggedly built...backed by the 
great name of Admiral. Terrific 
values! Compare Admiral prices with 
anything comparable on the market. 















P 
36-PIECE HOME ”- 


priced to retail at 









kits 
drill and saw 
one seen § 5.25 to $64.9 5 
to re 





ADMIRAL CORPORATION “Su;3eu"° 


Put yourself in the power-tool busi- ig — 4 : 3800 W. Cortland St., Chicago 47, Illinois 
ness! Get this tubular metal display : 


stand with built-in illuminated sign 
9 Gentlemen: Please rush catalog and prices 


...plus illuminated Admiral wall on Admiral SuperTools. 


sign...with your starting assortment 


of Admiral SuperTools. Call your Name 





Admiral Distributor or mail coupon 
for complete catalog of Admiral 
SuperTools. 


Address 










City. ia Oe, 
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MILLION 
MOTORS 
IN 


20 YEARS 







































Hard to imagine that many motors? It’s hard to imagine 
the quantity of appliances these motors run... or the 
vast numbers of customers they serve! 


Chances are, many of your customers are satisfied 
with products run by dependable Redmond Micro- 
Motors. You can do no better than sell appliances of 
proven quality and long service. 

Next time you buy, look for products powered to 
sell and stay sold ... powered by Redmond Micro- 
Motors! 


MicroMotors range in size from 1/500 to 1/6 
horsepower. 


Call a Kedmond engineer 


to discuss your needs ! 


MICHIGAN 


owosso 






THE BIG NAME IN SMALL MOTORS 
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History Repeats Itself 


Not since the days when black and white television was in its intro- 
ductory stages have New York (and other metropolitan area) dealers 
opened their sales floors to TV parties. But in September, as the fall 
color telecasting got underway and as limited quantities of color sets 
began to trickle into the market, the open house made its comeback 
in TV merchandising. 

The results, interpreted in terms of unit sales, were hardly breath- 
taking. But almost everyone said they were satisfied at this stage of the 
game, that you wouldn’t expect to sell high-priced color in quantity 
to begin with. 

Approaches to the “open house” idea varied. Some dealers took 
newspaper ads to invite the public to drop in. Others played it more 
selectively, issued invitations to the “carriage trade”. This. latter 
approach had one almost unforeseen advantage: it brought people who 
had owned sets for some time back into the store, exposed them to the 
advances in cabinet styling and tube sizes. 

How many sets will be produced (or sold) this year is uncertain. But 
it seems a sure bet that as color edges its way across country this fall and 
more set makers get into the act scenes like the one in New York's 
Arden ‘T'V (above) will be repeated more and more frequently. 











Buy Canadian 


Dominion manufacturers worry about growing 
volume of electrical imports and the handicap of inade- 
quate wiring; even so industry nears billion dollar level 


“Prime factor behind the industry’s 
increase in production last year was 
the television boom,” O. W. Titus 
president of the Canadian Electrical 
Manufacturers’ Association, told the 
10th annual convention of the organ- 
ization in late September. “In 1953, 
television sets alone accounted for 
$81,305,000.” 

Domestic production by the Can- 
adian companies in this industry is 
estimated at $973,657,664 for 1953, 
an increase of 16.6% over 1952 Titus 
indicated, and this means that elec- 
trical manufacturing nearly reached 
the billion mark last year, making it 
the third largest manufacturing indus- 
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trial group in Canada. The production 
figure includes some $127,815,000 
worth of washing machines, electric 
driers, porcelain insulators, etc., which 
are manufactured by the industry. 

Import Woes. ‘The president’s 
statement also shows that imports of 
electrical products into Canada in 1953 
were in the neighborhood of $269, 
025,288, an increase of 38.1% over 
1952. Comparative imports for 1952, 
which totalled $194,785,820 showed 
an increase of about 23% over 1951, 
while the increase in 1951 over 1950 
was 16.4%. 

Imports in some consumer goods 
lines were exceptionally high, the 
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NO ONE CLEANER IS IDEALLY SUITED TO EVERY CUSTOMER’S NEED 


If you sell just 
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vou cant sell the 
whole market! 
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Only Westinghouse has a complete cleaner line...only Westinghouse has a complete cleaner line 


There's power behind 
Westinghouse... 
1 “Nem *3 new cleaners this 


Only Westinghouse has a complete cleaner line 


2 ee you CAN BE SURE...1F ITS Westinghouse SS 
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statement indicated. In the large ap- 
pliance line, for example, Canada pro- 
duced 262,153 refrigerators and freez- 
ers in 1953. During the same period, 
import of refrigerators and freezers 
from the United States totalled 220,- 
051 units. 

“This almost phenomenal increase 
in imports further emphasizes the 
need for reasonable and stable tariff 
protection,” Titus added. It is ap- 
parent from these figures that present 
tariff rates are nothing more than in- 
centives to large volume appliance 
manufacturers in the United States. 

Women Help. “Canadian women 
are doing more to awaken the spirit 
of Canadianism than many of their 
male counterparts,” W. C. Kennedy, 
chairman of the major appliance divi- 
sion told the delegates. 

In commenting on the need for 
supporting home industry, Kennedy, 
who is also vice-president of Frigidaire 
Products of Canada Ltd., stated that 
“Canadian women have taken the lead 
in giving first preference to Canadian- 
made merchandise.” 

“Through their respective associa- 
tions and institutes, they are taking a 
truly outstanding interest in the eco- 
nomic affairs of our country,” he re- 
marked. “When reading our news- 
papers, we businessmen are prone to 
pass over the women’s pages. But oc- 
casionally we pause to read an item of 
interest. When we do, we often find 
to our surprise that some women’s or- 
ganization has passed a resolution con- 
cerning a problem of significant in- 
terest to Canadian industry. And these 
resolutions invariably show that our 
women are fully aware of the neces- 
sity of buying Canadian merchandise 
as a means of ensuring maximum em- 
ployment in Canada. We males could 
very well take a page from their book. 
It is obvious that our women are no 
longer mere housewives. They have 
become our active partners in business 
and their work on our behalf has be- 
come one of the marvels of Canadian 
development.” 

Adequate Wiring. “Canadian home 


owners throw away thousands of dol- 
lars annually in bills for electric power 


they didn’t need in the first place,” 


C. D. McCaig, of Toronto, told the 
convention. “This waste of power is 
caused by the fact that almost all 
older homes and most new ones have 
inadequate wiring systems. In many 
cases, the wiring is 30 years behind the 
times. It cannot carry current to meet 
the demands of today’s high efficiency 


appliances. 


‘Electric power can’t be stored,” he 
stated, “‘so that appliances which take 
two or three times longer to function, 
use proportionately more power for a 
longer period of time. To the con- 
sumer this means wasted power and 


higher electric bills.” 


“Not only is this costly to con- 
sumers,” he added, “but it is also 
proving to be a serious problem to 
the electrical industry. The consumer 
generally blames the appliance for poor 
efficiency and seldom realizes that it 
is the wiring system which is at fault.” 

“To combat this, the industry has 
embarked on a nationwide campaign 
to warn consumers against the hazards 
of inadequate wiring in the home,” 
he emphasized. ““This is being handled 
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through the auspices of the Canadian 
Adequate Wiring Bureau, whose di- 
rectorate includes electrical manufac- 
turers, electric utilities, distributors, 
dealers and electrical contractors.” 

Canada has become the “sitting 
duck” for world manufacturers, Ken- 
neth Vernon Farmer, American-born 
newly-elected president of the GEMA, 
declared at the convention’s final day 
of meeting. ‘““Because of the easy ac- 
cess to Canadian markets made pos- 
sible by our customs regulations, eco- 
nomic problems which crop up from 
time to time in other countries can be 
foisted on our smaller economy,” he 
explained. 

“Some of the safeguards formerly 
enjoyed should be reinstated to give 
reasonable protection against the many 
millions of dollars worth of imports 
which each year enter our markets,” 
Farmer stated. “Otherwise, the growth 
of Canada as an industrial nation 
would in future be restricted since it 
is not possible to build a sound econ- 
omy and maintain employment in the 
face of such a large velume of imports 
from other lands.” 


One-Line Decline 


The exclusive, one-line appliance 
dealer is on the decline according to 
a recent survey of 265 small-town 
dealers in 20 states. 

The dealers, located in towns of 
10,000 and under in states from Min- 
nesota to Maine and as far south as 
Tennessee, were interviewed by the 
field marketing division of Farm Jour- 
nal and Town Journal magazines. 

Of the 265 dealers, 36 handled one 
line exclusively. Of the 229 remain- 
ing dealers, 154 handled one full ma- 
jor line plus other short or broken 
lines; 46 handled two full major lines; 
three handled three full major lines, 
and 26 handled miscellaneous major 
and secondary lines, but no full ma- 
jor lines. 

One dealer seemed to reflect the 
attitude of many when he said he 
carried several lines “to meet the de- 
mands of my customers. Why talk 
them out of their choice?” 

Business Ahead. At mid-year, when 
the study was made, the majority of 
these small town dealers reported busi- 
ness ahead of 1953 and 1952. Dealers 
carrying multiple brands appeared to 
be more optimistic and doing more 
business. 

The dealers reported that refrigera- 
tors were the fastest moving items, 
with washers second and ranges third. 
Other appliances, in the order of their 
sales volume, were television, freezers, 
dryers, water heaters, air conditioners 
and radios. 

Almost two-thirds of the small-town 
dealers reported they were getting full 
advertised prices for appliances. High- 
trade-in allowances were cited fre- 
quently as a qualification for getting 
full price. Premiums, cash discounts, 
and “other gimmicks” followed in 
popularity. 

Dealers in towns of under 10,000 
population draw customers from “‘in 
town” and “out of town” in about 
equal proportions, the survey found. 
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Marketing Briefs 


@ Winner of the $500 first prize in 
Proctor’s “Last Nationwide Chance 
Promotion” display contest was John 
Houswood of Adam, Meldrum & An- 
derson in Buffalo. His display was 24 
feet long and occupied three windows. 
Second prize went to Jack Jager of 
the J. C. Penney Co., Omaha, Nebr. 


@ A trip to the Caribbean for win- 
ning dealers and their wives has been 
announced by G-E’s radio and TV 
department. Winners in the 20-week 
contest (ending December 31) will 
be determined on a point system 
giving all dealers, large as well as 
small, an equal opportunity. Winners 
will sail from New York on Feb. 24. 


@ As a special fall promotion, Hoover 
has announced a $20 cut in the price 
of its “Holiday” cleaner. Merchan- 
dising of the unit is being handled 
through the firm’s current model di- 
vision. No decision has been reached 
as to continuing the “Holiday” in 
the line next year. 


@ A “mother and daughter” combina- 
tion of a full size Met-L-Top ironing 
table and a toy sized version of the 
table is being merchandised this fall 
by Geuder, Paeschke & Frey. The 
combination sells for $15.90, a $2 
saving over the price of the two units 
purchased separately. 


@ Cooper Mfg. Co., Marshalltown, 
Iowa, has published a new sales man- 
ual on its power mower line. Point 
of sale material, folders, circulars and 
ad proofs are contained in the manual 
which is available to distributors and 
their salesmen. 


@ Proctor Electric Co. has launched 
a “saturation” schedule of TV ad- 
vertising in Los Angeles and Phila- 
delphia. Consumer contests offering 
trips to South America and Acapulco, 
Mexico, are being used to build store 
trafic in the two cities. 


@ A hi-fi sales promotion kit has been 
made available to distributors of the 


Glove Washer 





NURSE Helen Varneckas of Cook County 
hospital, Chicago, removes clean rubber 
surgical gloves from one of the three 
Westinghouse Laundromats used to wash 
40,000 pairs of soiled gloves a month. 
Hospital officials say the Laundromats 
do the job better, faster and cheaper 
than the old hand-weshing method. 
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National Co., Inc. The kit contains 
proofs of current advertising plus 
specially designed sheets to help dis- 
tributor salesmen plan campaigns of 
their own. 


@ Alliance Mfg. Co. will spend more 
than half a million dollars in promot- 
ing its ““Tenna-Rotor” and other TV 
accessories. The fall campaign will 
be the largest ever launched on TV 
accessories, according to executive vice- 
president John Bentia. 


@ The biggest ad push in the history 
of the JFD Mfg. Co. will be used 
this fall in promoting the firm’s an- 
tennas, rotator and TV accessories. 
Spearheading the ads will be four- 
color inserts in 15 national magazines. 
Newspaper, direct-mail, co-op and 
point of sale ads will be used. 


@ A giant-sized mat book is currently 
being circulated to more than 3500 
Motorola dealers. The book contains 
127 different mats. Dealers are urged 
not to “just run an ad” but to “‘con- 
duct an advertising program”. 


@A free “shaver cradle” is being of- 
fered retailers with every 3 Shavex 
converters ordered. The cradle holds 
any shaver and cord. The offer expires 
November 30. 





SCHEDULED MEETINGS 
NATIONAL ELECTRICAL MFRS. 
ASSN. 


Hadden Hall, Atlantic City, N. J. 
November 8-11 


NATIONAL FARM ELECTRIFICA- 
TION CONFERENCE 


Schenectady, N. Y. 
November 18-19 


STEEL KITCHEN CABINET MFRS. 
ASSN. 


(Quarterly Meeting) 
Chicago 
December 8 


THE WINTER MARKETS 


Merchandise and Furniture Marts 
Chicago, Ill. 
January 3-14 


AMERICAN HOME LAUNDRY 
MFRS. ASSN. 


Annual Meeting 
Morrison Hotel, Chicago 
January 6 


NATIONAL APPLIANCE-RADIO-TV 
DEALERS ASSN. 


Annual Convention 
Conrad Hilton Hotel, Chicago 
January 9-11 


HOUSEWARES SHOW 
Navy Pier, Chicago 
January 13-20 


NAT’L ASSN. OF HOME BUILDERS 


11th Annual Convention 
Chicago 
January 16-20 


LOS ANGELES WINTER MARKET 


Los Angeles, Furniture Mart 
January 17-21 


SAN FRANCISCO WINTER MARKET 
Western Merchandise Mart, San Fran- 


cisco 
January 24-28 
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FIREHATS AND RAINCOATS, like those worn by President Maytag (waving) and 
vice presidents Umbreit, Bradt and Smith, spark campaign as... 


Maytag 
Sets A Fire 


The 6l-year-old Maytag Co. of 
Newton, Ia., looked like anything but 
an old, conservative company last 
month as it took the wraps off its 
new Supe rmatics, an automatic washer 
and matching dryer. 

“Hotter Than a 4-Alarm Fire” 
boasted the Maytag Co. about its new 
line. And to prove it, Maytag per- 
sonnel—from President Fred Maytag 
II to dealer salesmen—donned red fire- 
men’s hats and yellow raincoats. 

Commented President Maytag: 


“This campaign is not only the largest 
in the history of our company, but 











FREE DEMONSTRATIONS of the new Supermatics are offered in the public square. 
Newton housewives were encouraged to bring dirty laundry for free trial 


MARCHING BAND contributes to the M-day parade as Maytag launches its 
drive to promote its new Supermatics—an automatic washer and matching dryer. 


to our knowledge, the most extensive 
product introduction in the annals of 
the appliance business.” 

Che multi-million dollar campaign 
was kicked off with ““M-day” in New- 
ton, la., featuring parades, free firehats, 
and public demonstrations of the new 
laundry combination in the public 
square. 

[he drive will include radio, news- 
paper, and magazine advertising. 
Maytag commercials will also appear 
on the ABC “Game of the Week” 
football series and on the NBC “To- 


dav” show. 
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FIRETRUCK FUN is provided as President Fred Maytag || shows TV announcer 
Bob Williams and ad-man Sidney Wells a new toy fire-wagon. 


REAL FIRETRUCK serves as a stand for slickered Maytag girls as they distribute 
free firehats to the crowd in Newton, la., on M-day. 





“HOTTER THAN oa 4-alarm fire’ is the theme of Maytag’s multi-million dollar 





ad campaign. A junior fire-chief helps get the message across at parade. 
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NEW CHEVROLET TRUCKS 


have what it takes to boost 
efficiency and bring down costs! 


In the next three paragraphs you'll find a few good reasons why you 
can get more work out of a Chevrolet truck and save money doing it. 


INCREASED POWER IS THE FIRST BIG REASON 


With Chevrolet’s higher compression ratio you’ve got more power 
under the hood. Power that results in greater acceleration and hill- 
climbing ability. Faster starts and acceleration over the day’s work 
save valuable time and increase over-all efficiency. Check the gas 
mileage, too. With this higher compression ratio, your Chevrolet truck 
registers more miles on the job for each tankful of gas. That’s where 
you start to save money. 


BUILT-IN RUGGEDNESS SAVES EVEN MORE 


The strength and stamina of more rigid frames, and the special chassis 
features that pertain to each model—these combine to add extra rug- 
gedness to your Chevrolet truck. Push it hard on the rough jobs; 
keep it going over long schedules—you’ll still find your upkeep costs 
lower and your Chevrolet trucks lasting a lot longer. 


ONE LAST POINT—and maybe the most important to you—you’ll find 
Chevrolet’s line of trucks priced the lowest of all! Talk over your 
needs with your Chevrolet dealer. He’ll be glad to give you the facts 
about the best model for your job. . . . Chevrolet Division of General 
Motors, Detroit 2, Michigan. 


MOST TRUSTWORTHY TRUCKS 
ON ANY JOB! 
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CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


THREE GREAT ENGINES—The new “Jobmaster 
261” engine* for extra heavy hauling. The 
“Thriftmaster 235” or “Loadmaster 235” for 
light-, medium- and heavy-duty hauling. NEW 
TRUCK HYDRA-MATIC TRANSMISSION * — offered 
on %-, %- and 1-ton models. Heavy-Duty 
SYNCHRO-MESH TRANSMISSION — for fast, 
smooth shifting. DIAPHRAGM SPRING CLUTCH 
—improved-action engagement. HYPOID REAR 
AXLE—for longer life on all models. TORQUE- 
ACTION BRAKES—on all wheels on light- 
and medium-duty models. TWIN-ACTION REAR 
WHEEL BRAKES—on heavy-duty models. DUAL- 
SHOE PARKING BRAKE—~greater holding ability 
on heavy-duty models. NEW RIDE CONTROL 
SEAT*—eliminates back-rubbing. NEW, LARGER 
UNIT-DESIGNED PICKUP AND PLATFORM STAKE 
BODIES— give increased load space. COMFORT- 
MASTER CAB—offers greater comfort, conven- 
ience and safety. PANORAMIC WINDSHIELD —for 
increased driver vision. WIDE-BASE WHEELS— 
for increased tire mileage. BALL-GEAR STEERING 
—easier, safer handling. ADVANCE-DESIGN 
STYLING —rugged, handsome appearance. 


*Optional at extra cost. Ride Control Seat is available on all cabs of 1°/2- and 

2-ton models, standard cabs only in other models. “Jobmaster 261” engine 

available on 2-ton models, truck oo transmission on Y2-, %¥4- and 
1-ton models, 
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First in circulation 


First in magazine audience 





First with appliance advertisers 


First with appliance dealers 
and distributors 
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7 PHONOGRAPHS 


Model 2601 Hi-Fi Portable — A super engineered luggage type 


phono with console hi-fi volume. 


Model 601 “INTERMIX” Portable —A smartly styled portable 
with the only record changer that does not require “stacking”. 


Model 1601 3-Speed Portable—A quality model portable 
phono with 6” speaker. Fine for rumpus room use. 


Model 1600 Table Top — An excellent utility type phono with 
“INTERMIX” changer. Suitable for any room in the house. 


Model 600 Table Top — A good quality service phonograph with 
3-speed, non-intermix changer. 


Model 604 Record Player — A high quality player with detach- 
able speaker-mounted cover for remote control operation. 


Model 1100 Record Player —A low end portable player for 
those who insist on an inexpensive 3-speed model. 


3 TAPE RECORDERS 


Model 2900 Hi-Fi 2-Speed — Combines full fidelity performance 
with renowned CRESCENT simple, easy operation. Here is a tape 
recorder that has everything ...at a price! 


Model 9037 2-Speed Recorder —A high quality tape recorder 
with many features of the CRESCENT Hi-Fi. Makes a perfect 
step-up from low end to high end models. 


Model 903-907 Tape Recorder —The famous CRESCENT $99.50 
recorder that is truly a low end leader. Out-performs many more 
expensive models. 334 IPS or 74 IPS styles. 


3 NEW 45 RPM MODELS 


Model 453 Portable Phono — A beautiful, lightweight, portable 
phonograph made only by CRESCENT. A “must” for anyone 
selling phono’s. 


Model 452 Table Phono —A favorite anywhere! Has 3-tube 


amplifier and 4” x 6” speaker. Should be in every retail appliance 
store. 


Model 451 Plug-in Changer — Another “must” for record shops! 
Has same 45 RPM mechanism as other CRESCENT models... 


comes complete with A.C. cord & plug and phono cable and plug 
assembly. 






i 
NEW! NATIONA 
ADVERTISING PROGR 


For the first time cR sc NT tells it 
s E E 


plus Crescent’s 


~ ads «- ter 
d EBONY! These "assure you gree 


other promo 
soles and Pp 


ms - , n. 
tional Pre aecriticol Christmas seaso 


rofits for the 








C., 5900 West Touhy Avenue, Chicago 31, 


Everything you need 
from one manufacturer 
to trade up from low-end 
to top models in easy 
stages... without moving 
from brand to brand! 






Model 2601 


Model 2900 


Model 453 


JOBBERS! DEALERS! Never before have you been able to 
get a complete line of 3-speed, and 45 RPM phonos and record 
changers and medium price tape recorders all from one source! 
Here’s your chance to fill all your requirements through one 
nationally known manufacturer who also can supply you with 
mechanisms as well as proper accessories. 


Write for full information! 3-color catalog pages, descrip- 
tive envelope stuffers and a complete “package” of mer- 
chandising aids are available! 
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World-Wide Shave 





BEING BILLED as an ideal Christmas gift 
for a traveler is this Schick World Travel- 
er's Kit which contains a resistor coil to 
bring any current to the required voltage 
and plugs that fit outlets all over the 
world. Kit retails for $4.50. 


Motorola Tie-In 


Motorola and B. F. Goodrich have 
teamed up on a fall promotion cam- 
paign centered around the Goodrich 
I'V team, Burns and Allen. 

Goodrich will feature Motorola 
products throughout its stores in a 
fall campaign and Motorola, in turn, 
will boost the Burns and Allen show 
by offering a “Burns and Allen coffee 
server” for 99 cents. The item, worth 
$3, is aimed also at building store 
trafic for Motorola dealers. 

Motorola will publicize the offer 
in an eight-page photo-ad in the No- 
vember issue of Coronet magazine. 
Che ad, in which George and Gracie 
humorously promote the coffee server, 
will be used later as a direct mail 
piece by local retailers. 


Freezer Growth 


Freezer food plans can mean expan- 
sion and profit for the nation’s locker 
plants, the National Frozen Food 
Locker Institute was told recently by 
E. L. Hinchliff, sales manager of 
Amana Refrigeration, Inc. 

More than half the freezers being 
sold in the U. S. today are being sold 
with some sort of a food plan, Hinch- 
liff said. 

Hinchliff said the plant owners 
could participate in the food plans in 
three ways: by supplying frozen food 
to freezer owners; by supplying the 
frozen food part of food plans run by 
freezer dealers; and by becoming 
freezer dealers and selling the com- 
plete plan. 


Home Fire Alarm 


A fool-proof, low-cost home fire 
alarm, that could cut down the mount 
ing toll of nearly 7,000 deaths a year 
in home fires, has been introduced by 
the Edwards Co. of Norwalk, Conn. 

The alarm, priced at $19.95, in- 
cludes a signal unit, two thermal de- 
tector units, and comes equipped with 
cord and plug for mounting on the 
wall. 
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Harry the hunter reminds us of some appliance 
dealers who aren’t in the vacuum cleaner busi- 
ness. They’re doing real fine, but they could 
do even better. 


They’re in the appliance business, and vac- 
uum cleaners are appliances. And how they 
sell! Gross profits last year were $106 million* 
on sales of $267 million.* That’s a lot more 
money than many other appliances gross in 
a year. 


Get your share of cleaner profits—and get 
’em the G-E way. Thousands of dealers tell 
us that the G-E plan is the most sensible plan 
in the business. Here’s why .. . 

e G. E. has the fastest-selling cleaner on the 


*Source: Electrical Merchandising, 1954 Statistical Issue. 
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IF you think thats good, wait until he uses a gun is 


market—the 1954 model of the famous G-E 
Swivel-top! 

¢ G. E.—and only G. E.—has the hottest at- 
tachment to hit the business in years—a 2-in-1 
floor-and-rug tool! 


e G. E. has the best selling theme of any 
cleaner—‘‘Reach-easy”’ cleaning—and women 
know it and want it! 


¢ G. E. has the biggest backlog of customers 
in the business thanks to the biggest television 
and magazine advertising campaign in cleaner 
history! 

¢ G. E. has a big cash and bonus contest for 
your customers that’s bound to step up floor 
traffic. And what’s more 
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Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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You can win an all expense paid Caribbean 
Cruise for you and your wife while you're 
making extra sales! 


Yes sir! Twenty-four lucky 
dealers (you can be one of 
them) will sail with their 
sete can wives aboard a luxury liner 

= ~~~ for 17 sun-filled, fun-filled 
=——— days of travel and excite- 
ment. Best of all—aLL EXPENSES PAID! 





a ee 


And that cruise is so easy to win. All you do is 

. . give 10 cleaner demonstrations . . . complete a 

special G-E Cleaner jingle . . . and you’re in the 
running for a chance at this dream cruise. 


All dealers who sign up to be Contest Head- 
quarters are eligible. The entry blanks are part of 
the Contest Headquarters Kit. If you haven’t 
received your Contest Headquarters Kit, get in 
touch with your local G-E distributor right away. 
General Electric Co., Small Appliance Division, 
Bridgeport 2, Connecticut. 
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eeethe one you can’t afford to miss 





Just about every major appliance, electric house- 
wares item and radio-TV product will be featured 
in special product reviews in the January Statis- 
tical Issue of ELECTRICAL MERCHANDISING... now 
in the works. Exclusive whole industry sales fore- 
casts, product trends, saturation figures and retail 
sales by months will fill the Issue. 


Whole Industry Fact Book 

Manufacturers, distributors and dealers are anx- 
iously waiting to study this important issue .. . 
it’s their FACT BOOK. They'll give it the kind of 
readership which will make advertisements in it 
most effective. They’ll use it to plan their selling 
and buying during 1955. They’ll learn the products 
which will help them make money next year. Show 
them why they should buy your line. And... your 
ad will be read again and again. It will get real 
long-life advertising value in a responsive, sales- 
minded audience. 


Long-Life Advertising Value 

Four out of ten dealer subscribers will save the 
Statistical Issue for at least eight months. They’ll 
be reading the advertisements next September and 
will refer to it as a reference book for immediate 
buying and throughout the year ahead. 


Great Advertising Acceptance 
More than two hundred manufacturers took ad- 
vantage of the January Issue in 1954. They placed 


over 250 pages of display advertising in the 1954 
Statistical Issue . . . the biggest single issue of 
any appliance-radio-TV publication which has ever 
appeared. But this is to be expected. The January 
Statistical Issue has been a real market place for 
appliance-radio-TV products for years. 


Great Advertising Readership 

For years manufacturers have recognized ELEC- 
TRICAL MERCHANDISING as the Number One publi- 
cation in the appliance-radio-TV field . . . the one 
which dealers and distributors are most likely to 
pick up to read the advertisements. The whole in- 
dustry recognizes the Annual Statistical Issue as 
something extra special . . . the only ONE of its 
kind. 


Help for Advertisers 

So, whatever your product may be, ELECTRICAL 
MERCHANDISING’S January 1955 Statistical and 
Marketing Issue can help you show your line to 
people who count . .. America’s top dealers and 
distributors. Every month ELECTRICAL MERCHAN- . 
DISING does a top selling job for advertisers... 
but in January the Statistical Issue does the biggest 
job of all. Use it impressively for a real pay off. 
Your advertisement in the Statistical Issue will 
help you build distribution and cut sales costs. Your 


1955 sales campaign will get a big send off at the 
right time. 


Now is the time to make your space reservation for the January Statistical Issue 


Closing Dates . . . Copy to Set—December 1 . . . Complete Plates—December 6 


ELECTRICAL ® 


will 


1954 








cover the market 
alone 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N.Y. 





TEST WITHOUT UNPACKING: with new peep-hole carton on Bendix TV sets, 
dealer merely punches through the peep-hole check spot, opens flap and plugs in 
the set. Receivers are shipped with switch on. 


Peep-Hole Package 


Unique new carton on Bendix TV sets enables 
dealers to test set without uncrating and to offer the 
consumer “factory-fresh” merchandise 


An exclusive TV-set packaging de- 
velopment—a “peep-hole carton” that 
saves time and space in checking and 
warehousing sets, and creates better 
customer relations—has been  an- 
nounced by the television and broad- 
cast receiver division of Bendix Avia- 
tion Corporation. 

The newly designed shipping carton 
makes it possible for the dealer to test 
a set without going through the un- 
crating operation. 

A dealer merely has to punch a hole 
in a plainly marked “check spot’’ on 
the front of the carton, reach through 
the hole and pull out a flap. 

Attached to this flap is an AC plug 
connected to the set (shipped with 
switch on). Then the dealer can plug 
in the set and, by looking through the 
check-spot hole, see a raster neutron- 


ADJUST WITHOUT UNPACKING: front 
or back controls can be adjusted without 
opening flaps of Bendix’ new peep-hole 
carton. Or, if he prefers, dealer can slide 
set out and then back into carton on a 
built-in skid. 
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bombardment glow on the face of the 
tube. Thus, he will know if the set is 
in operating condition. 

It also enables the dealer to check 
stock without unstacking his ware- 
house, and to sell the idea of “factory- 
fresh merchandise” to his customers. 
Sets can be delivered direct from ware- 
house to a customer’s home, and even 
given a home trial without removing 
the set from the carton. 

In addition, a dealer can adjust 
front or back controls by opening flaps; 
or the entire set can be removed from 
the carton by sliding it out and then 
back on a built-in “skid.” Flaps may 
be easily sealed into place. 


New Channel Master 


The trend towards the two-set home 
has stimulated a new television an- 
tenna development from Channel 
Master Corp. 

The company’s SelecTenna cou- 
pling system eliminates the rotating 
antenna needed to pick up signals 
from various directions, and replaces 
it with a filter system which allows 
coupling an unlimited number of an- 
tennas to a single transmission line. 

With the SelecTenna, two sets in 
a home can be tuned to stations in 
different directions. Also the set tuner 
automatically selects the proper an- 
tenna without additional switches. 

Channel Master is also introducing 
a “Rainbow” model, an improvement 
on its Champion tri-pole antenna, and 
a new Roto-King for rotator antennas. 
The company is also producing alu- 
minum TV masting which the firm 
says is one-third lighter than steel 
and eliminates the possibility of rust 
streaking on houses. 





“Producing More Sales” 


General Electric’s new correspondence course 
training for retail radio and television salesmen meets 


with “tremendous success” 


““Individualize the sale” is the first 
advice given in General Electric’s new 
sales training program. And by in- 
dividualizing the training program, 
G-E has met with “tremendous suc- 
cess” in selling the course to its dis- 
tributors and dealers. 

“Every distributor is now signed 
up 100 percent,” John Farr, radio and 
TV department sales training manager, 
announced in early October. At that 
time, before the real push began at 
the retail level, over 2,000 retail sales- 
men had also signed up for the course. 

According to Farr, the response was 
excellent all over the country, from 
New Jersey, where GESCO of New- 
ark was the first to kick off the new 
program, to dealers like Barker 
Brothers in Los Angeles and Ramsey 
of Hawaii, two of the first dealers to 
sign up for the course 100 percent. 

The “Producing More Sales” train- 
ing course can be taken either in 
meetings or by correspondence. This 
feature has been very popular with 
the dealers, according to Farr. 

For those who take the course in 
meetings, two 20-minute color films 
are available to spark interest. 

Three Texts. Each student who en- 
rolls in the course is given three texts 
to be studied during the two month 
program. Each text contains sales case 
histories based on actual situations. 
Three fundamentals of selling are cov- 
ered in the texts—individualize the 
sale, sell with conviction, and help the 
customer to buy. 

The first text gives pointers on un- 
covering a customer’s motivation in 
buying since this is the most impor- 
tant key to sales, according to the 
book. The text also includes a chap- 
ter entitled “The Outside Market; 
It’s Rich,” which lists eight kinds of 
prospects who should be contacted 


in their homes and seven tested ways 
to get invited in. 

The second text, “Sell with Con- 
viction,” gives a simple explanation 
of how television works and answers 
the questions most often asked by 
customers. 

The final text, “Help Them iv 
Buy,” covers the most important ele- 
ment of the sales transaction—closing 
the sale. The book spells out “Ten 
Ways To Close Normal Sales,” eight 
common excuses for not buying that 
must be met, and twelve especially 
tough cases to tackle. 

A fact book giving full detailed 
specifications of the company’s prod- 
uct lines is also distributed during 
the course to increase the salesmen’s 
knowledge of the products being sold. 

Certificate of Selling. Check sheets 
accompany each text and are sub- 
mitted at the end of each study period 
to the “Producing More Sales” head- 
quarters in New York. These sheets 
are corrected and evaluated and stu- 
dents successfully completing the 
course will be given a certificate of 
selling proficiency. 

As an additional stimulant, 11] 
prizes will be given to students who 
complete the course with exceptional 
standings. 

The first prize is an M-G car and 
an all-expense trip to G-E’s Electronic 
Park in Syracuse, N. Y. Announcing 
an unusual switch in this prize, Farr 
said the winner can take his boss along 
on the trip. Ten G-E Lo-Boy tele- 
vision sets and 100 radios will be given 
away to other winners. 

The current course will end in De- 
cember, but because of the excellent 
response, Farr said, General Electric 
probably will repeat the training pro- 
gram again next year when new lines 
are introduced, 





cent behind 1953 totals. 


cent ahead of 1953. 


Electric. 





Not So Bad 


Room air conditioner sales didn’t come up to expectations this year—but 
they weren’t as bad as a set of figures printed in the September issue of 
ELECTRICAL MERCHANDISING would indicate. 

The figures in that article (What Happened to Air Conditioning?) showed 
that five months sales reported by dealers to nine utilities were almost 41 per- 


A newer and more com’ :te compilation (covering seven month sales 
reported by 19 utilities) sho vs that 1954 business was running about 19 per- 


What happened? The obvious answer is that business picked up as the 
weather got warmer; some utilities which reported five months business run- 
ning behind 1953 saw this picture reversed by the end of July. The broader 
sample in the second survey also changes the result. In addition, an error 
in compiling the initial set of figures magnified the loss which they reflected. 

In the new compilation, six companies still say that 1954 sales were lag- 
ging behind 1953 as of August 1. Cities involved here were Spokane (34 
percent behind), Washington, D. C. (31 percent), Bridgeport and New 
Haven (22 percent), Miami (13 percent), Chattanooga (12 percent) and 
Phoenix (5 percent). The remaining 13 utilities reported gains, ranging up- 
ward to a whopping increase of 327 percent reported by Kansas Gas & 
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make things happen...in TV sets...in sales! 


ul 
ke . Yes, the sensational new RAYTHEON Challenger, the first NEW IDEA in television, 
is setting new standards of performance...of styling...of convenience. A truly 
new KIND of set whose features others are already trying to imitate. 

Now comes this NEW IDEA in promotion—a RAYTHEON exclusive—that no one 
has yet caught up with! Even the promotion itself pays 23% profit on the ma- 
terials used! Look: Display kit includes (A) One full-color Decor Jacket Display 
as illustrated (regular price to dealer, $2.85), (B) One Decor Jacket in Modern 
Maze design (regular price to dealer, $2.75)—a total value of $5.60 if bought 
separately. But here’s the Special Combination Offer: The whole kit, including 
Decor Jacket, only $3.80. Dealer sells jacket at retail price of $4.95, makes $1.15 
PROFIT on the deal—23% prRoFit—and still has the Decor Jacket Display, with 
actual fabric samples and the full selling story! From there on Decor Jackets pay 
45% profit plus pepped-up sales of sets! 








NEW IDEA in home decorating 


WV Decor Jackets, av 


Now! Make your TY set 


match your room décor! 
j - _* 





Decor Jackets 


pay 45% profit 


plus pepped-up sales of sets! Jini 


oh an iel ol aia: 


Naitiel| 


That’s right! Jackets cost you $2.75 each—women customers fight 
to buy them at $4.95—you make $2.20 each—a cool 45% profit. 

What’s more, only RAYTHEON has Decor Jackets—and the jackets 
fit ONLY the RAYTHEON Challenger line—which stimulates sales of 
sets, as well. Don’t miss out on a deal like this! Get in on it Quick! 


Like the idea of making money? Contact us TODAY! 


RAY THERON Display FREE plus $1.15 profit 


on first jacket sale! 





RAYTHEON MANUFACTURING COMPANY 


Radio and Television Operations 
5921 W. Dickens Ave., Chicago 39, Ill. 
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“Includes dehumidifiers 


THIS IS the 1955 edition of EEI’s coordinated campaign calendar. 


Promotions 


indicated by the darker shade will be backed up with special materials from 


EEI and other industry organizations. 


Pulling Together 


That’s the theory 
campaign calendar which 
will include housewares as 


Plans for coordinating local promo- 
tional activity on nine appliances have 
been announced by Edison Electric 
Institute’s residential promotion com- 
mittee. 

New to this year’s coordinated pro- 
motion calendar are electric house- 
wares which will come in for special 
attention in June and December. In 
a statement released with the EEI cal- 
endar, G. W. Orr, chairman of 
NEMA’s electric housewares section, 
said that member manufacturers were 
looking forward to cooperating with 
utility promotional efforts during these 
two months. 

Promotion materials will be avail- 
able from EEI and other industry or- 
ganizations for six of the campaigns. 
They include: 


Appliance Theme 

Dryers World’s Greatest Wife 
Saver 

Ranges (spring) Cook Electrically—It’s 
Clean 


Water Heaters It’s Tops—Your Electric 
Water Heater 

Buy a Food Freezer Now 
and Save 

(To be announced) 

(To be announced) 


Freezers 


Ranges (fall) 
Housewares 
Details on these individual promotions 
will be mailed approximately three 
months before the campaign is sched- 
uled to begin. 

Four other major appliances (dish- 
washers, disposers, air conditioners and 
dehumidifiers) are included on the co- 
ordinated appliance calendar but no 
special materials will be made avail- 
able. The industry is, however, encour- 
aged to conduct promotions on these 
appliances during the months specified 
on the calendar. 

The 1955 calendar is the third such 
drawn up by EEI. In 1953, 60 utilities 
representing 12 million residential me- 
ters tied in with the initial venture. 
Last year participation jumped to in- 
clude 107 companies with 27 million 
meters. 
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behind EEl’s coordinated 
in 1955—its third year— 


well as major appliances 


At a news conference announcing 
the 1955 plans, R. L. Coe, chairman 
of EEI’s residential promotion com- 
mittee, stressed three points: 

1) Support from all levels of the 
electric industry is being encouraged 

2) EEI materials are designed to 
furnish only basic materials for a cam- 
paign and will be used locally in de- 
veloping complete promotions 

3) The determination of the ele- 
ments of a local campaign should be 
the responsibility of the utility in a 
given area. : 


Corny Selling 


Action, noise, excitement—and pop- 
corn. 

That’s what happened when dealers 
use a new demonstrator conceived 
by Hotpoint to show the speed of 
cooking on its range surface units. A 
complete “popcorn package” contain- 
ing popcorn, oil and salt comes 
wrapped in an aluminum foil dispos- 
able popper. The dealer sets the 
popper on the surface unit, pops it 
and serves. As the corn pops the con- 
tainer top blows- up like a balloon 
“giving action, noise and excitement”, 
says Hotpoint. 


Amana: Three Ways 


Amana Refrigeration, Inc., is cur- 
rently sponsoring a_ three-pronged 
fall and winter advertising campaign. 

Elements in the campaign include 
sponsorship of the NCAA football 
telecasts, a national magazine ad 
schedule, and local promotions in 
many areas. 

Ad manager Merlin E. Morris said 
the current effort is based on Amana’s 
conviction that the food freezer has 
year-round sales potential. 





Good Times Ahead 


Electrical World takes a long look at what's 


ahead and concludes that 


residential usage of 


electricity will increase 212 percent by 1970 


Taking a long look at the elec- 
trical future ELecrricaL Wor.p, a 
McGraw-Hill publication, has forecast 
that residential usage of electricity will 
increase 212 percent by 1970 as a re- 
sult of expanded population, larger 
national income and growing appli- 
ance sales. 

In explaining its prediction, ELEc- 
rricAL Wor tp said “The main rea- 
son why the (utility) industry can 
look forward to a larger and larger 
residential market lies in the sale of 
appliances. Appliance sales even in 
this recession year have not suffered, 
mostly because disposable income has 
been stable, with tax cuts and unem- 
ployment insurance making up for the 
drop in industrial employment.” 

The publication predicts an overall 
growth of 58 percent for the economy 
in the next 16 years. But, it explains, 
“Growth is likely to be slower in the 
next few years than later in the 
period” because of the decline in 
military spending and the fact that 
“the economy has just had a wave of 
super-expansion, needs time to absorb 
it before another big growth period.” 

Even in these “slow” years, how- 
ever, the key to appliance buying will 
be the disposable personal income 
which should grow steadily. “Business 
in 1955 is predicted to be on the up- 
grade with Gross National Product 
near the 1953 record and disposable 
income at a record high of $257 bil- 
lion,” the magazine said. 

“Gross National Product—$355 bil- 
lion this year—is expected to be about 
$360 billion in 1955 and $370 billion 
in 1956,” according to ELECTRICAL 
Wortp. “After that, growth should 
be more rapid, with GNP up past $415 


Residential 


billion by 1960. 

“A new wave of expansion is ex- 
pected in the 1960's. It will be 
sparked by a boom in consumer spend- 
ing as the babies born after the war 
grow up, get married, have chikiren, 
and start to stock up with cars, houses, 
appliances.” 

The population is expected to grow 
from 159.6 millions in 1953 to 204.2 
millions by 1970 while the number of 
households will climb from 47.5 mil- 
lions to 64.6 millions. Disposable in- 
come will be about $440 billion in 
1970. With a population of 204 mil- 
lion, that means per capita income of 
about $2175—almost 40 percent greater 
than in 1954. 

“It’s difficult to foresee the details 
of just how people will spend their 
money in 1970,” the article said. “But 
consumer spending is pretty sure to 
turn, more and more, to things that 
have been luxuries in the past. They 
will want more comfort—which means 
bigger houses and more electrical 
gadgets to do the work.” 


J & L Steel Ad 


Jones & Laughlin Steel Corp. 
boosted the nation-wide promotion of 
Steel Kitchen Cabinet Month with 
a full-page ad in the Oct. 11 issue 
of Time magazine. 

The month-long campaign was 
sponsored by the Steel Kitchen Cab- 
inet Manufacturers Association, a 
group of 21 firms. The promotion 
was designed to stimulate the steel 
kitchen industry, which now uses 
250.000 tons of steel a year. 





Average 
. customers Population Households annual use 

(millions) (millions) (millions) (kwhr's) 
1948... ..33.5 146.6 42.2 1,563 
GME, .« osama 149.2 43.6 1,684 
i Ser 37.5 151.7 44.7 1,830 
Wels <0 39.2 154.4 45.6 2,004 
|.) ae 40.7 157.0 46.6 2,169 
oS 42.0 159.6 47.5 2,345 


forecast 


GE. swe 43.3 162.3 
i . 44.5 164.8 
OORO. su. 45.7 167.2 
OO sis oes 46.9 169.7 
i oe 48.0 172.2 
OSD. .0 0 49.1 174.8 
1960... 0% 50.3 177.4 
POOe. 2.65 54.9 189.9 
ee 60.4 204.2 


48.4 2,528 
49.3 2,716 
50.1 2,913 
50.9 3,119 
51.8 3,339 
52.7 3,571 
53.7 3,821 
58.7 5,328 
64.6 7,323 


(From Electrical Wor!d's industry forecast issue, September 20, 1954) 
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TABLE MODEL 
tle D SPEAKERS 








Another Gendjjx’ T V Exclusive! 


New, front-mounted speaker gives Bendix* ‘‘Long Distance”’ television 
sets . .. a sound system to match their clear, sharp picture. 

Here you can demonstrate Bendix exclusive twin picture-phonic sound. 
The front audio in this table model sends the sound 
directly to the listener. It does not come from around 
the side of the set! 
















Matching bases have extra concert speaker. 


Variable tone control gives full range of audio values. Picture - phonic Fay 
Lets customers make treble /bass selections. 


Here are features you can demonstrate right on your FRONT MOUNTED 
ae SPEAKER 


Bendix is the profit line in TV. 





ALL THESE FEATURES, TOO! 


@ Aluminized camera eye tube. @ High fidelity picture quality. 
@ Noise interference rejection circuits. @ All wood cabinets... . 
choicest hardwoods, mahogany or blond. @ Balanced sight and sound 
«+. sound up... picture down. @ VHF-UHF single knob illuminated 
tuner. @ 41 megacycles in every model. @ 4 stage IF. .You've got to 
see these features... to believe them! 


MAIL THIS NOW! 


BENDIX TELEVISION 
Sales Dept. P.O. Box 1553 
Baltimore 3, Maryland 
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MATCHING 
BASE WITH 


Please rush me more information about the new Bendix line 
and name of necrest Bendix distributor. 











i EXTRA CONCERT By 
<a i SPEAKER (7 








PAT. OFF 


" Gendix TV. .your PROFIT line! 


PRODUCT OF BENDIX AVIATION CORPORATION ° BALTIMORE 4, MARYLAND 
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To gain a hold in a market... 
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a distributor uses grips like this as... 


CBS-Columbia Wrestles for Milwaukee 


When the Standard Electric Sup- 
ply Co. became the CBS-Columbia 
distributor in Milwaukee it decided 
to wrestle for the market—literally. 

For three years there had been no 
CBS-Columbia distributor in Milwau- 
kee and Standard Electric Supply 
wanted a big splash to re-introduce 
CBS television. 

Since a sports event seemed most 
likely to catch the attention of the 
sports-minded Wisconsin countryside, 
the distributor rented Braves stadium, 
home of the Milwaukee baseball club, 
and staged a wrestling match refereed 
by former champion Joe Louis. 

Erwin J. Merar, sales manager fot 
television, was a former radio announ 
cer with experience in handling special 
stunts, and the logical man on the 
Standard staff to plan the event. 

Sports Package. Not popularly re- 
alized by the trade, said Merar, is 
the fact that a program of this sort 
can be bought as a package. The 
firm found that it could rent the 





































—— 
falickets t: Stadius 
TT Hullabalor 
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Braves ball park for an evening, get TICKETS TO the wrestling show could have sold for top prices DEALER Harold Sampson, along with King Carl (picture upper 
the ushers and ticket takers for an but Standard Electric’s Leonard H. Siegel gave them away left) and 100 other Milwaukee area dealers, passed out 
additional amount, and _ incidentally and was well pleased with his investment. 60,000 tickets to adult customers calling at the store. 


had to pay an extra fee for clean up. 

From Fred Saddy, Wisconsin Ath- 
letic Commission, they discovered that 
any kind of a bout they wanted could 
be booked through promoter Fred 
Kohler. 

For money, Standard took the co- 
op funds anticipated on the sale of its 
quota of 5,000 TV sets for the balance 
of 1954. The public was asked, 
through newspaper and radio ads to 
call on dealers for free tickets. 

60,000 Tickets. Standard Supply 
estimated that 60,000 cardboards were 
passed out, Better Home Appliances 
handing out 2,000; Charles Lubotsky, 
5,000; Sampson’s 3,000; King Carl’s 
Appliance Co., 1,200. 

Even a dismal rain could not keep 
away the sports enthusiasts and the 





crowd saw a fashion show, lady and ae Se ae 

midget wrestlers, topped off with a FIRST thing to greet the visitors was the CBS-Columbia line JOE LOUIS, former heavyweight champion, kept the crowd 
bout between Verge Gagne and Hans _ of TV, with Lou Hausman, CBS-Columbia vice-president, and screaming by occasionally biffing wrestlers Gagne and Her- 
Hermann, refereed by Joe Louis. a Milwaukee model presiding over the new CBS color set. mann to enforce his decisions. 
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It’s true—65% of the freezers sold in 1953 (*as reported 
by REMA) incorporated a Tecumseh hermetic compressor! 
This overwhelming acceptance by the freezer industry 
proves the superiority of the Tecumseh hermetic. 


Lower price, better performance, greater capacity and 
lasting dependability are but a few of the reasons why the 
Tecumseh hermetic is preferred for low temperature appli- 
cations. Our engineers will be glad to show you how the 
Tecumseh hermetic can save you time and money on your 
application. 


Dealers too, will find that these facts present powerful 
sales arguments to convince customers that freezers 
equipped with a Tecumseh unit will give long, satisfactory 
service and reduce operating costs to a minimum. 


14 TECUMSEH PRODUCTS 














“Snowflake” Blizzard 


“Operation Snowflake” is snowballing as the 
appliance industry gets behind U. S. Steel’s campaign 
for a White (Goods) Christmas 


“Operation Snowflake” is turning 
into a blizzard, according to United 
States Steel Corp. reports from all 
over the country. 

Designed to push major (white) 
appliances as Christmas gifts, the cam- 
paign is receiving “resounding sup- 
port” from the appliance industry. 
Thousands of national and local pro- 
motion campaigns have been added to 
the original framework of the cam- 
paign, which uses the snowflake sym- 
bol and the slogan “Make it a White 
Christmas—give her a major appli- 
ance. 

“Operation Snowflake” has been en- 
dorsed by all the major gas, electric 
and appliance associations, according 
to U. S. Steel officials. At least 90 
percent of the appliance manufac- 
turers served by the steel company 
are throwing merchandising and ad- 
vertising support behind the drive. 
Four weeks after the announcement 
of the campaign 69 newspapers, 75 
public utilities and 37 television sta- 
tions had pledged support for the 
program. 

U. S. Steel sparked the advertising 
campaign with a two-page, four-color 
ad in the Saturday Evening Post, three 
television messages by Mary K. and 
Johnny on the U. S. Steel Hour and 
100,000 complete display and mer- 
chandising kits for distribution to ap- 
pliance dealers. 

The Saturday Evening Post is dis- 
tributing to all daily newspapers a 
twelve-page, full-size supplement, to- 


Protection Payoff 





gether with a complete kit of mats, to 
help them sell more local advertising 
space. Mary K. and Johnny commer- 
cials are going to radio and television 
stations and hundreds of U. S. Steel 
customers are hearing about “Opera- 
tion Snowflake” from U. S. Steel sales- 
men in 14 general operating divisions. 

On the local level, advertising and 
publicity is being pushed in every 
media. 

Among the companies and organi- 
zations supporting the drive are: West- 
inghouse, General Electric, Frigidaire, 
Sears, Roebuck, Kelvinator, Youngs- 
town, Magic Chef, Ben Hur, Hamil- 
ton, Easy Washing Machine, Carrier, 
Blackstone, Gamble Skogmo, Thor, 
Dupont, Caloric Stove, Con Edison, 
Pacific Gas & Electric, NARDA, 
NEMA, Gas Appliance Manufacturers 
Association, IAEL, NAED, and Liqui- 
fied Petroleum Gas Association. 


Lewyt Orders Up 


Sales of Lewyt’s new “big-wheel” 
vacuum Cleaner are running far ahead 
of early estimates, vice-president Wal- 
ter J. Daily said last month. 

In New York alone, Daily said, 
Gross Distributors have placed an 
order for “close to a million dollars” 
on the new model. Orders are the 
greatest in the seven-year history of 
the company. 


CHECKS AVERAGING $130.80 each are signed by E. A. Tracy, vice president, 
air conditioning division, Mitchell Manufacturing Co., for 2,700 Mitchell dealers 


and _ distributors. 


Under the company’s Distributor Dealer Protection Plan, 


Mitchell put aside $3 for every air conditioner shipped this year. Now dealers 
and distributors are being refunded $13.08 per unit for air conditioners left 


on their shelves after Sept. 15. 
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TURKEY SIZE 


O1-BROIL 400 


advanced infra-red 
automatic 


ROTISSERIE 


Infinite heat control for any number of heating variations... 
Cal-Ray Tubular Heating Element... fingertip, push-button 
control... fan cooled motor... The BAK-A-TRAY has its own 
built-in thermostatic control and plugs into the 
Roto-Broil automatically without electric cord. 

















BAK- A-TRAY 


v *¥PATENT PENDING 


Yes, the big new Roto-Broil “400” Capri is truly an industry “‘first’’. No 
other rotisserie has such a large interior cooking area, yet is so compact 
for storage. No other rotisserie has all these advanced features: Cal-Ray 
Tubular Heating Element... fan cooled motor for longer life... separate 
push-buttons for barbecuing, broiling, roasting, baking! What’s more, the 
infinite heat switch supplies the exact degree of heat required by any 
recipe. And here’s something else that’s special—the fabulous BAK-A-TRAY 
plugs right into the Capri itself without cords or wires! And yet, with all 
these up-to-date features, the big, new Capri is so easy to clean—for there 
are no wire racks to catch fat or grease. 


Roto-Broil ‘’“400’’— constantly pioneering for advanced features—has done 

it again! The big, new “oven-size”’ Capri is the most outstanding value you can 
offer your customers. It’s backed up by powerful, hard-hitting national advertising. 
It's being featured on both the CBS and NBC-TV Networks—covering the 
complete Election Returns on Election Night, Nov. 2. Largest audience ever 
assembled to view a promotion on any one housewares product. Exposed to over 
90 million people on this combined network. This coast-to-coast pre-selling 

is the kind of support Roto-Broil gives all its products... plus national magazine 
ads, billboards, newspaper and powerful direct mail promotions... real 
advertising-merchandising support that’s going to make the Capri the hottest 
profit-maker you can carry. 


ROTO-BROIL CORPORATION of AMERICA 


32-14 Northern Boulevard 
Long Island City 1, New York 
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TWO-GUN man is C. G. Frantz, president of Apex Electrical 
Mfg. Co. and head of the Vacuum Cleaner Mfrs. Assn. Frantz 
struck his pose for photographer during chuck-wagon supper 
at VCMA's annual meeting in Hot Springs, Va. 


VCMA 
Throws 


A Party 


HOOVER DUDES include Mr. and Mrs. Walter Munz, Thomas Kelly (now retired) and Mr. and Mrs. 


Oscar Mansager. 


HEADED for the supper table are Mr. and Mrs 
Henry Burritt. He is now consultant to Eureka 
Williams division of Henney Motor Co 


BLUE DENIMS were uniform of the day for 
Robert E. Dobson, manager of Westinghouse’s 


vacuum cleaner department. 
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DRESSED ALIKE for western party are Mr. and 
Mrs. Joseph H. Nuffer. He is president of Air- 
Way Electric Appliance Corp 


MORE FORMAL DINNER during VCMA meet- 
ing finds Mr. and Mrs. Alex Lewyt in non- 
Western attire. 
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Giana Ko 
Raitsaverss 


640 ROYAL COACH-AND-FOUR | 


CLOCKS ¢ 


THE CLOCKS THAT BRING TIME TO LIFE!.. 


United Time is Gift Time! Each exquisitely designed masterpiece is electri- 
cally impulsed...and many are individualized by an exclusive, spectacular 
action that makes the viewing of time more fascinating — most entertaining. 
United triple-plated-over-brass Chromeware is recognized for its superiority 
of finish— appreciated for its smartness—and welcome for its utility. 
United, the leader, assures you Merry sales, Happy customers and a 
Prosperous season! 


UNITED METAL GOODS MFG. CO., INC. 
UNITED CLOCK CORP., Clock Division 


379-385 DE KALB AVENUE, BROOKLYN 5, N. Y. 
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975 
ENCHANTE 


811 LIGHTED SHIP-OF-THE-LINE 


, $15.95 
$13.25 870 BALLERINA TIME TO MUSIC 
, $17.95 
170 


ICE CUBE 
PRE-SERVER 


950 AUTOMATIC 
COFFEE MAKER 
te huts dow 


840A 4-PIECE COFFEE SERVICE 
y $30.75 


8-PIECE COCKTAIL SERVICE 


CHROME 


- THE WARE THAT REFLECTS SUPERIOR VALUE! 


SEE YOUR JOoBBER- bel Quick! 


*Prices quoted hereon are slightly higher 
west of the Mississippi. 
They are also subject to applicable tares. 
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CONGRATULATIONS are extended by retiring president Albert L. Maillard, left, 
to newly-elected president Herbert S. Cook at the 19th annual conference of the 
International Association of Electrical Leagues. 


I ISCOUNTING, misleading adver 

tising and adequate wiring drew 
the attention of the nineteenth annual 
conference of the International Asso- 
ciation of Electrical Leagues in Phila- 
delphia last month. 

Keynoting the four-day convention, 
president Albert L. Maillard called 
on the league managers to provide a 
moral leadership for the electric in- 
dustries. 

“We have made great technological 
advancements; we have built up our 
productiveness to astronomical figures. 
But our sociology has not kept pace 
with our technology,” Maillard said. 
“In our human relations we have not 
been observing the Golden Rule. Un 
fortunately our industry is guilty of 
being one of the worst offenders in 
the distribution of its products.” 

Maillard said not only creative sell- 
ing, but the moral atmosphere of 
our economy was responsible for 
America’s high standard of living. 
He called on the league members to 
clear the business air of “certain unde- 
sirable odors.” 

Philco Policy. John M. Otter, ex- 
ecutive vice president of Philco Corp., 
told the delegates about his company’s 
new sales policy which is aimed at 
stopping sales abuses such as tran- 
shipping. 

Philco recently disfranchised all of 
its distributors and asked them to 
sign new, stricter contracts. Otter said 
the move “took courage and a loss of 
some business—we thought. But we’re 
not going to lose business, we're going 
to pick up business.” The Philco 
executive said the new policy was 
“tremendously successful—far more 
than we hoped for.” 

In his speech, Otter scored the dis- 
counter. “The fact that he gives away 
the product is the least of his faults,” 
Otter said. “The discounter has clerks, 
not salesmen. He sells the wrong ap- 
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Leaguers 


the customer, and he 
doesn’t worry about service.” As a 
result of the discounter’s activity, 
banks are beginning to cut credit to 
the industry, he said. 

Misleading Advertising. Giving the 
distributor's point of view, W. G. 
Peirce, of Peirce-Phelps, Inc., Phila- 
delphia, urged the league delegates to 
combat misleading advertising. 

“Today misleading, or I might say 
bluntly, dishonest retail advertising 
on appliances and television is appear- 
ing in large quantities,” Peirce said. 
He noted the popularity of “bait” 
advertising where a retailer advertises 
a service or product which he has no 
intention of selling at the price shown. 
Only a buyer from the Better Business 
Bureau or the District Attorney's 
office could pry loose this “nailed- 
down” merchandise, Peirce observed. 

“Most of the bad habits that have 
crept into our industry unfortunately 
originated with the manufacturer and 
his distributors,” Peirce said. But now, 
while manufacturers have “pretty well 
cleaned up their bad advertising prac- 
tices, many large retail advertisers have 
gone from bad to worse.” 

Noting the bad effect this advertis- 
ing has had on public confidence, 
Peirce called for local codes of fair 
advertising practices. These codes 
should be established and operated 
through the local Better Business 
Bureau, he said. 

Adequate Wiring. Tuming to the 
problem of adequate wiring, the con- 
vention heard reports on three ade- 
quate wiring campaigns by utilities in 
Cincinnati, Omaha and Chicago. 

E. J. McGinnis, business manager 
of the Cincinnati Electrical Associa- 
tion, said that under the Cincinnati 
plan the utility actually entered the 
financing of re-wiring jobs and bought 
promissory notes to cover the work. 

In 11 months of the campaign, 698 


pliance to 


RETIRING after years of service as corresponding secretary of the association is 
O. C. Small, left, seen here with Jack F. Mowat, Toronto, R. B. Hubbard, Denver, 


and George R. Conover, Philadelphia. 





Lecture, 





WEST COAST is represented at the Philadelphia convention by G. S. Allen, Los 
Angeles, Glen L. Logan, new association secretary, and Victor W. Hartley, man- 
aging director of the Pacific Coast Electrical Association. 


re-wiring jobs were signed, amounting 
to $171,964 worth of work for 214 
contractors. The jobs were financed 
for 12, 24 or 36 months and over half 
of the home-owners (spending 70 
percent of the money) chose the 36 
month period. 

McGinnis reported that contrac- 
tors were very happy with the cam- 
paign because it eliminated collection 
problems on jobs and the re-wiring 
work could be scheduled during nor- 
mally slack periods. 

D. E. Rosenthal, managing director 
of the Nebraska-lowa Electric Coun- 
cil, told the convention that in Omaha 
the re-wiring was financed through 
banks. A package loan form was pro- 
vided to contractors by the banks and 
provisions were made to have a 
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minimum payment of five dollars a 
month on re-wiring financing. 

A ten-week advertising campaign 
hit the adequate wiring theme in 
newspapers, radio, television, bus 
cards and handbills. The advertise- 
ments pointed out that nine out of 
ten homes are inadequately wired and 
urged the viewer to write for a booklet 
on re-wiring. 

Those who asked for the booklet 
were contacted and one out of seven 
was an immediate customer for re- 
wiring. Many others said they thought 
they would re-wire at a future date. 
In all, 209 re-wiring jobs, $49,886 
worth of work, were ordered during 
the ten-week campaign. 

In Chicago, the main re-wiring 
campaign has not yet started, but 
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IN THE CONFERENCE ROOM, W. G. Hills of Washington, Ralph Neumuller of 
New York, and other league members study their notes, read their newspapers, 
and relax for a moment between convention speeches. 


et NS 


Kae, 


RETAIL PROBLEMS ore discussed at lunch by Mort Farr, appliance dealer from 
Upper Darby, Pa. and chairman of the NARDA board, John Morrison of the 
Philadelphia League, and Al Bernsohn, managing director of NARDA. 


Listen and Learn 


bh 9 
AIR CONDITIONING is discussed at the four day convention by George S. Jones, 


managing director of the Air Conditioning and Refrigeration Institute of Wash- 
ington, D. C. 


ELECTRIC HOUSEWARES AWARD goes to the Philadelphia Electric League. 
John Morrison of the Philadelphia League accepts the award from H. S. Perkins 
of the Silex Co. who represents NEMA. 


C. C. Simpson, managing director of 
the Electric Association, reported on 
a survey recently completed. The 
study was run on 6000 homes in 
three one-square-mile areas. 

Postal cards were mailed to the 
6000 homes explaining adequate wir- 
ing. This was followed by telephone 
and direct solicitation on half the 
homes. The survey was aimed at find- 
ing out what factors influenced the 
home owner to re-wire and how much 
the average person is willing to spend 
for re-wiring. As a by-product of the 
study, however, 148 re-wiring jobs 
were sold. 

Simpson said that most people just 
didn’t know they needed re-wiring. 
Once the facts were presented, they 
were eager to have the work done. 
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The cost didn’t seem to be a major 
deterrent either, he noted, and only 
half of the home owners took advan- 
tage of time payments. 

Andrew Doremus, of the National 
Adequate Wiring Bureau, outlined the 
bureau’s program for 1955 to the 
league members. He noted that there 
are now 70 local bureaus and public 
interest is increasing in adequate w:r- 
ing. He said that in 1954, response to 
advertising has increased 50 percent 
over 1953 with the same amount be- 
ing spent for ads. 

Air Conditioners. Inadequate wir- 
ing was also cited by George S. Jones, 
Jr., managing director of the Air- 
Conditioning and Refrigeration Insti- 
tute, as a problem that must be faced 
by the air conditioner industry. 


1954 


The other major problem of the in- 
dustry is taking the room air-condi- 
tioner out of the impulse buying class 
and putting it in the necessity cate- 
gory, Jones said. 

“We must build a more stabilized 
distribution,’ Jones advised. ‘We 
must reduce dependence on the va- 
garies of the weather. We must assure 
sales through legitimate outlets by 
properly informed dealers. We must 
eliminate vicious price cutting.” 

If these problems are licked, Jones 
said, the air-conditioner market will 
level off within the next three or four 
years in the neighborhood of 2,000,- 
000 units per year. 

At the convention banquet, George 
R. Conover, vice president of the 
Philadelphia Electric Co. and a former 


president of IAEL, spoke on the prog- 
ress of IAEL over the years. The elec- 
tric housewares award presentation was 
made at the banquet by NEMA rep- 
resentative Cy Perkins to John Mor- 
rison for the Philadelphia Electric 
League. 

New officers elected at the meeting 
were: Herbert E. Cook, Detroit, presi- 
dent; E. J. McGinnis, Cincinnati, vice 
president; D. E. Rosenthal, Omaha, 
treasurer; and G, L. Logan, Los 
Angeles, secretary. The new board of 
governors includes: H. H. Johns, Pitts- 
burgh; C. C. Simpson, Chicago; John 
McDermott, Kansas City; James 
Schricker, St. Louis; John F. Mowat, 
Toronto; and Albert L. Maillard, In- 
dianapolis, advisory member of the 
board. 
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In Chicago, it takes 2— 
for broad coverage 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 
be the... 





CHICAGO 


Ea SUN-TIMES 


211 W..Wacker Dr., Chicago * 250 Park Ave., New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 
HAL WINTER CO., MIAMI BEACH 
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3-D SCREEN tells San Diego Fall Conference delegates that 338,000,000 ap- 


pliances have been sold since 1949. 


And George Melinger, Westinghouse 


appliance sales manager, told dealers and distributors that 428,000,000 more 
appliances can be sold in the next five years. 


Big Picture, Big Future 


Color TV and colorful speakers draw nearly 400 
dealers and distributors for the San Diego Fall Confer- 
ence of the Bureau of Home Appliances 


Colorful TV pictures from afar and 
colorful speakers from the rostrum 
sparked the Annual Fall Conference 
of the Bureau of Home Appliances 
at San Diego in September. 

The nearly 400 dealers and distribu- 
tors saw the “Best of Broadway” color 
program from a Los Angeles station 
125 miles away as the opening feature 
of the conference. The show was 


presented through color receivers 
hooked in by Hoffman, Motorola, 
RCA, Sears, Westinghouse and 
Zenith. 


Highlighting the fast moving pro- 
gram were: 
e New appliances for the legitimate 
appliance dealer to compete for the 
consumer dollar will continue to be 
part of industry’s objective, said Harry 
Gough, western manager of G-E. 
Gough stated that instead of trying 
to gear production to market demands 
the industry would, he believed, try 
to aim at giving dealers and distribu- 
tors enough merchandising plans to 
move the merchandise the factories 
produce. He contended that the ap- 
pliance-T’V retailer is and will continue 
to be “the backbone of the industry” 
in spite of conditions in some parts 
of the market today. 
e Before color TV can expect to grab 
the public’s fancy and start selling, it 
must achieve these goals—it must be 
big screen, it must be reliable, it 
must have a rectangular picture tube 
to keep cabinet sizes down, and it 
must be low in cost—according to 
Howard Patterson, executive of Chro- 
matic Laboratories, developers of the 
Lawrence color tube. Patterson 
brought with him a 20-in. Lawrence 
single gun color tube, and contributed 
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it to the local electronics group for use 
in study and training. 
@ Television set sales will likely exceed 
the volume of 1953, according to Glen 
McDaniel, president of RETMA, in 
one of the featured addresses to the 
conference. He pointed out that sales 
of TV sets during the first seven 
months have been at the highest leve: 
in three years. During this increase 
in retail sales, factory inventories have 
undergone only a slight seasonal rise. 
That news is important, he inferred, 
because “‘a manufacturer nowadays 
who builds up excessive inventories 
and thereafter is forced to dump them 
at a serious loss has only himself to 
blame.” He explained that TV pro- 
ducers now have “a sound, factual 
basis for their planning decisions and 
the result has been an end to the 
costly dumpings of inventory which 
plagued the industry for years.” 
Dealers in San Diego County and 
elsewhere were advised by McDaniel 
that the problem of spurious radiation 
from TV and radio sets must be elim- 
inated or there is a possibility that the 
FCC will step in with controls that 
would be more severe. 
e More sales of big ticket appliances 
will be the reward to appliance-T'V 
dealers who join with the industry in 
promoting adequate wiring campaigns, 
said Geo. Melinger, sales manager, 
appliances, Westinghouse, in his fea- 
tured address to the conference. Us- 
ing a “3-D” color slide program, Mr. 
Melinger presented the “Future of 
the Appliance Industry” story that is 
being given by Westinghouse at var- 
ious West Coast meetings. He pre- 
dicted sales of 428 million appliances 
during the next five years. 
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stop! dont do athing! 


NO, DONT DO A THING 


until you see what 
[you in vo! 

















Deenfreeze has fo 
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<til when ? Sometime between 


Nov. 8 and Nov. 20, 1954. Your 





‘*. Deepfreeze Distributor will give 


you all the facts! 


to preview the 1955 Deepfreeze 
Line of 4 different types of 


refrigeration and freezing 


Dee 


f “4 equipment, you, too, will say 
HOME pirecz c there is— 


Makers of genuine Deepfreeze Home Freezers, Refrigerators, Electric 


Ranges, Room Air Conditioners and Water Heaters. " Nothing like it in this World!” 


“Remember the date - AND WAIT! 


ELECTRICAL MERCHANDISING—NOVEMBER, 1954 PAGE 211 











You Have 
Good Sales 


Series motor parts engineered 
for floor polisher; adaptable 
to food mixers and other 
h ia ti 





PP 





Lightweight universal motor 
e devices requiring 
a self-ventilated, high-speed 


for 


motor 








Compactly designed turbine 
provides dependable opera- 


tien for canister-type vacuum 
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Story... 


When it's a Lamb Electric motored 
appliance you can tell about 
excellent performance, about de- 
pendability, quiet operation and 
outstanding appearance... 
because the motor is specially 
designed for the product. These 
are some of the features which 
characterize all appliances 
equipped with Lamb Electric 
Motors, and are among the rea- 
sons why leading dealers the 
country over like to handle them. 


The Lamb Electric Company 
Kent, Ohio 


In Canada: Lamb Electric—Division of 
Sangamo Company lLtd.—Leaside, Ontario 


cas Finest pRODUCTs 
ER! 














ee 


BROTHERS SCAIFE, GE’s Art, left, and Hotpoints’ Howard, right, chat 







a | $5 aes 


between 


sessions with Harry Price at the San Francisco NARDA meeting. Although 
members of the same industry—and the same family— it’s the first time the 
brothers appeared on the same industry program together. 


West Coast Cure 


NARDA speakers prescribe cures for appliance 
retailing ills during the ““meatiest, most frank and con- 
structive program” ever held on the coast 


The retailing industry received 
many prescriptions for curing its ills 
during a recent series of NARDA 
meetings at San Francisco, Portland, 
Ore., Seattle, and Billings, Mont. The 
program brought to nearly 1,000 deal- 
ers, salesmen and distributors what 
one observer described as “the meat- 
iest, most frank and constructive ap- 
pliance-TV program ever held on the 
West Coast.” 

Highlights from the talks included: 
e Do business with the right people 
—with the manufacturers and distrib- 
utors who are doing right by the 
industry, dealers in all four cities heard 
from key speaker Harry B. Price, vice- 
president of NARDA. He indicated 
to the group that dealers should know 
what their suppliers are doing in their 
areas, support the ones that set good 
standards and police them—and avoid 
the other manufacturers. 

e There’s been some discounting— 
there’s going to be more—laws alone 
won’t stop the discounting any more 
than laws stop murder or crime, said 
Art Scaife, manager of sales planning 
for G-E’s small appliance dept., to 
the San Francisco group. One action 
for the dealer will be to go back to 
the promotion of fair-traded electric 
housewares, Scaife suggested. 

@ Selecting the brands that will bring 
the dealer a legitimate profit was sug- 
gested to dealers at the Portland and 
Seattle meeting by San Francisco 
dealer and NARDA vice-president 
Carl Hagstrom. He said the answer 
to the discount situation does not lie 
in legislation. He brought to the 
Oregon and Washington dealers a 
close and very frank look at the way 
discount houses are operating today. 
Hagstrom, who told his own story to 
the industry in “I Failed as a Dis- 
counter” (Elec. Merch., June ’54), 
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advised the dealers in the Northwest 
“Don’t try to fight the battle alone 
. . the answer is not in legislation 
. . « legally the manufacturers can’t 
help you . . . it is up to the dealers to 
stamp out the evil. Invest your money 
in lines where you can make a profit.” 
eSalesmen need training, attention, 
frequent meetings with the boss, com- 
petitive incentives and enthusiasm, 
stated Cec Musberger, Billings, Mont. 
dealer. 
e “Stop slugging it out with the brick 
wall of high saturation, low profit, 
trade-in-heavy home appliances,” ad- 
vised Howard Scaife, general sales 
manager of Hotpoint, in his talk to 
the San Francisco gathering. “. . . The 
way to higher profits lies in the ex- 
ploration of the newer appliances that 
only a relatively few families own.” 
Howard Scaife said that these appli- 
ances are not cut price because people 
don’t know enough about the prices 
to know a cut price when they see 
one. 
e You need women on your staff, 
dealers heard from Mrs. Jesse Cart- 
wright, Norge home service director. 
But these women should not be put 
into jobs competitive with the men 
on the force. They should be there 
to supplement and complement them. 
She said that women do the best job of 
telling the product use story. 
e Stop losing money on TV service, 
dealers in San Francisco and Portland 
were told by Russ Hanson, contract 
division manager, service department, 
Motorola. To aim at that goal the 
servicing dealer must know and an- 
alyze each week’s activity and have a 
monthly report that shows profit and 
loss. He must know how many calls 
per man per day. He pointed out 
that the average is 8 calls per man per 
day for a profitable operation. 
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One dial—exclusive ‘‘Rim-O-Matic”’ 
Selector—sets clock-radio for station 
changing or for operation of radio and 
appliances . . . automatically! No knobs 
clutter the clock face—no buttons 
to push. 


Pre-Set Radio Tuning—changes stations 
while you sleep! Pre-set volume con- 
trol, too! “Sleep buzzer’’ knob sets 
radio for up to one hour of bedtime 
music. Also sets buzzer alarm! Built-in 
appliance outlet, phono-jack and out- 
put jack for tape recorder. 
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RCA Victor announces an entirely new kind of clock-radio that 


Changes stations while you sleep! 








1954 


RCA Victor “Slumber-King.” Black and beige, or 
black and gray. Model 5C591. $59.95. 





First big clock-radio advance in years—just in time for 
Christmas gift-buying! RCA Victor’s revolutionary new 
““Slumber-King’”’ can be pre-set to change stations while you 
sleep! Changes volume automatically, too! You go to 
sleep to music from one station . . . the radio shuts itself off 

. . and then in the morning wakes you to your favorite 
program on a different station . . . soft or loud—just the 
way you like it. It’s the world’s only clock-radio with 
pre-set station and volume controls. The “Slumber-King’”’ 
means new convenience for your customers—a healthier 
clock-radio mark-up for you—an exciting spearhead for 
your entire clock-radio promotion. Make sure you’ve got 
plenty on hand for Christmas. 


OTHER CLOCK-RADIOS FROM $29.95 


RCA VICTOR 


Tmks@® ° RADIO CORPORATION OF AMERICA 
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CASH IN with Thor SpeedTools 

the only ‘electrical appliance aimed at 
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Better Power Factors 


Industry groups reach agreement on improving 
the power factors of room air conditioners; new stand- 
ards become fully effective with 1956 models 


An intcr-industry agreement on im 
proving room air conditioner power 
factors has been reached by representa 
tives of the Air-Conditioning and Re- 


frigeration Institute, NEMA, and 
EEL. 

(In simplest terms, power factor is 
the ratio of useful watts to actual 


watts. A machine into which is fed 
1000 watts but which produces only 
750 watts in actual work would have 
a 75 percent power factor. Utilities 
have for some time been extremely 
critical of the low power facters on 
most room air conditioners on the 
market. 

Ihe agreement establishes recom 
mended minimum power factors based 
on unit size (75 percent for 4 hp. 
units, 80 percent for 4 hp. units and 
85 percent for units of 3? hp. and 
larger). These minimums are to be 
effective starting with 1956 models 
and are to be measured at Underwrit- 
ters’ Laboratories maximum normal 
load test conditions. 

In a speech before the Interna- 
tional Assn. of Electrical Leagues im 
late September, George Jones, man- 
aging director of the Air Conditioning 
ind Refrigeration Institute, said that 
“the vast majority of room air-condi- 
tioners built in 1956 will be much 
better than the figures quoted (in the 
agreement). As a matter of fact, much 
improvement will be noticed in 1955.” 

Jones also pointed out that manu- 
facturers in designing their units to 
comply with the National Electrical 
Code are coming up with better power 
factors as well. One manufacturer in 


New NAED Director 


ARTHUR W. HOOPER, former editor of 
ELECTRICAL WHOLESALING magazine, 
a McGraw-Hill publication, has been 
named executive director of the National 
Association of Electrical Distributors. 
Hooper, ca graduate of Columbia Uni- 
versity, served on the magazine for eight 
years and has been editor since 195]. 
As head of the 46-year-old NAED, Hooper 
succeeds the late Charles G. Pyle. 
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designing a 4 hp unit to comply with 
the NEC requirement that full-load 
current rating shall not exceed 50 per- 
cent of the branch circuit rating where 
lighting and other appliances are to be 
installed will come up with a little bet- 
ter than 90 percent power factor on 
the 1955 version of that unit. 


New Wiring Handbook 


A new Residential Wiring Hand- 
book, the first revision since 1946, has 
been published by EEI. 

The 32-page manual brings the 
standards for wiring systems 
into line with current and anticipated 
usage of clectricity in the average 
home. A significant change recognized 
by the new standards is that from the 
two-story to the one-floor house plan. 


home 


Fahsbender Honored 


Myrtle Fahsbender, director of resi- 
dential lighting for the Westinghouse 
Lamp division, has been made a Fel- 
low of the Illuminating Engineering 
Society. The only other woman ever 
to receive this distinction is Dr. 
Gertrude Rand. 


Retailers’ Role 


The vital role of the established 
retailer in the nation’s economy will 
be stressed in a nation-wide campaign 
by the Bureau of Education on Fair 
lrade during the coming year. 

The drive is designed to “help 
combat wide-spread price-chiseling and 
unfair competition by building aware- 
ness of the indispensible contributions 
of the established retailer to the well- 
being of U. S. communities,” Dr. 
John W. Dargavel, bureau chairman, 
said. 

The six-year-old bureau is an arm 
of the National Association of Retail 
Druggists and spends $120,000 a year 
on its education program. 


Recruiting Book 


A booklet designed to stimulate in- 
terest in a selling career in the appli- 
ance industry has just been published 
by EEI’s sales personnel and training 
committee. 

[he booklet is being offered to EEI 
member companies at 10 cents per 
copy for orders of 50 to 250 copies 
and at nine cents each for orders of 
more than 250. A 10 percent sur- 
charge is levied on non-EEI members. 
Orders should be sent to Commercial 
Dept., Edison Electric Institute, 
420 Lexington Ave., New York City. 
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ook! New DETROIT JEWEL 3-Way Deal 





} FULL MARK-UPIE 
GIVES YOU 








Here’s a special worth promoting in your 
Fall selling plans! You can price it right, 
allow liberal trade-in allowances and still 
get your full mark-up! 
LOOK at these = ee 
oe — e 164%x 20x 150 * eo 
ven @ Roller head ing Fla-Ver 

Seal broiler @ Signa-Dial controls e © Stain 
pore + pale sting porcelain finish 
Chrome broiler pan e Roller bearing 
service drawer @ Electric cooking timer 
and many, many others 










EXTENDED BY 
DEALER DEMAND 


OFFER EXPIRES NOV. 30% 
Order Today! ... 


and see for yourself 
how this great value 
out-sells all others! 














































Model illu strated 
is #444 














oe "Frc of the Dat igen Hove Ce. f ee pee a i : 
he | Detroit 31, Michigan i Famous Detroit Jewel Incinerator 
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MANUFACTURERS 








AUTOMATIC’S TRIO: president Frank Breckenridge is flanked by vice-presidents 
W. C. Bruckman, left, and Del Rizor. The three are convinced that there’s no real 
reason why there shouldn't be... 


An Automatic in Every Home 


And acting on that conviction, 
Washer Co. is marketing a 


on the small town dealer 


“This is not a churn. It is a wash- 
ing machine.” 

Promotion had to be kept that sim- 
ple back in the early 1900’s when the 
Automatic Washer Co. began markct 
ing what it believes was the first elec- 
trically powered washer ever intro- 
duced. 

It’s highly doubtful that today’s 
housewife would mistake a modern 
automatic washer for a churn—or for 
anything but a washer. But familiarity 
with the product has not eliminated 
the virtues of the “simple” approach 
to the washer market. 

That’s the thinking of Automatic 
Washer president Frank Breckenridge, 
who is using “simplicity” as a tool to 
carve out a share of the automatic 
washer market for the Automatic 
Washer Co. which, paradoxically 
enough, was one of the last laundry 
makers to market an automatic-cycle 
unit. 

“Our position is that the conven- 
ience of automatic washers should be 
made available to every home regard 
less of its facilities,” says Breckenridge. 
“In order to accomplish this the 
washer must have sales and service 
features which will permit the thou- 
sands of small dealers in our country 
to handle them successfully.” 

Evidence of this thinking is easy 
to find at Automatic. It’s apparent in 
the machine itself, in the servicing fea- 
tures built into it, and in the consumer 
literature which accompanies the 
Launry Queen washer. 

Why. Who benefits from emphasis 
on simplicity? Everyone, says Brecken- 
ridge. The consumer can enjoy auto- 
matic washing despite hard water con- 
ditions, despite low voltage, despite 
inadequate water supplies. The opera- 
tion of the washer has been simplified 
to the point where the housewife may 
follow her normal washing practice 
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Automatic 
unit designed with an eye 
and his customers. 


with regard to sorting and the use of 
soap or detergents without the need to 
learn an entirely new procedure. 

For the small dealer the simplified 
installation and service procedures 
built into the washer simplify his man- 
power problems. And the simplified 
operation reduces the time he must 
spend in re-educating the housewife 
in washing techniques. Breckenridge 
is convinced that the industry has re- 
turned to what he calls a “somewhat 
normal’ market and feels that the 
dealer to survive must return to ag- 
gressive selling. “It’s because of this,” 
“that our product line and entire pro- 
gram is designed to facilitate dealer 
servicing of the consumer.” 

For Automatic the benefits are ob 
vious. The company, like most of the 
small independents in the field, has 
always been strongest in the rural and 
semi-urban areas. Yet it is in precisely 
these areas that many housewives must 
put up with conditions which make 
them hesitate to buy an automatic 
washer. By marketing a washer which 
will operate satisfactorily even under 
these unfavorable conditions Auto- 
matic is obviously expanding the po- 
tential market for its products. 

The Product. Breckenridge and his 
chief engineer, vice-president W. C. 
Bruckman, have been in on the de- 
signing of three automatics. They 
engineered the original Laundromat, 
produced a different design for Inter- 
national Telephone & Telegraph, then 
still another for Automatic. Early 
experience in the field before the in- 
troduction of synthetic detergents and 
improved soap compounds “made us 
exceptionally alert to the problems of 
successful washing in hard water areas 
with inadequate hot water supply and 
the need for a highly effective rinsing 
cycle.” 

Basic step in overcoming these prob- 


lems was design of a machine with 
a 220 degree stroke washer action 
(about 25 percent greater than com- 
petition). This, according to Brecken- 
ridge, permits satisfactory washing re- 
sults even with a limited hot water 
supply. 

Previous experience also played a 
big role in the development of the 
firm’s “Hydro-Poise” system of vibra- 
tion control. The advantages of water 
extraction by spinning were unques- 
tioned but the company, having man- 
ufactured spinner washers for many 
years, was aware that many sales were 
lost as the result of the inability of 
the average dealer to teach the house- 
wife how to use the spinner compart- 
ment. In view of this Breckenridge 
and Bruckman devoted a substantial 
portion of their engineering time to 
developing a vibration control system 
that would automatically eliminate the 
effects of unbalanced loads. Their 
solution, on which Automatic -has ob- 
tained an exclusive patent position, 
actually counteracts the unbalanced 
load at its point of origin. A “Hydro- 
Poise” ring encircles the washer tub 
and water from the washer drains 
through this ring. The ring is so con- 
structed that the amount of water 
available is always displaced to the 
proper position and adjusts for a 
change in the unbalanced load as the 
water is spun out. Advantages which 
Automatic claims for this system are 
(1) a quiet running machine; (2) op- 
cration at relatively high speeds; (3) 
permits washing of shag rugs; (4) 
climinates the need for the housewife 
to rearrange the load. 

Servicing It. Many of the innova- 
tions in Automatic’s Laundry Queen 
washers were designed with the serv- 
iceman in mind. All electrical controls 
and solenoids have been eliminated 
from the operating mechanism. The 
firm developed a transmission that op- 
erates equally well in either direction, 
making possible a simple clutch shift- 
ing principal in switching from low 
speed washing to high speed spinning. 
The importance of this development 
is obvious, says Breckenridge, when 
you consider that 25 percent of service 


Pitch for the Sales Force 


calls usually encountered are due to 
failures of the solenoid. 

Motor, pump and drain have been 
located near the front of the machine 
so that they are accessible from the 
front without moving the machine 
from the wall. The belt drive has been 
designed so that changing of belts is 
only a matter of minutes. 

Electrical controls are located on 
the top of the machine as are the 
capacitor, vacuum breaker and auto- 
matic valve. The units can thus be 
completely serviced without being 
moved from installed position and 
it can be handled by one man. 

Installation has been simplified by 
use of a number of sketches on the 
installation instruction sheet which ac- 
companies each washer. 

The Owner. One further step has 
been taken to lighten the dealer’s load. 
The instruction booklet accompanying 
each washer has been designed to 
minimize the need for personal in- 
struction. Although the purchaser will 
find many laundering hints in the 20- 
page booklet, she can learn to operate 
the machine satisfactorily by referring 
to only one two-page spread near the 
front of the book. Step by step pro- 
cedures for various loads are illustrated 
here in pictorial form. 

What next. Breckenridge thinks 
that Automatic has pretty well licked 
its design and production problems. 
(The firm’s plant in Newton, Iowa, 
was recently conveyorized in a move 
to cut production costs. Current capac- 
ity is 150,000 units a year. Automatics 
currently make up 60 percent of pro- 
duction). 

But in today’s complex marketing 
picture production isn’t always enough. 
Distribution must also be considered, 
and, like many other independents, 
Automatic has felt the pressure of full 
line competition. But Breckenridge 
remains hopeful that a product “tai- 
lored”. for a particular type of dealer 
will draw so much support from these 
dealers that Automatic will be able 
to get its share of the ultimate market 
for an automatic-cycle washer in “every 
household, no matter what the local 
problems may be.” 





FEATURES of Viking’s 1955 fan line are explained to salesmen and representatives 
at firm’s annual factory-sponsored ‘‘fan conclave’’. General sales manager Frank 
Gibbons, far left, and general manager M. |. Levy, far right, listen as Dick Gang, 
assistant sales manager, explains a product feature. 
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BUILT-IN VALUE... 


Not price alone — but price plus quality — that’s 
Sylvania’s value standard. Model for model, price for 
price, there’s more built-in quality in Sylvania TV 
than any other set on the market. This year, sell the 
value — sell Sylvania. 


need. Sylvania today offers you the most desirable 


is the ( Greatest All-Time 
CVALUED Line in 





POWERFUL PERFORMANCE ... 


The mighty Sylvania PHoroPoweER CHAssIs brings in 
the wanted station near or far —delivers clear Full- 
Depth pictures with true photographic realism. Many 
new automatic features assure easier operation with 
fewer adjustments, You'll cash in big on Sylvania’s 
super-performance. 1 





Television 


: COMPETITIVE PRICE... = 
Here’s Why 1955 Aline tt icra to met any competion fired 


SENSATIONAL ECONOMIES ... 


As a Sylvania TV Dealer you'll get the jump on your 
competitors with an exclusive story of marvelous sav- 
ings in tube wear, current and service. It’s the sales- 
clinching scoop of the year —and only Sylvania has it! 


Re” 


Compare This Sales- Winning 


The BRADFORD 21” (Model 512) Table Model with 
HaoLicut. The year’s greatest TV value. Features PHoro- 
PowER Chassis, Silver Screen 85 Aluminized Picture Tube, 
Simplified Tuning and many new automatic features. Priced 
to sell in big-profit volume. Available in Mahogany or Blonde 


finish. Blonde slightly higher. 


M4 a Be sure to get the Sylvania TV Profit Story for 1954-55. 
Lowest Price Ever Offered On Phone your local Sylvania TV Distributor today. 


JT RANATY +2192 


The Frame of Light That's Kinder to Your Eyes 


























“We Enjoy Selling Sylvania TV 


Sell 4 VALUE ..-it’s a Value Sensation!” 


“As soon as the average TV shopper sees HALO- 
LIGHT, 50% of the salesman’s job is finished. All 
he need do then is to point out the finer Sylvania 
picture, cabinetry and phenomenal reception. 


Sell SYIVANIA® | 2257077 


PxuoroPower is a Sylvania trademark ger eae roomy er : 


SYLVANIA ELECTRIC PRODUCTS INC., Radio and Television Division, 254 Rano Street, Buffalo 7, New York 813 Market St., San Francisco, Cal. 
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Swivel 
Top Table 
in Mahog- 
any or Lim- 
ed Oak Fin- 
ish. Metal 


MODEL 704L 
26" x 24" x 23" High. 


pull and brass ferrules. 


Packed KD, 


| to carton. 


Backed by ‘$50,000 prod- 
uct insurance policy. 


Dont fool yourself . . 


you just hatta go 


UNIVERSAL 


than consoles 


TV Tables. 


. there’s plenty of business 


out and get it. One way is to promote 
model TV 


You sell more 
So, mek 


saelell= 


t a.profitable sal: 


that EXTRA profit by selling a UNIVERSAL table 


- 
The smart boys use 


building-wise, 
Ww ¢ lay it 


your nearest 


VERSAL 


Or, write for 


Tahicldaaletalelae 


5,000 
PON 


table 


tributor this se 


. Traffic- 
it can’t be beat. 


this table for their 


Quality-wis: 


bell cow 
Value-wise 
right on the line 
UNI- 

dis- 
cond. 


to you... better phone 


MAIL COUPON TODAY! 


Send me prices and name of distributor! 


Title 





more 


M 








5) UNIVERSAL L co. 
of HIGH POINT, N.C. 


AMERICA’S No. 1 COMPLETE LINE OF 


WOOD & WROUGHT IRON TV TABLES & BASES! 
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Expanded Plants and Plans 


Eight manufacturers in the appliance industry 
report on new plants and facilities being planned, being 
constructed and already in use 


Plant expansion continued at a 
rapid pace in the appliance industry 

this month as eight firms reported new 
facility plans and progress. 

Three companies announced plans 
to add to their plant capacity and two 
freezer manufacturers reported on pro- 
duction in recently completed build- 
ings. 

Westinghouse. One of the largest 
expenditures was announced by West- 
inghouse Electric Corp. which will 
spend $3,230,000 for facilities to pro- 
duce window-type room air condition- 
ers at its appliance division plant in 
Springfield, Mass. 

The funds will be used to rearrange 
and purchase necessary facilities to 
manufacture room air conditioners. 
No additional building construction 
is planned at this time. 

The appropriation is part of the 
company's overall $296,000,000 ex- 
pansion program which is now 75 per- 
cent complete. Approximately $7,- 
500,000 will be spent on the Spring- 
field plant in all. 

Westinghouse discontinued the 
manufacture of room air conditioners 
during the war and re-entered the 
field this year to round out its line of 
major appliances. The Springfield 
plant will have an ultimate capacity 
of 300,000 units a year and is ex- 
pected to be in operation by mid-1955. 

Robertshaw. A $1,000,000 research 
center has just been ‘opened in Irwin, 
Pa., by Robertshaw-Fulton Controls 
Co. New control devices for home ap- 
pliances and industry will be devel- 
oped in the four-story, modern build- 


ing. 


The company is also in the process 
of constructing a $2,500,000 pliant in 
Long Beach, Calif., a $2,000,0U0 plant 
at Milford, Conn., a new plant at 
loronto, Ont., and a $500,000 special 


military research laboratory at Ana- 
heim, Calif. 
Maytag. <A new 200,000 square 


foot warehouse is being constructed 
by Maytag Co. at Newton, Ia. Con- 
struction has already begun and ofh- 
cials hope the building, which will be 
able to store 30,000 finished Maytag 
appliances, will be completed in 1954. 

Space now devoted to product and 
parts storage at Maytag’s plant 2 will 
be turned over to manufacturing. 
During the past year, Maytag has spent 
more than $6,000,000 on its expansion 
program. 

Amana. A full Saturday shift and 
a 17 percent increase in the labor 
force have been added at the plant 
of Amana Refrigeration, Inc. to meet 
current demands for food freezers. 
The two moves will boost production 
25 percent, according to officials. 

Amana had already doubled the size 
of its plant and trebled its productive 
capacity this year by the completion 
of a $3,500,000 expansion program. 
The company is back-ordered on all 
six of its freezer models at present, 
according to executive vice president 
George C. Foerstner. The greatest 
demand is for the company’s 12, 15, 
and 19 cubic foot Stor-Mor upright 
freezers which compose 60 percent of 
Amana output. 

Jordon. Since it began production 
in its new $1,000,000 Philadelphia 
plant in May, Jordon Refrigeration 


Open House for Opening 





ON HAND FOR reception marking opening of Session Clock Co.’s New York sales 


office in the Chrysler Building were, 


left to right, Raymond Gates of L. Luria 


& Sons, Douglas A. Lapham, Sessions marketing manager, Morris Brett of Morris 
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Brett & Co., and Leonard A. Roulier, district manager in charge of the office. 
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Graybar salesman J. J. “Jack” Collins demon- 
strates features of new, lightweight Sunbeam 
steam and dry iron to members of the Omo- 


RET SR, MERON NTs 
_ RROGA TES i, 


hundro sales staff. This is one of many appli- 
ances successfully promoted during the recent 
“Greater Charlottsville Day” promotion. 


GRAYBAR HELPS 
MAKE OUR PROMOTIONS PAY OFF 


Says: ANDREW T. OMOHUNDRO, Sales and Service Manager 
Omohundro Electric Company + Charlottesville, Va. 





Final plans for the forthcoming 
“Greater Charlottsville Day” promo- 
tion are checked by Carl Omohundro, 
left, and Andrew Omohundro. An- 
drew heads up the retail appliance 
end of the business. The model store 
is sparkling clean, completely air-con- 
ditioned and equipped with modern 
display facilities. Brother Carl, Presi- 
dent of the firm, is more active in 
electrical contracting for residential 
and commercial construction. Both 
Omohundro’s have been long-time 
Graybar customers. 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 


Executive Offices: 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 
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“‘We’ve been doing business with Graybar for a good many 
years. It’s been an association that has always paid divi- 
dends. I could list many reasons for this, but in my opinion 
two are outstanding. 


“First, via Graybar we can get the leading lines of elec- 
trical appliances. These are products our customers know, 
have confidence in, and which we can sell with a minimum 
of effort. Second, there’s that vastly important matter 
of service. 


“Graybar personnel know business, and are nice to do 
business with. They make regular calls, help with inventory 
control and keep us up to date on what’s new in products 
and promotion ideas. We’ve learned to rely on this assist- 
ance especially during the important selling seasons. 


“For instance, one idea we worked out and use at this 
time of the year is to wrap a Graybar Gift Booklet with 
pre-season purchases. This simple, inexpensive promotion 
has done much in building electrical housewares as Christ- 
mas gifts. Our customers phone in their orders, take 
advantage of our gift-wrapping service — and really ap- 
preciate the opportunity to do a portion of their holiday 
shopping in the comfort of their living rooms.” 472-61 | 
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Andrew Omohundro and Jack Collins go over 
an order for the Christmas season trade. 
Graybar salesman Collins calls regularly and 
makes it a point to check inventory levels 
before discussing store needs with Sales- 
manager Omohundro. 


Here Salesman Ed Omohundro sells an 8-cup 
Universal automatic Coffeematic and we get 
a good view of the completeness of the elec- 
trical housewares displayed and stocked by 
Omohundro Electric Co. Sales records show 
that these well-known, Graybar-distributed 
products, well displayed, make it easier for 
customers to browse... and to buy. 


IN OVER 110 
PRINCIPAL CITIES 
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BE FIRST witn 


Seauily) con 


STYLINE KITCHENS 


Quality? . . . smooth rounded and reinforced construction, 
easy glide deep drawers . . . doors with spring loaded 
hinges for positive closing are only part of the story. 





Style? Speaks for itself . . . graceful contours, recessed 
handles, Unitized assembly of standard units gives that look 
of custom luxury. 


Value? With Beauty Queen you can demonstrate more value, 
more features regardless of other's price .. . and customers 
are demanding quality values today! 


Here is the complete kitchen line you'll be proud fo sell . . 
the quality line that makes selling both a pleasure and 
more profitable! 


Write or wire today 
for information on how 
to get bigger kitchen 
sales and profits. 





TOLEDO DESK & FIXTURE CORPORATION 
210 FORD RD., MAUMEE, OHIO 
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Co. has increased production until it 
is actually taxing its present facilities. 

Harry Fogel, executive vice-presi- 
dent, said sales of upright home freez- 
ers and commercial refrigerators and 
freezers are up 25 percent over last 
year. He predicted that sales for 
1954 will be “far ahead of 1953 in all 
of our categories.” 

In view of the growing demand, 
Fogel said “plans are still very much 
alive to construct additional pro- 
duction space” on Jordon’s 20-acre 
plot in Philadelphia. 


Pentron. Pentron Corp. recently 
opened its new 75,000 square foot 
plant in Chicago which will house 
production, office and engineering fa- 
cilities for the tape recorder company. 

President Irving Rossman said the 
new plant will enable Pentron to ex- 
pand its line to embrace everything 
from professional studio recorders to 
low-cost mass market recorders. 


Youngstown Kitchens. A new 
$750,000 warehouse is being erected 
for the storage of Youngstown 
Kitchens equipment at Mullins Manu- 
facturing Corp.’s Warren, O., plant. 

Together with a warehouse com- 
pleted in 1950, the new 205,000 
square foot building will give the com- 
pany more than five acres of finished- 
goods storage space when construc- 
tion is completed early next year. 


Eastern Metal Products. A new 
350,000 square-foot plant is being 
planned by Eastern Metal Products 
Corp., for Ft. Smith, Ark. The first 
part of the plant will be ready for pro- 
duction in March, 1955 and the rest 
of the construction will be completed 
by the end of 1956. 

The Tuckahoe, N. Y., company, 
which currently manufactures electric 
skillets, deep-fryers, roasters, rotis- 
series, electric dry irons, steam irons, 
pressure cookers, and cooking utensils, 
will expand production of these items 
and add a number of new major prod- 
ucts in the proposed plant. 





Heavy Light 





LIGHTS 
DIAMOND 
JUBILEE 





BIG BULB, to commemorate the 75th 
anniversary of Edison’s invention of the 
light, weighs half a ton and is covered 
with 135 pounds of two-inch-square 
mirrors. The light, on the Commonwealth 
Edison Co. building in Chicago, rotates 
four times a minute and is illuminated 
with a cluster of spot lights. 


Magnavox Report 


Magnavox Co. reported record high 
sales for the fiscal year ending June 
30, 1954, with net earnings slightly 
lower than last year. 

Sales reached $62,974,430 as against 
the former record of $57,979,669 in 
1953. Earnings were $2,102,530, down 
from $2,238,337 for the previous year 
The lower earnings figure was duc 
‘almost entirely to a necessary increase 
in the amount reserved for renegotia- 
tion of government contracts,” the 
company said. 

President Frank Freimann predicted 
that this fall’s monochrome TV market 
will be one of the largest in the in 
dustry’s history. Magnavox is also 
anticipating a high volume of hi fi 
radio- phonograph sales. FF reimann 
added that the company will not enter 
the color TV market before next year. 


Something New in the Oven 





EASY CLEANING is a key feature in the deluxe models of the 1955 line of Kel- 
vinator electric ranges. Side linings of the oven, constructed of aluminum foil, can 
be removed and replaced, thus eliminating ‘‘bending and scrubbing.’’ Two models 
in the six range line have disposable oven linings and four of the models huve 
“Dual Picto-Heat’’ controls which allows continuous dialing for any desired degree 
of heat. Two of the models have the ‘’Bonus Broiler,’ which permits broiling and 
baking simultaneously in a single-oven range. 
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Now on CBS Television for 


INTERNATIONAL HARVESTER | 


"THE HALLS OF IVY" 


Starring Mr. and Mrs. Ronald Colman = 











INTERNATIONAL HARVESTER 
signs up a top-quality TV show 
to help sell America’s top-qual- 
ity refrigeration line. 69 stations 
already signed —CBS-TV and 
affiliated outlets . . . Tuesdays, 
8:30 P.M. (EST). If you’re not 
now an IH Refrigeration Dealer 
and you want in on the in- 
dustry’s hottest push, call your 
nearest IH distributor or district 
office. 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue, Chicago 1, Illinois 
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THEY BOTH GO FOR and BUY! 


THE Sitland 


ALL-PURPOSE 


POLISHER - SCRUBBER 





ELECTRIC 
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er 


Only 


$9995 


> curt PACKAGED 
Am) FAIR TRADED 

















1oe 
Clee” “sl 





Si —-— » by > 
Good mes 


Lr8 sovtensto ! its 


You can take the word of these suc- 
cessful promoters of this versatile 


best-seller ! 


The Shetland All-Purpose 
Polisher - Scrubber - Buffer 
- Waxer - Sander - Driller - 
does the work of a dozen 
different household, ga- 
rage and hobby-shop tools 
—dand for a low price that 
stops window, store, news- 
paper ad and radio-tele- 
vision shoppers right in 
their tracks, and sends them 
heading toward Shetland- 
stocked stores. Is yours one? 





IT’S A FLOOR POLISHER! 


SCRUBBER! WAXER! 
FURNITURE BUFFER! CAR POLISHER! 
SANDER! DRILLER! WAX INCLUDED! 


Want to get started? See your jobber — or write 






THE SHETLAND COMPANY, INC., LYNN, MASS. 
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Optimism At Westinghouse 


President Price hopes for a record year in 1954 
and a 25 percent increase by 1957; foresees a “strong” 
1955 and 1956 for the durable goods industry 


Earnings of the Westinghouse Elec- 
tric Corp. are 27 percent above 1953 
figures and the company is hoping to 
surpass its sales volume of 1953, presi- 
dent Gwilym A. Price told the New 
York Society of Security Analysts re- 
cently. 

“We are still hoping that second- 
half earnings will be as good as the 
first six months,” Price said, “even 
though there is the possibility of some 
slight contraction in billings during 
the remainder of the year.” 

New orders for the first eight 
months of the year were down from 
the similar period in 1953, Price said, 
but “we are much encouraged by the 
facts that new orders in July and 
August showed increases over June’s 
figures, thus reversing the downward 
trend of the first six months.” 

Price expressed optimism about the 
1955 and 1956 outlook. “We believe 
that the rate of consumer expendi- 
tures for durables will be relatively 
strong for the next two years,” he 
said, “‘mainly because of such factors 
as population increase, a_ stabilized 
economy, a high rate of home build- 
ing, and increased consumer purchas- 
ing power. We are confident that 
Westinghouse will show an increase 
in volume of consumer product sales 
over current levels.” 

Expansion Pay-off. The Westing- 
house executive told the group that 
the company’s $300,000,000 expan- 
sion program, initiated in 1950, was 
beginning to make a substantial con- 


Bonded Heaters 


tribution to Westinghouse sales. He 
estimated that new facilities under the 
program produced billings of about 
$125,000,000 in 1953, and that an 
even larger contribution could be ex- 
pected for 1954. 

Based on facilities in existence or 
planned, Price said, the company’s 
normal output capacity by 1957 will 
be about $2,100,000,000. To reach 
that volume, Westinghouse is aiming 
for a 25 percent increase in its over- 
all market position. 

Looking into the future, Price saw 
“particularly dynamic vistas” in several 
fields including the practical industrial 
application of atomic power; low-cost 
air conditioning for homes, including 
the “heat-pump”; color TV; and rapid 
growth in such appliances as dish- 
washers and garbage disposal units. 


Mullins Expands 


Mullins Manufacturing Corp., 
manufacturers of Youngstown Kitch 
ens, is buying the Schaible Co. of 
Cincinnati, O., producer of small 
mechanical and electrical devices. 

Schaible will be operated as a 
wholly owned subsidiary of Mullins, 
according to Harry M. Heckathorn, 
Mullins president. Michael Schaible 
will remain president of Schaible. 

Schaible manufacturers fittings for 
plumbing fixtures and in 1953 intro- 
duced a food waste disposer. 





SHELDON COLEMAN, president of the Coleman Co., 
bonded warranty on Coleman Vit-Rock water heaters to C. C. Walther, president 


of Walther Bros., 
Marshall-Wells Co., Duluth, Minn. 


explains the new $500 


New Orleans, and Howard C. Fauss, merchandise manager of 
The $500 bond attached to the regular 10- 


year warranty is believed to be the first guarantee of its kind offered by a water 


heater manufacturer. 
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TOPPER 17 


New Magna-tronic full trans- 
former-powered chassis, 
16,000 volts picture power, 20 
tubes. New Top Tuning and new 
Omni-directional sound with 
the top-mounted speaker. 
Ultra -compact framed - wood 
cabinet, only 18 in. wide, 19 in. 
deep. In beautiful marproof 
Magnatex,cordovan $149.50 


With Magnavox TV 
you profit from 


no price-cutting! 


Magnavox is your ONLY TELEVISION profit opportunity. NO other 
franchise offers you all these EXTRA advantages: 


e The only fair-traded line © Protected inventory prices ¢ Magnavox 
quality in every model ¢ Largest mark-ups ¢ No annual line mark- 
downs ¢ Fewer dealers in each market ¢ More step-up sell-up features 


Famed MAGNAVOX QUALITY TV priced as low as *149°° 


It is not a stripped-down-chassis, but has 41-mgc. amplifier, full transformer-powered, 


20-tube, 16,000-volt chassis . . 














PLAYHOUSE 21 


Big 21-in. picture —alumi- 
nized tube, Chromatic Optical 
Filter. Hi-fi 10-watt amplifier, 
12-in. plus 5-in. speaker co- 
axially mounted with special 
sound diffusers; plug-in phono 
jack. A fine-furniture console 
available in either mahogany, 
walnut, or white oak. In ma- 
hogany cabinet... . $339.50 


Most powerful audio in TV 


Magnavox is sold out for the remainder of 1954. 
applications for new franchises until after January 1, 1955. 
navox has proved to be the fastest-selling, profitable line in the industry. 
franchised dealers, Magnavox production has been increased through new and expanded facilities. 





PROVINCIAL 24 


High-voltage (19,000 volts) 
Magna-power “500” chassis, 
with 10 watts undistorted 
audio power. Bigger-than-life 
24-in. pictures, Chromatic Op- 
tical Filter, 12-in. and 5-in. hi- 
fi speakers coaxially mounted. 
Phono switch. Handsome an- 
tiqued fruitwood Provincial 
cabinet........ .. $398.50 


PLAYFELLOW PORTABLE 


Hi-fi automatic phonograph 
that outperforms most con- 
soles! Twin front-mounted 6-in. 
extended-range speakers. 
Powerful push-pull audio am- 
plifier. Precision 3 - speed 
changer. All wood acoustical 
cabinet; handle; lid lock. 
Marproof Magnatex, cordo- 
van or blond....... $99.50 


. plus a new concept in styling and top tuning! 





MAGNASONIC 


Four-speaker AM-FM auio- 
matic radio-phonograph! Two 
12-in. hi-fi speakers plus two 
5-in. high-frequency speakers 
coaxially mounted, Push-pull 
amplifier—20 watts of undis- 
torted audio output. 3-speed 
ch Pi i Pick-up 
with ‘floating dual styli. Ma- 
hogany cabinet... .$279.50 











SYMPHONIC MODERN 


Two 12-in. low-frequency 
speakers and high-frequency 
horn speaker. Precision AM- 
FM chassis. 3-speed changer, 
Pianissimo Pick-up with dual 
diamond-sapphire styli. Hand- 
rubbed oak, cherry, or ma- 
hogany cabinet. With tape 
recorder, $745.00; without 
tape recorder $595.00 


True Hi-Fi perfected sound reproduction 


AND MANY MORE MODELS WITH MORE STEP-UP FEATURES 


Magnavox Company, Fort Wayne 4, Indiana. 
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Better sight... 


In deference to our dealers, we will not consider 
With the strongest consumer demand, Mag- 
To assure ample supplies for 


1954 





better sound . 
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WESTCLOX 


REINSTATEMENT OF 
PREPAID DIRECT DROP 
SHIPMENT TO RETAILERS 





NOW on any order for 72 or more assorted electric 
clocks, spring-driven clocks, wrist or pocket watches, 
Westclox will ship prepaid direct from the factory, 
and invoice through your wholesaler. Retailer receives 
from the wholesaler a 5% quantity discount. Attrac- 
tive display material for window and counter is in- 


cluded with each shipment. 


GET this compact and 
sturdy turn-table display 
of blond oak plywood. 
23 inches high, occupies 
less than 1/2 square feet. 
Would cost you over 
$20.00. Buy any two 
$7.95 Westclox at tag 
prices in addition to the 
72 or more pieces and 
receive this attractive 
display FREE. 





WESTCLOX 


Made by the makers of BIG BEN 


LaSalle-Peru, Illinois 


PRODUCTS OF (ai CORPORATION 
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Why They Fail 


Dun & Bradstreet’s study of 1953 business 
failures finds that great majority involved firms less 
than five years old and were due to human failures 


The first five years are the hardest. 

That’s the title of and one of the 
principal conclusions stemming from 
a new analysis of commercial failures 
just published by Dun & Bradstreet. 
The booklet analyzes failures during 
1953 by age of business, location, in- 
dustry and cause. 

D & B concludes that “business 
failures are human failures” since 
slightly more than 50 percent were due 
to lack of managerial ability and an- 
other 39 percent due to lack of experi- 
ence. Principal evidence of human 
weakness in management, says Dun & 
Bradstreet, is found under the heading 
of “inadequate sales”. 

Appliance-radio-T'V dealers have the 
dubious distinction of leading the pa- 
rade of failures in the retailing field 
during 1953. Their rate (116 per 10,- 
000) reflects a sharp rise from 1952 
(when the rate was 70 per 10,000). 
Infants and children’s wear stores and 
furniture and furnishings stores ranked 
second and third in retail failures dur- 
ing 1953. 

Over 58 percent of the firms failing 
in 1953 had opened their doors within 
the past five years (4.3 percent in 1953, 
18.6 in 1952, 15.1 in 1951, 11.8 in 
1950 and 8.7 in 1949). Only 12.5 
percent of 1953 failures concerned 
firms which had been doing business 
in 1941 or before. 

Failure rates by regions varied 
widely. The highs were registered on 
the Pacific coast (86.9 per 10,000), in 
the Middle Atlantic (58.6) and in New 


Joins Stoddard 





J. B. BLANTON, formerly product man- 
ager of air conditioners and home laun- 
dry appliances for Hotpoint, has been 
named general sales manager of Stod- 
dard Industries, Inc., manufacturers of 
“‘dust-magnet’’ electrostatic air filter. 
The filters will be promoted as com- 
ponent parts for air conditioner manu- 
facturers and eventually as replacements 
for other types of filters. W. Bruce 
Walker, formerly product manager of 
dishwashers and disposers for Hotpoint, 
has been named assistant sales manager 
for Stoddard. 
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England (38.5). California was the 
high state with 108.9 failures per 10,- 
000 concerns. South Dakota and 
North Dakota were low with 2.3 and 
3.5 respectively. 

Among retailers, the following were 
listed as the “underlying” causes for 
failure: neglect—5.6 percent; fraud— 
3.2 percent; lack of experience in the 
line—14 percent; lack of managerial ex- 
perience—11.9 percent; unbalanced ex- 
perience—16.7 percent; incompetence 
—46.6 percent; disaster—1.2 percent 
and reasons unknown—0,8 percent. 
There were 4,381 retail failures ana- 
lyzed in the study with an average lia- 
bility per failure of $26,774. 


Hi Fi Trade-In 


The hi fi business is growing up; 
trade-ins of old hi fi equipment are 
catching the attention of dealers. 

Hudson Radio and _ Television 
Corp., electronics parts distributor in 
New York and Newark, has an- 
nounced a new trade-in policy de- 
signed to enable owners of high f- 
delity sound systems to acquire new 
equipment “at relatively little added 
expense. 

“This hi fi sales plan must not be 
confused with the trade-in ‘allowances’ 
given on old radio and television sets,” 
David H. Ormont, Hudson president, 
said. He explained that often trade-in 
allowances for radios and TV sets are 
little more than “discounts” since 
the old receivers must be junked. 

“The hi fi business is entirely differ- 
ent in that many prospective cus- 
tomers of moderate means are willing 
to buy reconditioned and guaranteed 
sound systems that permit them to 
enjoy good music economically. <A 
technical factor favoring this trade-in 
market is the general ruggedness and 
longevity of hi fi equipment. Most 
of it is semi-custom built of high 
quality components and can run for 
years without requiring any more ‘serv- 
icing’ than an occasional tube replace- 
ment.” 


Hi Fi Homes 


A Dayton, Ohio, contractor is hop- 
ing to cash in on the current popu- 
larity of hi fi by installing a General 
Electric “Custom Music Ensemble” 
in each home of his new “Timberly 
Acres” development. 

G. W. Leckrone & Sons, Inc. plan 
to build the hi-fi components into two 
mahogany panels which flank the fire- 
place. The homes will also have a vari- 
able or “‘soft-lighting” control, elec- 
tronically controlled garage doors and 
intercommunications systems. 

Installation and servicing of the 
high fidelity units will be handled by 
Sampson Television, Inc. of Dayton. 
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Better farming makes him 
a better customer for you! 


Top farmers produce twice as much per acre, twice 
as much per man, as average farmers—and they buy 


twice as much to live twice as well. Sta rti Ng in Ja nua * 


Our job is to keep top farmers abreast of the best 
—and to help more farmers become top farmers. 


That makes more top customers for you. for what 
you sell—electrical products—is needed to achieve 


better farming and better farm living. cha Ng j Ng its na me to 


Better farming and better farm living on more 
farms . . . more sales to more prosperous farmers— 


that’s what Better Farming means! B HF ® * 
A Curtis publication etter arming 
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PLEASE NOTE: 


See August issue of Electrical 
Merchandising for special bonus plan ad 


FULLY 


PNtiie] Vviis 
PORTABLE ELECTRIC GLASS 


WONDER HEATER 





5 YEAR 
PROTECTION 
PLAN 
@ THERMOSTATICALLY 
CONTROLLED 


@ NO FIRE OR EXPLOSIVE 
HAZARD 


@ QUIET, SAFE, PENETRATING 
@ DEPENDABLE 

® CLEAN HEAT 

@ APPROVED BY U.L. 


MODELS "" 3995 





ABSOLUTELY SAFE 
THE GLASS IN ALL ELECTROMAID GLASS HEATERS IS MADE OF HEAVY 


AND HIGHLY TEMPERED GLASS, ALMOST UNBREAKABLE, ASSURING 
SAFETY AND LONGER LIFE. IDEAL FOR ANY ROOM THAT NBPEDS 
ADDITIONAL HEAT. THE ELECTROMAID PORTABLE GLASS HEATER 
IS THE SAFEST EVER BUILT. TESTED AND APPROVED BY UNDERWRITERS’ 
LABORATORIES. 


ACCEPT NO SUBSTITUTES—THERE IS ONLY ONE ELECTROMAID HEATER. 
NATIONALLY KNOWN AND DISTRIBUTED FROM COAST-TO-COAST, 
SERVING AMERICA FOR OVER 20 YEARS. 


ELECTROMAID CORP., P.O. Box 30, Chazy, N. Y. 


Sold only through legitimate electrical wholesalers Few choice 


territories available! Write us for catalogue showing complete line 


f radiant glass and conv tion heaters 














There’s an art to carrying 
appliances, too... 


» 





For ‘long-run’ economy in delivery 
These 
rugged canvas jackets are water 


costs, use Slingabouts. 


repellent to protect appliances 
from weather damage. Thick 
padding and flannel lining 
safeguard against dents and 
scratches. Handsling for easy 
lifting. Slingabouts can be 
slipped on and off in seconds. 





——— 
| sie | [| 
| ane 
t ~ (ae Eee 
Ask about Wrapabouts for Radio, TT TOL 
TV, Hi-Fi and Air Conditioners HLL | rere 
2 = a 
‘SLINGABOUTS ||-- 
& 4 I gl & === 
oe 
FOR APPLIANCE PROTECTION { - 








WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout or Wrapabout prices for Model + ___ 


Se 

















ae Refrigerator 
Range 
Name — —$_$______ Washer 
Check Radio 
ee Appliance TV 
a dicate cna eat eee State ere Air Conditioner 





(please specify) 
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Folsom Forecasts Future 


RCA president sees 


“excellent sales prospects” 


for the remainder of 1954, bright future for electronics 
industry with $12,000,000,000 annual sales by 1957 


By 1957, sales for the electronics 
industry will approach 12 billion dol- 
lars annually according to a recent 
prediction by Frank M. Folsom, presi- 
dent of RCA. 

Speaking before a meeting of the 
Investment Analysts of Chicago, Fol- 
som said the “utterly amazing” elec- 
tronics industry grew from sales of 
$1.6 billion in 1946 to $8.4 billion 
in 1953. “Further growth is projected 
as follows—1954, $8.8 billion; 1955, 
$9.5 billion; 1956, $10.9 billion; and 
1957, 11.8 billion,” he said. 

Citing color television as both a 
technical marvel and one of the most 
significant advances in the history of 
electronics, Folsom said “Its prospects 
are brighter than the prospects of black 
and white television were eight years 
ago. We will see a day when virtually 
every American home will have a color 
TV set! 

“Some of my confidence stems 
from figures prepared on the sales out- 
look for color receivers during the 
next five years. During the rest of 
this year and next year, it is estimated 
that more than 350,000 color sets 
will be produced and sold by the in- 
dustry. 

Ten Million Sets. “During 1956, 
unit sales should reach 1,780,000; 
during 1957, 3,000,000; in 1958, 
about 5,000,000. These annual sales 
add up to the very satisfactory esti- 
mate of more than 10,000,000 color 
sets in American homes by 1959.” 

Translated into dollar volume, Fol- 
som said color sales would reach $264 
million in 1955, $767 million in 1956, 
and $952 million in 1957. This would 
mean a total of nearly $2 billion at 
factory prices during color television’s 
first three years. 

The RCA executive said NBC’s 
color network now includes 66 sta- 
tions, in areas which include approxi- 
mately 30 million homes. 

“By January 1, 1955,” he said, 
“with further progress in the color- 
conversion of network lines, 82 sta- 
tions will be broadcasting in color, 
making colorcasts available in areas 
comprising 87 per cent of the nation’s 
television homes. By 1959, 95 per- 
cent of all homes in this country arc 
expected to be in color areas.” 

Folsom noted that NBC’s 50 hours 
of color programming during the 1954- 
55 seasons (“$14,000,000 worth of 
time and talent’) had been completely 
sold to sponsors. 

Early mass production of color sets 
at costs within reach of the consum- 
ing public was predicted by Folsom. 
This was possible, he said, because 
of three RCA developments—the 21- 
inch color picture tube, the RCA color 
equalizer, which improves set perform- 
ance and reduces costs; and a new 
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simplified color receiver, whieh re- 
duces circuitry by one-third. 

“The RCA timetable calls for in- 
dustry sampling of the new 21]-nch 
color tube beginning November 1, 
and for the appearance in the market 
of our first 21-inch color sets before 
the end of this year, with production 
quantity by early 1955,” he. said. 
“The retail price of the RCA 21-inch 
set is expected to be between $800 
and $900.” 

Industry Study. Turning to other 
elements of the industry, Folsom said 
radio sales are gradually declining, 
from a postwar peak of $600 million 
in 1947 to an estimated $109 million 
in 1956. Automobile radios, however, 
will remain relatively stable with sales 
in excess of $100 million annually. 

The spectacular growth of black 
and white television, from $1 million 
in sales in 1946 to $1.4 billion in 
1950, is now over, according to Fol- 
som. Sales in 1953 totaled $1.2 bil- 
lion and nearly $1 billion is expected 
in 1954. A drop to $388 million is 
projected by 1957, but color sales will 
more than offset the reduction. 

Servicing and installation has grown 
from a $145 million business in 1946 
to $1.4 billion in 1953. Continued 
growth to $2.7 billion by 1957 is 
forecast. Repair parts have steadily 
grown, will amount to $217 million 
in 1953, and are expected to hit $454 
million by 1957. 

Industrial and commercial equip- 
ment, a steady growing field, reached 
$267 million in 1953 and should 
touch $520 million by 1957., Total 
annual electricity costs to operate TV 
and radio instruments are estimated 
at $354 million in 1953 and $634 by 
1957. 

Good Year. Folsom concluded that 
history will record 1954 as a good 
year for the radio-television and elec- 
tronics industry. “Business has been 
much better during the first nine 
months than was generally anticipated 
earlier in the year. 

“As you know, sales of products 
and services of RCA and subsidiaries 
attained an all-time record volume of 
$444,369,000 during the first six 
months of 1954,” Folsom said. “Dur- 
ing July and August our business vol- 
ume was five percent over the same 
months of 1953. 

“We foresee excellent sales pros- 
pects for RCA and the industry as a 
whole during the remainder of the 
year. Beyond this period, as I have 
stated, the outlook is equally bright 
for the electronics business. We are 
far from realizing the full potentiali- 
ties of this remarkable industry. . . . 
We have complete confidence in the 
future of electronics as a science, art 
and industry.” 
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Set Survey Shows ... 


Radio or television sets are now owned by 96.4 


percent of all U. S. households; television is in 58.1 


percent of American homes 


More than half of all American 
homes now have a television set and 
96.4 percent of all U. S. households 
have radio or television sets, according 
to a new national survey. 

The study, conducted for the Ad- 
vertising Research Foundation by Al- 
fred Politz Research, Inc., was based 
on 11,020 interviews taken in May, 
1954. 

Requested and underwritten by the 
four radio networks and the Broadcast 
Advertising Bureau, the survey was 
aimed at determining the number of 
radio and television sets in working 
order in U. S. households, the rooms 
in which they are located, and the 
number of family autos with radio sets. 

The study shows that 45,020,000 
homes, 94.7 percent of all U. S. house- 
holds, have radio sets in working order. 
Television sets were found in 27,600,- 
000 homes, 58.1 percent of all house- 
holds. 

In all, the survey estimates there 
are 100,920,000 radio sets, including 
26,180,000 automobile radios, in use 
at the present time. A total of 28,450,- 
000 television sets are estimated to be 
in use. 

These figures do not include radio 
and television sets located in public 
places, business establishments, and 
quasi-households such as hotels, dor- 
mitories, and armed forces installa- 
tions. 

TV Households. In the television 
households, 97.1 percent have at least 
one radio in working order, 75.6 per- 
cent have two or more radios, and 
42.8 percent have three or more radios. 

In the radio-only households, 52.5 
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TUNING IN*the outside world during a 4,000 mile hunting safari in Africa is 


percent have two or more radios and 
20 percent have three or more. In all, 
there are 18,220,000 of these radio- 
but-not-television homes. 

In households that have both radio 
and television, approximately 80 per- 
cent of the radios are not in the same 
room with the television set. While 
17 out of 20 times the television set 
is found in the living room, the radio 
sets have migrated all over the house 
and yard. 

The number of radio sets found in 
various locations is as follows: auto- 
mobiles, 26,180,000; living rooms, 
25,320,000; bedrooms, 21,560,000; 
kitchens, 16,100,000; dining rooms, 
4,390,000; dens, studies, libraries, 
1,450,000; other locations, 5,920,000. 

Radio ownership is highest in the 
North Central section of the country, 
where 96.9 percent of all households 
have at least one set. It is lowest in 
the South with 90.8 percent. Almost 
two-thirds of the country’s radio sets 
are in metropolitan areas where 95.6 
percent of the households have radios. 
In rural areas, places with population 
under 2,500, 92.1 percent of the 
households have radios. 

Breaking the survey down on four 
economic levels, the study found that 
in the upper bracket, 98.8 percent of 
the households had one or more radio 
sets while in the lowest income cate- 
gory, 85.7 percent had radios. 

The distribution of car radios tends 
to follow geographic and economic 
patterns similar to those of house- 
hold radios. The proportion of 


radio-equipped cars is highest in the 
Northeast, 67.8 percent, and in metro- 


Barney Berlinger, Pennsylvania manufacturer and big game hunter. Barney, Jr., 
and a native guide watch Berlinger operate the RCA Victor Strato-World por- 
table that was their only source of news for two months. Although dumped 
in a river once and subjected to truck rides over rough terrain, the radio perfomed 


without trouble. 
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Du Mont’s Color 









DR. ALLEN B. DU MONT inspects the first 21-inch rectangular color picture 
shadow mask tube to be manufactured. The metal-enclosed tube has a picture 
area of 225 square inches. The techniques developed in constructing the metal 
tube are now being used in building 21 and 22 inch rectangular glass tubes. 
Officials say they expect to have samples of large picture rectangular tubes 
this year and make quantity deliveries in 1955. 


politan areas, 67.7 percent. The pro- 
portion is lowest in the South, 56.1 
percent, and in rural areas, 51.7 per- 
cent. 

TV Ownership. Television owner- 
ship, too, is highest in the Northeast 
where 71.6 percent of all households 
have one or more sets. In the South, 
only 44.4 percent of the households 
have T'V sets. 

Metropolitan location is an even 
stronger factor in television a 
than in radio. Three-quarters of all 
television sets are found in metro- 
politan areas and the percent of house- 
holds with television varies from 72.1 
in metropolitan areas to 35.6 percent 
in rural areas. 

Economically, 72.8 percent of the 
households in the higher income 
bracket have television sets against 
only 35.9 percent in the lowest. 

In the survey, only sets in working 
order were included in the percentages. 
However, the method uncovered the 
fact that there are 14,110,000 house- 
hold radios, 2,630,000 automobile 
radios, and 810,000 television sets not 
in operating condition. 

The Federal Civil Defense Admin- 
istration participated in the survey by 
providing letters of introduction for 
use by the interviewers. In return, 
two questions were included to de- 
termine the public’s knowledge of 
Civil Defense plans for the use of 
radio in emergencies. 


Grigsby Dies 

Bertram J. Grigsby, 70, radio manu- 
facturer, died Sept. 19 at his farm 
home in suburban Barrington, II. 
Mr. Grigsby became president of 
Grisby Grunow Co., manufacturers 
of Majestic radio, in 1921. In 1923, 
he became chairman of the board, a 
post he held until he retired in 1933. 


New Nelda Out 


The Advance 1955 edition of the 
Nelda master system has just been 
released and with its 2000 pictures 
and 6500 prices and specifications is 
the “‘largest, most comprehensive’’ 
ever published by his firm, according 
to president J. Louis Albert. 

Because there have been so many 
model changes, the new book repre- 
sents a 90 percent information change 
over the last edition released in Feb- 
ruary, NELDA officials said. 

Further information is available 
from Nelda Publications, 185 Madi- 
son Ave., New York 16, N. Y. 


Standing Offer 





WROUGHT IRON TV stand valued at 
$9.95, will be given away free with each 
Raytheon 21-inch ‘Challenger’ TV set 
in a nation-wide fall retail promotion. 
Test runs of ads on the promotion netted 
“better results than on any other news- 
paper advertisement ever produced by 
Raytheon,”” according to Cliff Knoble, 
advertising manager. 
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2 new Revere 


Sensational Money-makers! 


REVERE “400” 
3-WAY PORTABLE RADIO 


Exclusive Features 


For AC., D.C. or battery 
operation. Self-contained in 
weatherproof, top grain 
cowhide “Camera Style” case. 
Unique dual purpose carrying 
strap plugs into any outlet for 
power operation. Snaps 

into receptacle for battery 
operation. 6% x 5% inches. 
Weight 4% Ibs. Output 

for Ear phone and recorder. 


$4450 less batteries 


















lo 


REVERE T-1100 2-SPEED 
“BALANCED TONE”* TAPE RECORDER 
Single knob control; 3% and 72 
speeds; dual acoustically matched 
speakers; 2 hour play on 7” reel. 
Complete with microphone, reels and 


carrying case... $15950 


TR-1200—Same as above with radio $209.50 


*PATENTED—A REVERE EXCLUSIVE 


Sold only through 
Revere Franchised dealers. 
Write today for complete details. 
Revere CAMERA COMPANY 
CHICAGO 16, ILLINOIS 
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coffee filters 
add profit “cream” 
to all your 
coffeemaker 
sales! 


Popular because they help to 
CUT COFFEE COSTS 


and because “coffee tastes better, filtered for flavor” 


For all types and sizes of home PERCOLATORS and DRIP 
coffeemakers. They save coffee (use less of finer grind) 
and filter out smoggy dregs, bitter sediment. Put the 
display carton on your coffeemaker counter and watch 
sales start! Rapid turnover for the “cream” of the profits! 


NATIONALLY ADVERTISED IN 
LIFE « SATURDAY EVENING POST ¢ BETTER HOMES & GARDENS 


and other leading national magazines 
FOR ALL TYPES and SIZES of PERCOLATORS and DRIP COFFEEMAKERS 
ASK YOUR JOBBER or write Dept.EM for samples, data and prices 


“First in Filters” 


SCHWARTZ manuracturinc CO., Two Rivers, Wis. 
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NEW HI FI product that separates high and low notes and then amplifies them 
separately is demonstrated at the Chicago High Fidelity Show by D. D. Guilfoil of 


Paraplegics, Inc., Franklin Park, Ill. 





BOWING IN at the show are Bill Costello in a new job with RCA-Victor and a 


three-speaker high fidelity consolette which is priced at $159.95. 


exhibitors showed hi fi equipment. 


In all, 108 


Chi Will Buy Hi Fi 


Chicago's 1954 High Fidelity Show draws 28,000 
hi fi prospects as 108 manufacturers exhibit their 
products in a three-day, two-floor showing 


Breaking all attendance records, the 
1954 High Fidelity Show in Chicago 
drew more than 28,000 persons during 
the three-day exhibit. And Show off- 
cials are optimistic that a large per- 
centage of this traffic will be trans- 
formed into hi fi sales. 

The show out-lrew last year’s event 
by 7,000 persons, in spite of the fact 
that show hours were shortened by 
four hours a day this year. Exhibitors 
and show officials added that ‘“‘the 
proportion of good prospects was very 
high in relation to the number of 
curiosity seekers and non-prospects 
who attended.” 

The promotional material for the 
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show was aimed at home-owners and 
better than average income bracket 
buyers and officials said this market 
appeared “very interested in high 
fidelity installations.” 

One manufacturer said “This event 
showed us definitely where our market 
lies, and gave us an opportunity to 
gauge the buying habits and prefer- 
ences of a heretofore untapped hi fi 
market.” 

In all, 108 firms exhibited their 
products in 132 rooms on two floors 
of the Palmer House. This was also 
the highest number of manufacturers 
ever to participate, according to S. I. 
Neiman, show president. 
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Frigidaire launches new low-priced laundry pair 


to capture a still greater share of the market! 


Fer years nothing in the “‘top” washer and dryer field has offered as 
many advantages as the famous Frigidaire Porcelain Pair. Today Frigid- 
aire Dealers are enjoying an outstanding position in that sales area 
where customers want only “the finest money can buy’’, because the 
néw 1955 Porcelain Pair is better than ever before. 

But here’s the real news for 1955! Frigidaire is on tts way to a brand 
new sales opportunity with the sensational new Thrifty Pair—a fully 
automatic washer and a dryer that’s priced with the lowest, yet gives 
customers the most! 

Here’s an automatic washer with a suggested list price of only 
$229.95 — yet look at what it offers the consumer. It’s truly automatic, 
not semi-automatic. It has famous Live-Water Washing that gets out 
more dirt. There’s exclusive Float-over Rinsing . . . Rapidry Spin. 
There’s Lifetime Porcelain on top, lid and tub for real rust protection. 


And here’s an automatic dryer with a suggested list price of only 
$179.95, yet look what it offers. There’s a Lifetime Porcelain Drum 


1954 


and a giant Screen Drawer that traps and holds more lint than other 
makes. It’s even adaptable to either 120 or 215 volt current. The match- 
ing washer and dryer can be mounted flush with wall and both can 
be made portable. 


Add all this together and you have a laundry team that has no equal 
in its price classification. Yes, just as the Porcelain Pair is outstanding 
in its field. ..so will the new Thrifty Pair stand out in the low-priced 
field. It’s further proof of the value of the Frigidaire Franchise. 


= Frigidaire 


Built and backed by General Motors 
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INSURE CLOTHES 
DRYER SATISFACTION 














only $4.93 . 


The ORIGINAL 


AUND-R-VENT 


For ALL Clothes Dryers 


BEST BY TEST—Don't risk your customer relations by installing | 
“Look under the hood’’—compare | 
LAND-R-VENT and LAUND-R-VENT’S new low prices with all 

others. Note these superior LAUND-R-VENT features. . 
num construction; no rust or ice worries. . 
retards down draft. 


Now Available! SNAP LOCK PIPE 


inferior clothes dryer vents. 


aluminum ells, is only $4.30 . . 


“Comp 





. - Easy to install. 


. 4” Standard complete kit 


. Special kits available. 


lete Your Installation”’ 
e Your Jobber, or Write 


C 0 F E- § E W E F F Engineering Co. 


2288 UNIVERSITY AVE. 


ST. PAUL 14, MINN. 


3 LAUND-R-VENT only is $1.95—4" LAUND-R-VENT only is 
$2.20. 3° Standard complete kit containing one LAUND-R-VENT, 
three 24” lengths Snap Lock aluminum pipe, and two adjustable 
1s 


. all alumi- 
. Friction free damper; 

















COMPARE! SEE WHY! 


Complete line— automatic elec- 
irie, single control, brine tank, 
and dry salt models « Residential 
sizes to 100,000 grains capacity, 
commercial te 1,000,000 grains 
¢ Triple-duty minerals soften, re- 
move iron, filter sediment ¢ Extra 
heavy gauge steel tanks elec- 
trically welded and hot dip galva- 
nized « Top styling, attractively 
finished in white baked enamel 
©10 year warranty 


cr 
MAIL COUPON FOR DETAILS P, 
' 


MODERN | 
means business | 





COMPLETE LINE! 

ATTRACTIVE APPEARANCE! 
FEATURES THAT SELL! 

EASY INSTALLATION! 


TROUBLE-FREE PERFORMANCE! 


FULL PROFIT! 


GOT WHAT YOU WANT 
in WATER SOFTENERS! 


No two ways about it— MODERN ’s 
the moneymaker in water softeners! 
Because MODERN gives you— 
everything you want. Top quality line 
—in models and sizes for every need. 
Exclusive features that close sales 
quick. Easy installation, Trouble- 
free performance. Right prices— 
with full profit on every unit. Go 
MODERN-—and make money in 
the softener business. Ask your 
wholesaler—or mail coupon for 
details. 


MODERN WATER EQUIPMENT CO. 
Dept. EM, West Chicago, III. 


Send full details on your complete line of water softeners. 


Name 


| 


Lemna 


a 

















DEALER Ed Duffy, left, and... 





CON’ TRAC TOR Jacobson reap . . . 


Re-Wiring Benefits 


Alabama Power Company’s adequate wiring 
campaign is already paying off big dividends for 
appliance dealers and electrical contractors 


Appliances sales in Alabama have 
been helped considerably recently 
through the Alabama Power Co.'s 
plan to correct inadequate wiring. 

The plan, according to J. Paul 
Brown, residential sales manager of 
the utility, provides easy financing 
for adequate wiring in houses not hav- 
ing large enough wire, enough outlets, 
or too many appliances on a single 
circuit. 

Under the plan, the customer se- 
lects an electrical contractor to check 
his home for re-wiring and make a 
cost estimate. The customer pays 10 
percent down and signs a contract 
to pay the balance in 24 months, 
with a minimum of $5 per month. 
The contractor then submits the con- 
tract to the nearest Alabama Power 
Co. office for credit approval and 
financing. 

The maximum amount financed for 
wiring in any one residence is $500 
with $30 as the minimum. The power 
company does none of the wiring 
and does not recommend any partic- 
ular contractor, although it will supply 
the names of several if the customer 
wishes. 

“Our chief interest is to make it 
possible for home owners to conven- 
iently bring their homes up to date 
electrically so that they may enjoy the 
use of additional appliances,” says 
Brown. “Obviously, the plan has much 
to offer to appliance dealers, distrib- 
utors and manufacturers who profit 
from the increased sale of appliances.” 

The plan has been aggressively pro- 
moted in advertising and sales action 
and, unlike many re-wiring campaigns, 
the Alabama drive will be a continu- 
ous, year-round program. 

Spurred Sales. In general, fhe plan 
has spurred appliance sales all over 
the area which the Alabama Power 
Co. serves. Almost every wiring job 
financed under the plan has resulted 
in the sale of one or more new appli- 
ances in the re-wired home. 

In the first five weeks after the 
plan was instituted, the company 
received an average of almost 15 in- 
quiries a week from persons interested 
in modernizing their wiring, and elec- 
trical contractors received many addi- 
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tional calls. Of the first ten re-wiring 
jobs, prices ranged from $57.50 to 
$375 with an average of $150 each. 

Dealer reaction was summed up 
by a big retailer in Birmingham who 
said “Inadequate wiring is a problem 
we run up against every day. The re- 
wiring program is one of the biggest 
steps the Alabama Power Co. has 
taken to assist dealers in creating a 
new market for electrical appliances.” 

Says another top retailer in mid- 
Alabama: ‘Modernization of home 
wiring helps us in two ways. In the 
first place, it increases the market for 
electric appliances because the cus- 
tomer does not have to pay for special 
wiring every time he buys a new ap- 
pliance. Secondly, customer complaints 
on the faulty operation of electrical 
equipment due to overloaded wiring 
are reduced.” 

One dealer in Tuscaloosa declared 
that “the plan is a fine thing for ap- 
pliance dealers. It provides us with 
an excellent opportunity to sell more 
appliances and, in fact, we have sold 
several more appliance units than we 
would have sold if the wiring plan were 
not available to our customers.” 

Many other letters from dealers 
and distributors are on file in the 
power company ’s various offices 
throughout the state, attesting to the 
value and effectiveness of the plan. 


Color Caravan 


RCA has taken to the road to in- 
troduce color television with a special 
color television caravan. 

Housed in a 32-foot trailer, the unit 
is a complete mobile TV station 
which can produce color television 
programs, either live or film. 

The first appearance of the caravan 
was at the Mid-South Fair in Mem- 
phis, Tenn., in September. A nation- 
wide tour is now in progress and the 
RCA unit is available for conventions, 
department stores and other business 
and service organizations. 

The color caravan is patterned after 
RCA’s successful black-and-white TV 
caravan which started in 1947 and 
traveled more than 50,000 miles. 
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BIG S 
this SEASON 


is \-M again ! 


V-M Fidelis oy, 


with tone-o-matic. Hear $ 
exclusive V-M tone-o-matic ‘ 
demonstration! You'll hardly 
believe your ears! Exclusive 
bass reflex chamber with three 
speakers angularly mounted! 
40 to 15,000 cps audible range! 
Exclusive sales advantage—ma- 
hogany or blonde cabinets at 
same price!, $149.50* list. 
(Legs, black or brass finish, 
optional.) 
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V-M 121A 


manual 4-speed 
portable. World’s small- 
est, lightest! Red or 
green Styron 475 case! 
$22.95* list. Same unit, 
less amplifier, is Model 

120 attachment...... 
: .$16.95* list. 
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V-M 151 


manual 3-speed 
portable. Rich Brown 
or rose and gray case. 
$49.95* list. 























ne Products! 
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| V-M 920 


lowest cost auto- 
matic 3-speed attach- 


ne Profits! 



















ee | 
the Promotions! \x 
N —— es ; 
NOW! Get set for the big sales season with Sound ~ 
Products, by V-M . . . Sound Values, by V-M _ P 
... Sound Advertising-Merchandising, by V-M! : 


5 
Your customers will get that urge-to-own the 
Voice of Music. They’ll see persuasive V-M 
advertising during November and December in: 
vr Saturday Evening Post xx American Weekly 
vy Parade x House Beautiful * House and 
Garden ** Esquire *: Seventeen PLUS additional 
national magazines and key market newspapers! 


Bh 
\ 









V-M 556 


with tone-o-matic. Fea- 
tures exclusive V-M tone-o- 
matic! Exclusive radio or tuner 
input and external speaker out- 
put receptacles! Multiple 
speakers! 50 to 15,000 hi-fi 
range. Rich brown or rose and 
gray case! $119.95* list. 




















Don’t miss any of the potential profits. Tie in 
your store promotion by using the big, new, 
complete V-M “SOUND STAGE” merchan- 
dising and display materials. 







Fé 
V-M 972 
automatic 3-speed 
table model. Has exclu- 
sive Siesta Switch 
$59.95* list. 








*SLIGHTLY HIGHER IN THE WEST e UL APPROVED. 










World’s smallest , 
lightest automatic 3- 
speed portable!. .. 

$69.95* list 






V-M tape-o-matic* 

high fidelity tape re- 
corder. Two-speaker, 40 to 
15,000 cps system! Precision 
Tape Index Timer! 74 or 3% 
ips! Rose and gray case, gray 
and gold accessories! 


$179.95* list. 














V-M 986 


deluxe automatic 3-speed portable. Exclu- 
sive adjustable tone chamber! Exclusive Siesta 
Switch®! Exclusive Lazy-Lite®! Rich brown or 
rose and gray case! ............... $86.50* list. 


EM en 


V-M CORPORATION, BENTON HARBOR, MICHIGAN # WORLD'S LARGEST 
MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 
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FOR SERVICEMEN like Chicago’s Walter 
Michon the NATESA show provided an... 





TALK WITH exhibitors who were on hand 
during three day show and to... 





Admiral - (Fs: wn Printed Robot TV!) 
J eee 
ii: Mem 2 amas 


A 






OPPORTUNITY to look over new tech- 
niques like printed circuits and to. . 





ASK QUESTIONS of suppliers. Generally, 
it was a perfect opportunity to... 


Catch Up With the Trade 


NATESA stages 


its 


annual conference in 


Chicago for TV servicemen who hear all about color, 


UHF, profitable operation 


A visit to a television service men’s 
congress gives members a chance to 
find out what is new in the industry, 
and delegates to the National Alliance 
of Television and Electronic Service 
Associations were no exceptions in 
Chicago during the days of September 
22-23-24. 

They learned, for example, that 
when color TV comes in an antenna 
rotator will probably be needed for 
fringe areas, and in cities where several 
color stations are on the air. 

A lot of them who had never seen 
a color tube found that it was round, 
but that rectangular units similar to 
those used in black and white were 
coming. 

They viewed with alarm the increas- 
ing encroachment on TV service by 
the distributor and factory. 

An apprentice training program is 
being set up by the association, and 
ways and means sought to check up 
on the capabilities of some of the 90 
day wonders the various training 
schools are graduating. 

The heavy thinkers of the associa- 
tion moved to ask Congress to elimi- 
nate the upper portion of the UHF 
band, and to restrict city areas to VHF 
stations. Networks are to be asked to 
provide programs to UHF stations. 
Vincent Lutz, St. Louis, painted a pic- 
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and new developments 


ture of UHF as dying on the vine. 
Only three UHF stations today are suc- 
cessfully competing with VHF. In his 
native St. Louis, he said, almost no 
UHF antennas are sold. 

Russ Hansen, Motorola service de- 
partment, said that 80 to 82 percent 
of service calls were completed in the 
home today. The repair organization 
that charges only $1.50 and $2 a call 
cannot be ethical and survive, he said. 
He recommended a guarantee of TV 
performance after a service call, he 
said, rather than guarantee of work 
only. 

The new printed circuits are deli- 
cate creatures, Frank Hadrick of Ad- 
miral’s service department said. They 
are not sturdy, excessive solder de- 
posits should be avoided, and if torn 
a jumper should be installed. Wire 
brush, low temperature solder (50-50 
or 60-40), longnosed pliers, thin 
bladed knife, clear lacquer are stand- 
ard tools in working with printed cir- 
cuits, he said. 

Frank J. Moch, Chicago, was again 
re-elected president of N.A.T-.E.S.A. 
with Vincent Lutz of St. Louis as spe- 
cial assistant. New officers are Ferd- 
inance Lyman, Buffalo; Bertram Lewis, 
Rochester, N. Y., treasurer and Ray 
Neiswonger, Kansas City, Mo., secre- 
tary. 





Aid to the Service Dealer 


Television tube manufacturers are providing an 
ever increasing number of technical, business and 
advertising aids for the TV service dealer 


When eight television tube pro- 
ducers were asked recently what they 
did to aid their service dealers, one 
manufacturer answered, “We do every- 
thing but burp them.” 

While every company is not that 
thorough, all of them realize that 
they have a vital stake in keeping 
their service dealers happy and in 
business. As a result, tube manufac- 
turers provide an ever increasing num- 
ber of aids to strengthen the position 
of the service dealer. 

The aids fall into three broad cate- 
gories: technical data and training, 
business helps, and merchandising- 
advertising assistance. 

Traditionally, the largest percentage 
of aid for the service dealer has been 
in the technical field and most manu- 
facturers offer a wide range of train- 
ing, service equipment, schematics, 
manuals and other data. With the 
introduction of color television, a 
new wave of technical information is 
in the offing. 

RCA has been one of the first to 
offer its service dealers a complete 
course in color. The home study 
course, designed by RCA Institutes, 
Inc., includes in nine lessons all the 
information the dealer needs to in- 
stall and service color sets. The 
course is offered free to RCA dealers 
with the purchase of RCA tubes. 

Raytheon is already planning to 
adapt its successful “Service Saver’ 
plan to color “as soon as practical.” 
Under the plan, the TV set owner 
receives a manual with 40 illustrations 
of various picture tube difficulties. 
When calling for service, the set owner 


Service Advice 
Admira! 





Pheer. ~ . a4 
4 os Litt 
e MANUAL N ss50 


A SIX PAGE illustrated manual on the 
servicing and repair of printed circuits 
has been published by Admiral Corp. 
According to booklet, no special tools are 
required and repairs to the printed cir- 
cuit boards may be made without remov- 
ing board from chassis. Quarter of a 
million boards are now in the field. Since 
each may include up to 60 parts, Ad- 
miral estimates that six million parts 
are now in use in its printed sets. Of 
this total, only 24 boards have been re- 
turned to factory for replacement. 
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gives the serviceman the number of 
the illustration that most nearly repre- 
sents the picture on the faulty re- 
ceiver. 

The service dealer’s manual has cor- 
responding numbered illustrations and 
a factory written analysis of the prob- 
able difficulty in the set. Raytheon 
officials estimate that 85 percent of 
all trouble conditions are covered in 
the 40 pictures and the firm considers 
it an “outstanding contribution” to 
the solution of one big dealer prob- 
lem. 

Business Helps. As the television 
industry mushroomed, thousands of 
service operations sprung up, little 
one-man shops became large opera- 
tions, and service technicians suddenly 
found themselves knee-deep in busi- 
ness matters. Tube manufacturers 
became increasingly concerned with 
inducing business-like practices into 
the dealer operations and most of the 
companies now offer business aid and 
advice in one form or another. 

General Electric this year released 
a 318-page loose-leaf manual entitled 
“Successful Service Management” 
which contains a 107-page section 
on business practices. This concise 
handbook covers everything from a 
basic accounting course for service 
dealers to advice on filling out income 
tax returns. 

While most manufacturers don’t 
distribute such an elaborate manual, 
almost all of them provide printed 
business forms for their dealers. 
Among the most popular forms are 
inventory and stock control slips, job 
tickets, time reports ,and imprinted 
business cards and stationery. 

Dealer reaction to these forms is 
good and RCA, for instance, distrib- 
utes over 3,000,000 imprinted repair 
tags every year. While most of the 
manufacturers charge for these forms, 
the price is lower than if the dealer 
printed the forms privately. 

Advertising Aid. Hand in hand 
with business aids are the merchandis- 
ing-advertising assistance extended by 
the manufacturers. As the service 
market has tightened, a growing flood 
of advertising materials has poured to 
the service dealer. 

The first step in most advertising- 
merchandising programs is through 
identification. Most of the large man- 
ufacturers offer signs, banners, win- 
dow clocks and decals for trucks, cars 
and windows. Some companies give 
detailed instructions for counter dis- 
plays and window exhibits and pro- 
vide work tables and containers for 
tubes and parts. And almost all com- 
panies offer imprinted jackets and 
shop coats for the serviceman. 

Direct mail is a popular advertis- 
ing media for service dealers and all 
of the manufacturers provide some 
type of material that can be mailed 
bv the dealer. Newspaper mats are 
also available from some of the com- 
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Another 


That's right! KitchenAid Automatic Dish- 
washers are fast movers . . . don’t linger 
around dealer showrooms long. Appliance 
dealers everywhere are finding that the move 
to better, faster sales is . . . KitchenAid by 
Hobart. 

Why? Because no other dishwasher works 
like KitchenAid. Completely automatic, 
KitchenAid has the exclusive, time-proven 
Hobart revolving wash action that has been the 
trade-mark of quality in commercial dish- 
washers and kitchen machines for over 55 
years. No other dishwasher washes and dries 
so effectively, so clean and sparkling bright 
... and no other dishwasher has so completely 
answered the needs of today’s housewife, 
giving her more time out of each day. 


World’s 











itehepnAic ... SOLD ...while still in the crate! 


Ask the family who owns one and you'll be 
convinced that you are the man who should 
sell them. It’s America’s most-wanted kitchen 
appliance .. . and in Kitchen Aid’s complete 
line there is one that is just right for any 
kitchen. Choose from free-standing, under- 
counter, sink-dishwasher combinations, 
standard gravity drain, automatic pump- 
drain... even a plug-in portable model. 

A KitchenAid franchise is a protected fran- 
chise, backed by the oldest and most re- 
spected name in food and kitchen machines 


..- HOBART. 
* * * 


Dealers: Write Dept. KEM, KitchenAid Home Dish- 
washer Division of The Hobart Manufacturing Co., 
Troy, Ohio. In Canada: 175 George St., Toronto 2. 


TRADE @marn 





The Finest Made... by 


Largest Manufacturer of Food, Kitchen 
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VENT 
CLOTHES 
DRYERS 


The Dry-R-X 


dryer distributor or write us, 
stating make of dryer you sell. 





DRY-R-X COMPANY 







Adjustable 


Refrigerator 
Padded Covers for 4 to 
11 Cw. Ft. Boxes. Heavy 


pletely, 


Canvas Covering with 

Moleskin Lining. 
$1550 

$950 


Carrying Horness, 


Optional 


For Appliances, TV and Radio Sets 


Gas and Electric Range 
Padded Covers. Width 
42", Depth 28”, Height 
42”. Covers Range Com- 
Even Over the 
Back Guard. 











Here’s the easiest possible way to 
insure that moisture, heat and lint 
will be no problem for your clothes 
dryer customers. Exhaust each new 
dryer installation with a Dry-R-X 
kit as part of the regular hook up. 


Flexible Way 


The Dry-R-X kit now contains 6 
or 9 ft. of the new, easy-to-use Flex- 
ible Duct—no cutting, no elbows— 
just attach to dryer and hood. The 
hood is all aluminum with an auto- 
matic, completely weather proof 
damper. Also available with rigid 
aluminum pipe and elbows. 


5521 CODE AVE. « MINNEAPOLIS 10, MINN. 








DREADNAUGHT 
PADDED COVERS 





Adjusto TV Padded 
Covers for Consoles. 
Height 40”, Width 31”, 
Depth 27”. Has 2-Inch 
Web Strap with Adjust- 
able Cadmium-Plated 
Slide Buckle, Tie Tapes at 


Both Sides. 
$1350 $1350 


DREADNAUGHT padded, waterproof covers have a 
durable canvas covering 
moleskin for perfect protection. All edges are heavily 
bound and all corners securely reinforced. 


and are lined with soft 


TO: NEW HAVEN QUILT & PAD CO., Inc. 


FILL-IN QUANTITY 
AND ITEMS WANTED 


FRANKLIN ST., NEW HAVEN, CONN. 


Please ship at once, best way the quantities and 
items checked. TERMS: 0 


2% — days, Net 30 on 
























Cl Refrigerator Cover Approved Credit (or Less 3% C.O.D.) F.0.B. New 
@ $15.50 Haven, Conn. 
Cj Carrying Harness 
@ $9.50 COMPANY: 
Adjusto TV Console 
Cover @ $13.50 ADDRESS: 
Gas and Electric 
Range Cover CITY: STATE: 
3.50 
SRR NS. 
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panies and a few firms even provide 
radio-T'V scripts and recordings. 

One of the best known is General 
Electric's one-minute film spot on 
television service. The program boosts 
the serviceman and is calculated to 
improve his public relations. 

I'he customer relations of the serv- 
ice dealer has concerned many manu- 
facturers and several tube producers 
have launched national campaigns to 
hike public regard for the service 
dealers and their work. 

Raytheon has given national pub- 
licity to its practice of bonding its 
service men to insure their reliability. 
And General Electric is just winding 
up a magazine advertising campaign. 

As the television industry matures, 
manufacturers are realizing increas- 
ingly the importance of the service 
dealers and the long-range trend seems 
to be towards more and better help 
from the tube producers. 


Servicing Color 


Details of color TV service courses 
were announced last month by CBS- 
Columbia and Westinghouse. 

CBS-Columbia has scheduled a 
series of week-long seminars for its dis- 
tributor service personnel. The courses 
are taught at the firm’s new product 
service headquarters building in Long 
Island City. According to Harold J. 
Schulman, product service director for 
the firm, each course is composed of 
50 hours of instruction, demonstration 
and practical work. 

Westinghouse hopes to instruct 
servicemen representing over 10,000 
retailers in a series of color schools 
being offered in about 50 cities. Field 
service engineers teach the eight hour 
courses. Specialized color TV service 
instruction will be provided in other 
cities as quickly as their stations are 
equipped to transmit color. 


TV Tubes on Time 


eres UE TRL Were « 


| 
i 
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Service Safeguard 


The General Mills brand on new 
appliances has all but disappeared 
from dealer’s shelves but old General 
Mills products needing repairs will 
continue to appear. 

To forestall trouble in providing 
service and repairs for these products 
McGraw Electric Co., purchasers of 
the General Mills appliance line, has 
signed a 10-year agreement with Ap- 
pliance Service Co. of Minneapolis to 
provide such service on a nationwide 
basis. 

The new firm plans to utilize the 
facilities of many General Mills au- 
thorized service stations to provide 
local service and will also furnish parts 
and instructions to other companies 
asked to repair the General Mills line. 


Quickie Service 


Dormeyer Corp. is now operating a 
new four-story customer service center 
in Chicago for quick maintenance of 
appliances, 

Big feature of the million-dollar 
service setup is a “While-You-Wait” 
department which is geared to service 
Dormeyer appliances in as short a 
time as five minutes and no longer 
than 45 minutes for more complicated 
jobs. 

The new building houses an elabo- 
rate model kitchen as well as accom- 
modations for demonstrations, lectures 
and movies on new methods of food 
preparation and menu planning, ac- 
cording to Paul Roth, general service 
manager. 

A Dormeyer home economist will 
be on duty at all times to counsel cus- 
tomers, Roth said. Under her direc- 
tion there will be free cooking classes 
and appliance demonstrations and a 
novel feature, a “favorite recipe’ ex- 
change service. 





ONE DOLLAR DOWN and the rest on easy terms pays for replacement TV 
picture tubes at Spear and Co., Pittsburgh department store. On the first day 
of the successful new financing plan, 25 tubes were sold. Seen setting up the 
program are Jack Rosenblum, General Electric distributor, Joel Spear, merchandis- 
ing manager of Spear and Co., Frank Zaremba, buyer, and Orval Brandt, store 


display director. 


NOVEMBER, 
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AinTEMP 
For 1955... IRTER 


ROOM AIR CONDITIONERS 
OFFER YOU MORE SELLING POWER 4.WAVs! 













You sell with a recognized x 
LEADER! Chrysler Airtemp is a recognized leader 


in air conditioning. You will find that your prospects respect 
the Chrysler Airtemp name—have complete confidence in 
the room air conditioners which carry it. It’s the name that 
will make your selling job easier in 1955! 
















You sel 
the only line 


with time. 
models for mn 


Conventional 


and casem 
windows! - 


Airtem Mp eg ment Windo OWs—the 
tion ins Side €specia ally enginee 0. 


bigger than jer nt Window, 


You sell with the help of 
SPECIALISTS ! Chrysler Airtemp’s only 


business is air conditioning. And the sales organization 
created to serve the needs of room air conditioner dealers 
exclusively is made up of experienced specialists 

in this one field. They will help you every step of the 
way to more sales in 1955! 


You sell with FRANCHISE 
PROTECTION ! Chrysler Airtemp Room Air 


Conditioners are sold only through franchised 
dealers—your guarantee of complete 
price protection in 1955! 








For ee | 
convent) en! 
Onal 
Ss Ww . 
ime room and indows six 
udget, Models, one f 
, or every 


a 





FOR DETAILS—MAIL 





\ / ote} ') te), ma geiey.s @) 
Comfort Zone x 


Room Air Conditioning Department sedis al. 


\ Guaranteed by © 
7 Airtemp Division, Chrysler Corporation Good Housekeeplog 
¢} oy RY’ LE R 1600 Webster Street, Dayton 1, Ohio 45 soeenstn WIT 






Yes, we want to know more about the most profitable “dealer's deal” in Room Air 


i 
' 
! 
1 
1 
! 
! 
! 
1 
a RTEN = ; Conditioning. Please rush complete details. 
1 
1 
! 
' 
! 
' 
! 
' 
' 





DIVISION OF CHRYSLER Name Pe Sitar OKA CMTE Hs ; Be 7 AC 
PIO scntcraicisan = Sr ETT ie 





City Zone State 





AIR CONDITIONING FOR HOMES, BUSINESS, INDUSTRY 
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T R 0 J A N Customized 


Room Air Conditioner Covers 


+ ay Z| 00 
I~ 2D0Z. 


| Freight Prepaid 
' On 3 Doz. or More 





| ORDER DIRECT 


Be and 
—) SAVE 
from 





oT tis 30% to 85% 
COMPARE: 


® Made from .012 Gauge Handcraft MASLAND “DURAN” in a 
leather like grain GRAY 


¢ INDIVIDUALLY packed in a Corrugated mailing carton. 


© We manufacture a SIZE for each size made by every manufac- 
turer in the country. At present we have 41 sizes. 


© Remember the above price is for every cover to fit every size 
conditioner. 


@ Order ONE and make your own comparison. 


© Yes, compare the PLASTIC, the loop construction, the thread 
we use, the binding we use, the fit and the number of sizes. 


TROJAN 


ROOM AIR CONDITIONER COVER CORP. 


401-403 MARKET STREET PHILA., PA. 

















Deliverves are SO EASY 
\ < " CASLOAD 


SLIDES 










up stairs, 

downstairs, 

WHEELS » -. in and 
SWING *~ out of trucks. 


forward to “* 
load... backward 
to balance the load. 


One man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance easily and safely with its load balancing design and 
slide runner frame. And your appliance is always protected on the rubber 
covered Easload frame; it is strapped 
in place and cinched tight with built-in 
ratchet cincher. Wheels have 10 x 2.75 
cushion tires. Toe plate has two small 
rubber wheels. Frame is all welded steel. 
Handles 800 Ibs. with ease. 

Order yours today on a money-back 
guarantee of satisfaction... $53.50 


F.O.B. Los Angeles 


COLSON equipment & suPPLY Co. 
1317 Willow Street, Los Angeles 13, California 


‘a 1" 
CESCO MODEL ou 





A lightweight appli- 
ance truck with ratchet 
cincher and strap, rub- 
ber covered sled run- 
ner, tube steel frame. 
Handles 600 Ibs. Low 


priced at $39.50 


LASLOA 
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APPLIANCE TRUCKS 








NEW POSITIONS 











Crosley-Bendix—The appointment of 
Parker H. Ericksen, above, to the 
newly created post of executive vice 
president of the Crosley-Bendix home 
appliance division of Avco has been 
announced. Douglas Berguson has 
been named assistant to the general 
manager of distribution. 








RCA-Estate—Paul A. Barkmeier, top, 
has been named president of the 
company filling the vacancy caused by 
the resignation of Cecil M. Dunn. In- 
wood Smith, bottom, formerly vice 
president in charge of sales has been 
named vice president of the newly 
created marketing department. 





Norge—R. C. Connell, top has been 
elected vice president of sales of the 
Norge division of Borg-Warner. R. T. 


Musselwhite, bottom, is the new water 


heater sales manager. 





| Servel, Inc.—Duncan C. Menzies has 
been elected president, general man- 
| ager and a director of the company. 


NOVEMBER, 


Motorola, Inc.—Robert M. Van Brunt 
has been promoted to advertising man- 
ager. Hugh H. Engelman will assume 
Van Brunt’s former post as assistant 
advertising manager. 





Crescent Industries, Inc.—James F. 
White has joined the company with 
the title of general sales manager. 
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YOUR XMAS RADIO SALES 
GET BIG G-E AD PUSH! 














| for #48 or anyone 
| on your gitt list 


| see vour GE DEALER 











} | % TABLE RADIOS t q Ci 





iy 54 Ha : -RADIOS 
MUSAPHONIC eisen : 








it 


CLOCK-RADIOS 


ALENDAR 


RADIOS 





icemd! Wisk 


Progress bs Our Most important Product 


GENERAL > ELECTRIC 











Blankets your town completely! 
LIFE, LOOK, SATURDAY EVENING POST, COLLIER’S! 
81 Sunday Supplements! Plus 79 TV Stations with Ray Milland Show! 


PRICE, QUALITY AND FEATURES ARE PRESOLD! Multi-million circulation in the 


nation’s greatest magazines...in full color...in Sunday supplements! On G.E.’s 


high-rated “Ray Milland Show”—coast-to-coast TV! 

Radio promotion. Be ready—have every model to show ’em. Order now—get 
plenty of point-of-sale material too—and make your biggest sales season bigger 
and better than ever! General Electric Co., Radio & TV Dept., Syracuse, N. Y. 


No matter where your store is, folks ’1l be blanketed by this tremendous G-E 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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2 NEWSMAKING HEADLINERS WITH 
SIX DEMONSTRATION FEATURES! 


@ Show ’em and sell ’em! G.E.’s new CALENDAR CLOCK-RADIO tells 


day and date. New automatic volume music alarm.. 


. phono plug-in... sleep 
alarm—the complete “Electronic Servant”! Model 577—Mahogany, Model 578— 
Ivory. $44.95* retail... NEW G-E DIAL BEAM RADIO—spotlights every 
station. Phono plug-in... push-pull on-off switch...“'Audio Magic Control.” 
Mahogany, Ivory, Persian Red (Models 442, 443, 444). $27.95* retail, 


* All with G.E.’s exclusive 90-day labor and barts warranty. Slightly higher W est and South. 
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Sh taped 


TV and HI-FI Tables 





Empire means top quality, 


top value, in Wrought Iron Tables and “Do-It-Yourself” 


legs. Your customers get the design they want 


at the price they want to pay 
You profit by handling this 
low-inventory, fast selling 
line. Ie stocks easy, sells easy 
— with logical step-ups in 
features and price — with 
down-to-earth promotional 


numbers included. 





WRITE TODAY 
FOR FULL INFORMATION 
AND PRICES 


/ An Jewel Of 


MECHANICAL PERFECTION 


Exclusive Shavitron Shredder. Umbrella 

Slinger keeps motor dry at ali times 

Quiet and vibrationiess. Easy to install 
easy to sell. Retails for $89.50 


She Profit 7 | laking 


WasteMastevu 


FOOD WASTE DISPOSER 


LOCKLEY MACHINE COMPANY 
WASTEMASTER DIVISION 
NEW CASTLE. PA. 
Please send literature on the 
easy-to-sell Wastemaster. 
Name 
Address 


City State 
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No. 108 
Wrought Iron with 
Brass-Plated Trim 


é 
AMIWTEE WORKS, INC. 


3644 NO. HALSTED ST., CHICAGO 13, ILLINOIS 
Manufacturers of Distinctive Wrought Dron Qurniture 


Quick 
easy way 


to make gas connections 





FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 






Model ST— 






Model CT — with flared 
joint for copper tubing. 


SKINNER-SEAL SADDLE TEE—for mak- 
ing gas and water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 
costs. For gas refrigerators, home laun- 
dries, heaters, etc. Write for circular. 


Approved by Underwriters’ Laboratories, Inc. 


M.B. SKINNER CO. 


SOUTH BEND, 21, IND., U.S.A. 





for pipe connections. 











O. A. Sutton—Earl H. Renfro, left, 
has been appointed assistant general 
sales manager, and Fred Kaths, middle, 
sales manager of the consumer appli 


ance division. Fred Ricketts, right, 
has been named advertising manager, 
and Wes Brient becomes sales man- 
ager for commercial products. 








Kelvinator—Walter L. Jeffrey, top left, 
has been appointed manager of sales 
planning, and W. E. Saylor, top right, 
manager of advertising and sales pro- 
motion. Additional executive appoint- 





Nesco—Vincent Anson has _ been 
named to the newly created post of 
advertising and merchandising man- 
ager. 


Schick, Inc.—Alden Horton has been 
appointed as a vice president of the 
company. 


Ben Hur Mfg. Co.—Ralph Zickert has 
been named to the position of distri- 
bution manager. 


NOVEMBER, 





ments include H. A. Valencourt, bot- 
tom left, as manager of wholesale 
distribution, and H, L. Travis, bottom 
right as manager of the firm’s retail 
distribution. 





International Appliance Corp.—Lou 
Bernard has been named vice-president 
and director of sales for the firm. He 
was previously sales manager for Peer- 
less Electric and prior to that had 
been with International as general 
sales manager. 


Philco—O. O. Schreiber, assistant to 
the president for the past several years 
has been named a vice president. 
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D | CK. When a large advertiser 


with a lot to say picks one magazine 
to say it in, the logical choice is The 
Saturday Evening Post. This time it is 
RCA Victor with one of the biggest, most 
exciting TV, radio and “Victrola” phono- 
graph ads of all time. (You'll see it in the 
November 27 issue.) For the Post reaches 


the reading families, the uying '° families 








—— 






of the nation. It is the p 0 orb 


i é 


pick of the magazine | 





crop. It gets to the 


heart of America. 





A CURTIS MAGAZINE [aie 
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TERRIFIC TRIO- 


Son-Chief is made to sell fast to many! It’s the line that looks 
good .. . is good . . . and wears a mighty appealing price tag! 


MAGIC MAID 
POP-UP TOASTER 





R.C.A.—Austin Rising has been named 
general manager of the air condition- 
ing department. Douglas Y. Smith is 
the newly elected vice president and 
general manager of the corporation’s 
tube division. 


Arvin Industries, Inc.—Glenn W. 
Thompson has been elected to the 
combined post of president and chait- 
man of the board, a newly created posi- 
tion. Recent regional appointments 
include John Muntain with a territory 
including California, Nevada, Utah 
and Idaho, and James Yates as district 
manager for western Tennessee, Mis- 
sissippi, Louisiana and Arkansas. 





SPEED-MASTER 
WAFFLE-GRILL 





FRI-MAID 
Super Size 
DEEP FRYER 





BACKED BY 40 YEARS OF MANUFACTURING “KNOW-HOW” 


SON-CHIEF Electrics, k, 


In Canada: SON-CHIEF ELECTRONICS, 64 Wellington St. W., Toronto 





WINSTED, CONN. 
Markel Electric Products—Richard C. 


Piper has been named sales manager 
\ | of the company. Piper has been sales 
manager of LaSalle Products, Inc., a 
Markel affiliate since 1949. 





FULL PROFESSIONAL QUALITY! 


sie 


IF YOU SELL OR SERVICE 


APPLIANCES .».. YOU NEED 






« Electric 

Clipper Webster Electric—Preston G. Crewe, 
o— top, has been named president and 
¢ Sh 2 
: Ae treasurer; and David J. Munroe, bot- 


ment 
Comb 


tom, executive vice president of the 
company. 





— 











Sparton—Donald F. Miersch has been 
appointed general sales manager re- 
placing B. G. Hickman, 


Spray-0-Namel 


APPLIANCE WHITE 


WAHL 
HOME-BARBER KIT 


. . « by the World’s Largest 
Manufacturers of Electric Clippers! 





| Oster—Centric M. Giles has been ap- 
pointed sales representative for the 
company’s Cummins line of power 
tools in the Philadelphia, Baltimore 
and Washington, D. C, areas. 


Chrysler-Airtemp—S. R. Prugh has 


Here’s the paint product you've J} | 
been waiting for! Spray-O- || 
Namel Appliance White .. . 
perfect for touch-ups of any 
porcelain surface. Gives a hard- 


Display it .. . sell it! Complete 
4-piece set in attractive self-selling 
carton, with free instruction book- 


gloss, factory-new finish at the 
press of the lever. Ideal for 
shipping scratches or handling 
smears — in the home or store. 
No special preparations or ex- 
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lb 


lets, Or you may wish to display 
products separately. Complete 
WAHL line includes professional- 
type hair clippers, dryers, vibra- 
tors, combs, shears—backed by 
factory guarantee of satisfaction! 


WRITE FOR DETAILS 














been named assistant sales manager in 
charge of room air conditioner sales. 
Succeeding Prugh as administrative 
manager in charge of sales records is 
F. J. Laughna. H. A. Dillon joins the 
newly formed division as supervisor 


NOVEMBER, 





V-M Corp.—Gene Miller has been 
named advertising and sales promo- 
tion manager of the corporation. 


Smee may 
emadirone seme a r please send full details on your tine of ; of room air conditioner sales. In an Republic Steel-Graham Riley has 
retail item, too. | products. ; | additional move Airtemp has reor- been named sales representative for 
sila '| ganized its national sales divisions. the company in Michigan, Indiana 
+E SS ' | A.J. Schiffman will head the northern and parts of Kentucky and Ohio. 
BRONZE f Write for full details . om en 1 | division, and Sydney Anderson, Jr., Louis F. White is the new district 
ILLINOIS BRONZE POWDER CO. aM !| will head the company’s southern sales representative in the New Eng- 
2023 S. Clark St., Chicago, Ill WAHL CLIPPER CORP. Sterling division in a similar capacity. land territory. 
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DOE BOWEOO 


TAPE RECORDER 





everybody wants an R 


It’s today’s big-ticket, fast-moving gift item... 





backed by heavy national advertising in 
leading magazines ...on network radio and 
television. Complete co-op promotion 

and merchandising package. Contact 


your RCA Distributor now! 


THREE NEW MODELS 


“Deluxe” Model SRT-401 ... Bi-Coustic Sound Chamber. 
Handsome green plaid with two-tone trim. Suggested list 
price $169.95. 

“Senior” Model SRT-402 ... Two 5” Speakers. Rich blue 
plaid with two-tone trim. Suggested list price $199.95. 


“Executive” Model SRT-403... The largest and finest of 
all RCA Push-Button Tape Recorders. Three Speakers. 


Suggested list price $229.95. RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DIVISION CAMDEN, NJ. 
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Ideal for moving: 
® ranges * refrigerators, etc. 

YEATS patented strap ratchet grips ap- 
pliances vise-tight without marring in 
30 seconds or less! This on-in-a-flash 
loading plus on-a-dime wheel pivoting 
and light weight, aluminum alloy con- 
struction save costly labor time on every 
appliance delivery. You'll find a YEATS 
dolly more than pays for itself. 


veats Suerlael” covers & Paps 





SEND postcard for full information 
on ovr complete line TODAY! 


eats 


appliance dolly sales co. 
2127 N. 12th St. Milwavkee 5, Wis. 











NOW! NEW LOW PRICE on | 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 
FLEXO-SPACE Self-Service Islands. Here 
is your opportunity to follow the trend 
of thousands of aggressive merchants and 
modernize your store with FLEXO-SPACE 
at a savings of 50% over competitive! 
Islands. FLEXO-SPACE gives you Self-| 
Service, Mass Display and 300% more| 
Selling Space than one flat-type counter.| 
Yes, in only 124 Sq. Ft. of floor area you! 
get 50 Sq. Ft. of selling space. Raise or | 
lower the shelves every 2” within 15 
adjustments. FLEXO-SPACE is a complete 
Island! Your customers shop on 4 sides 
from 5 large Self-Service shelves. FLEXO- 
SPACE has been “Tested and Proved” by 
thousands of retail merchants. New amaz- 
ingly low prices on FLEXO-SPACE at 
almost 50% less than you expect to pay. 
Write for FREE catalog on FLEXO-SPACE 
and other Self-Service fixtures. Do it 
now—Today! 





Migs. Write for special extra low prices 


ADD SALES CO. 


802 York St. Manitowoc, Wis 
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Distributors Appointed: 


Amana Refrigeration—Amana South- 
east Corporation of Atlanta, Ga., 
Brown Supply Co., St. Louis, Mo., 
Major Appliance Co., Lansing, Mich. 
Arvin Industries—Stuart C. Irby Co., 
Jackson, Miss. 
Capehart-Farmsworth—Appliance Dis- 
tributors, Inc., Indianapolis, Ind. 
CBS-Columbia — Goldberg Electric 
Products, Inc., Richmond, Va., CBS- 
Columbia of Boston, Boston, Mass. 
Coolerator Co.—The Parker Co., Den- 
ver, Col. 

Du Mont Labs, Inc.—Mid-State Dis- 
tributing Co., Inc., Columbus, Ohio, 
C. Robert Ingram, Inc., Oklahoma 
City, Okla., Steward and Stevens, Inc., 
Culver City, Cal. 
Emerson—Woodson and 
Memphis, Tenn. 

Espey Manufacturing—Sidney Asher 
Co., Kansas City, Mo., Herb Erickson 
Co., Atlanta, Ga., Robert Milsk Co., 
Detroit, Mich., Samuel Wiley Co., 
Chicago, Ill., Robert Dansby, Dallas, 
Tex. 

Gibson — Ambassador Distributors, 
Inc., Miami, Fla. 
Hallicrafters—Graybar Electric Co., 
Evansville, Ind., and Louisville, Ky. 
Hoffman—Treasure State Gas & Elec- 
tric, Butte, Mont., Graybar Electric 
Co., Seattle, Wash., Rock Smith Co., 
Davenport, Iowa, Deepfreeze Distrib- 
uting Corp., Cincinnati, O. 

Ironrite, Inc—Cumberland Distribut- 
ing Co., Nashville, Tenn., Mill-Power 
Supply Co., Charlotte, N. C. 
James—Coby Distributors, Inc., 
Wilkes-Barre, Pa. 

Mullins—Nicholas Co., Inc., Jackson, 
Miss. 

Norge—Federal Distributing Co., Des 
Moines, Iowa. 

Preway, Inc—Graybar Electric Co., 
Milwaukee, Wisc. 
Raytheon—Western Supply Co., Salt 
Lake City, Utah. 
Stewart Warner—Boe 
Co., Dubuque, Iowa. 
Stromberg Carlson—Houseman Dis- 
tributing Co., Grand Rapids, Mich. 
Sylvania—Graybar Electric Co., Bos- 
ton, Mass., Springfield, Mass., Worces- 
ter, Mass., Manchester, N. H., Port- 
land, Me. (radios only) 
Son-Chief—E. J. Camos Co., St. 
Louis, Mo., H. E. Fain Associates, 
Dallas, Tex., Verl Giesler & Co., 
Atlanta, Ga., William Foley & Co., 
Kansas City, Mo. 
Speed Queen—Russell 
Co., St. Petersburg, Fla. 
O. A. Sutton—Plains Distributing Co., 
Lubbock, Tex., Gunn Distributing 
Co., Fort Smith, Ark. 

Thor—Graybar Electric Co., Buffalo, 
N.. ¥. 

Webster-Chicago— Home Products, 
Inc., Cincinnati, Ohio, Mid-State Dis- 
tributing Co., Columbus, Ohio, Trice 
Wholesale Electronics, Oklahoma 
City, Okla., Edward Harris Co., At- 
lanta, Ga., Lavender Radio Supply 
Co., Inc., Memphis, Tenn. 
Westinghouse—Horn & Cox, Inc., 
Los Angeles, Cal. (radio only) 
Whirlpool—Admiral Distributors, Inc., 
Jacksonville, Fla., McClain & Pleas- 
ants, Inc., Charlotte, N. C., Nash- 
Steele-Warren, Inc., Raleigh, N. C. 


Bozeman, 


Distributing 


Distributing 
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Showboat Showing 





MISSOURI dealers in the greater St. Louis area were recently treated by Artophone 
Corporation, local distributors, to a showboat performance of ‘Ten Nights in a 


Barroom” and the unveiling of the new Lewyt vacuum cleaner. 


James Pagel (left), 


midwest Lewyt district manager; Edwin Schiele (center), vice-president of Arto- 
phone Corporation, and Walter J. Daily, vice president and manager of Lewyt 
look on as one of the performers expresses her feeling for the new unit. 


DISTRIBUTOR NEWS 





Brennan Appliance 
Distributors, Inc. 


Announcement has been made of 
the award to Brennan Appliance Dis- 
tributors, Inc., of Detroit, Mich., of 
first place in all five classifications of 
League One in the three league Whirl- 
pool $16,000 World Series Distributor 
sales contest. 

The contest which ran from August 
Ist through September 15th was based 
on greatest percentage of sales in- 
crease Over quota in four major prod- 
uct classifications, with an additional 
special award for increased sales helps. 
Identical cash prizes were awarded 
for first, second and third place in 
each of the five classifications for each 
of the three leagues. Brennan Distrib- 
utors, in taking five of the six first 
place awards won a total of $3,200 in 
cash prizes. In addition to Brennan, 
22 Whirlpool distributors divided 38 
cash awards totalling $12,800. Ham- 
burg Brothers of Pittsburgh, Pa., 
placed second to Brennan in total 
number of prizes won. 


Allen B. Du Mont Labs., Inc. 


Twelve distributors of Du Mont 
television receivers have been named 
award winners for outstanding sales 
accomplishments during 1953. Plaques 
will be awarded to the following re- 
gional winners: Frank Edwards Co., 
San Francisco, Cal., Pacific region; 
Bluefield Supply Co., Bluefield, West 
Va., Ohio region; O’Bannon Brothers, 
Little Rock, Ark., central region; 
American Distributing Co., Charles- 
ton, S. C., southeastern region; Rice 
and Miller, Bangor, Me., northeastern 
region. 

The winner from the New York 
state region is S. & L. Electronics, 
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Middletown, N. Y.; Morey Brothers 
of Grand Rapids, Mich., for the east 
central region; Smith-Morley Co., 
Salt Lake City, Utah for the north- 
western region; Clark Distributing 
Co., Allentown, Pa., mid-Atlantic 
region; Monroe Automobile & Supply 
Co., Monroe, La., southern region, and 
Cook Appliances, Inc., Minneapolis, 
Minn. for the north central region. 


Joseph Simons Co. 

Central Connecticut distributor, 
Joseph Simons Company of Hartford, 
Connecticut have announced their 
move to larger quarters. In their new 
home the company will operate en- 
tirely on one floor with sufficient space 
for warehousing, showrooms, offices 
and stockrooms. 


Personnel Appointments 

Allied Appliance Distributors, Balti- 
more, Md: Jules Resnick (president) 
Alter Co., Harry, Chicago, Ill., Arthur 
Alter (vice president, general manager) 
Braid Electric Co., Nashville, Tenn: 
Ferrell D. Gregory (vice-president) 
Judson C. Burns, Philadelphia, Pa: 
Edward Seigle (district manager, south- 
ern N. J.) 

Graybar Electric Co., Toledo, Ohio: 
E. N. Cundiff (district manager) 
Gerald O. Kaye & Assoc. Corp., New 
York, N. Y.: Alvin F. Balaban, (sales 
promotion manager), Marvin Haas, 
(advertising manager). 

Harry Knodel Distributing Co., Cin- 
cinnati, Ohio Robert E. Sears (sales 
manager, Norge) 

R.C.A. Victor Distributing Corp., 
Chicago, Ill: Edward L. Dodelin (vice- 
president) 

Stubbs Electric, Portland, Ore: R. H. 
Sroufe (executive vice president) 
Westinghouse Electric Supply Co: 
Martin B. Sauer (consumer products 
sales manager, Pacific coast) 
Wyatt-Comick, Inc., Richmond, Va: 
John M. Wyatt, Jr., (board chairman), 
John M. Wyatt, III, (president) 
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NESCO 
COOKRYTE 


AUTOMATIC ELECTRIC 


SAUCE PAN 


Only Nesco brings you the new 
CookRyte Automatic Electric Sauce 
Pan. Timed right for the big gift sea- 
son, it's also packed right in eye- 
catching self-merchandising store 
display piece of its own. Big 4-qt. 
size forecasts big king-size sales and 
profits for you. Order now from your 
Nesco distributor. 


(NESCO ) 








© 1954 NESCO, EXECUTIVE OFFICES, MILWAUKEE 1, WIS. 


You Are Always ... With NESCO 


(2... for your CUSTOMERS 
SALES... for YOU! 


$97 95 


NESCO NATIONALLY 
ADVERTISED 























NESCO 
FRYER UE 


AUTOMATIC ELECTRIC 


FRY PAN 


Exclusive Nesco features, ‘‘Most 
Wanted by Homemokers" . . . dis- 
tinctive self-merchandising store 
display carton plus popular Nesco 
mark-up and powerful sales helps 
+». all tell you that FryRyte is Sales 
Ryte for you. Order Nesco FryRyte 
Fry Pans from your Nesco Distributor. 










Complete with Cord and Cover 



























ete with 
end Cover 


$29°* ce 














Re. 


YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 


Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 
SO cases aa lin vende celce men see es Uae 
SEE. 5.3.~ cbonayay beputwas te sae 
hs cis aic'n 6:80 Zone.... State...... 
ve SR gs Ee 
OLD 
TD 6c o-w'v asd fe werlaee's Vue faene eee 
ON nic bstsns te Vattetabacboceends 
CAP ushebsees es Zone State...... 


ELECTRICAL MERCHANDISING 


330 W. 42nd St. N. ¥. 36, N. Y. 









































~~ BOGENE 
AIR CONDITIONER 
— 





$998 cost—s28.80 doz. 


RETAIL 
© Only 6 sizes to fit 
all standard models 


@ Easy to attach with 
adjustable straps 
®@ Made of Special 12- 
gauge ASHON 
vinyl 
@ Guaranteed pliable at 
20° below zero 
® Heat sealed and re- 
inforced for long wear 
© Cooperative 
advertising 
assistance. 


1] 
9 Order now from 


Showroom & Sales Office: 
312 Sth Ave.,N. Y.C. * Phone LA 4-3186 
Factory: Lebanon, Pe. 
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RATES: UNDISPLAYED: $1.80 a line, minimum BOX NUMBERS—Care of publication DISPLAYED: 


t INDIVIDUAL SPACES AN ADVERTISING INCH is measured 
3 lines. To figure advance payment count New York, Chicago or San Francisco with border rules for prominent display 7%" vertically on a column—4 columns 
5 average words as a line. Offices count as one additional line. of advertisements. 48 inches to a page. Copy for new 
POSITION WANTED undisplayed ad- DISCOUNT OF 10% if full payment is fan’ ay ezrsing rate is $13.50 per inch savertisements received by November 

a : 7 - - g appearing on other 3 p 2 
vertising rate is one-half of above rate, made in advance for 4 consecutive in- than a contract basis. Contract rates 12th will appear in the December issue, 
payable in advance. sertions. 


quoted on request. subject to space limitations. 





























ATTENTION. ELECTRICAL MANUFACTURERS !! | | SALES MANAGER for ROOM AIR CONDITIONERS 
Of Appliances, TV or Electrical Specialties | An excellent opportunity for an experienced room air conditioner 
sales manager with one of the leaders in the refrigeration industry. 
Need a Top Notch Salesman for Must be capable of directing an air conditioning sales and merchan- 
z | dising program and must have national experience in this field. 
Your Gulf Coast Territory ? ? ag ee | a 
This is an unusual opportunity with a fast growing company. Please + 
, ’ ite givi let i in fi 
® As a manufacturers Representative have thir- oe Pa aa si sae of ve Reyer s nie’ eraiihegs 
teen years electrical sales experience to dealers replies will be held in strictest confidence. ress Sales Manager. 
and distributors, mostly in Southern territory. 
. . , . , AMANA REFRIGERATION, INC. 
® Want a connection selling item or line with Re Mall 
$10,000.00 yearly minimum earnings to increase ; 
with sales proportionately. Not afraid to pioneer 
a line, likes specialty selling to distributors. ELECTRIC BLANKET SERVICE VACUUM CLEANER 
: ° (All makes except G. E. Signalwire) MOTORS REBUILT 
® College trained, 39 years of age, married, no F a Your burnt out tank vacuum cleaner motors com. 
children. FAST —3 Day Delivery Your an ta ~~ ee seiner $7.50 
we EFFICIENT —Factory Equipment and pcre enpece cleaners in stock 
® Can furnish references, pertaining to dependa- ——— Methods — UL Ap-| [140 Nostrand Ave... Brooklyn. 5, N.Y. 
bility, intergity and past performance. proved Parts 
GUARANTEED —| Year + 
SA-4328 Repairs and Rebuilds from $5.75 to $9.00 US RerarwennTORs 





Electric or gas ranges, truck or trailer 
A NDISING For Details Write to: he p= 
ELECTRICAL MERCH . yoy SERVICE INC. NEW oR’ ‘USED CLOSEOUTS 1 WANTED 
East Mai treet 6B ,N York 
68 POST ST. SAN FRANCISCO, CALIF. 1307 Riverside Dr. Los Angeles 31, Calif. | | yao rector ave Boonie 12, Ney. 


NEW ELECTRICAL PRODUCT | 
WANTED TO MANUFACTURE AND MARKET 
By well established, di size, i dent manufacturer of electro mechanical devices. 


Has national distribution through —_= hardware, electrical distributors, department 
stores, mail order houses. Interested in new product to make and market. 





















+30 ELECTROLUX EMPLOYMENT . . . EQUIPMENT . . . 
REBUILT SWITCHES BUSINESS 


Sold outright or exchanged Oo ia r '@) R z U N | T | E S 


Write for particulars 











Basis outright sale or royalty. | CEN Rg co Whatever your need— 
BO-1859 ELECTRICAL MERCHANDISING 330 W. 42 St., New York Ba Mm Y.. | a7 9 end wd o% think “SEARCHLIGHT FIRST 
































REPLIES (Bor No.): Address to office nearest you 


DESIGN ENGINEER) ii .cstcdere oy What ; ? 
8A) Al 8 : Post St. (4 
Experience in electrical cooking SELLING OPPORTUNITIES WANTED hat iS Your Problem ° 








appliances. Ability to carry pro- | | evening the heating trade in New Bngland Do you need competent men for your staff? Men 
ject thru all phases of manufac- | | {iii cfvutcrs and jobbers. Northeast. Utilities experienced in the merchandising of electrical equip- 
ture from drafting board to final ee ee ee ment? Men to fill executive, sales or technical posi- 
production model. Excellent salary | ee nee ee ee lines sows tions? 
. ering appliance heating trade RA-4366, Elec- 3 
abo rac Fa apap — Or are you one of the readers of ELECTRICAL 
‘ AVAILABLE, SALESMAN Experienced in is . 
P-4329, Electrical Merchandising calling on eelctrical & T.V. trade in Rocky MERCHANDISING seeking employment in any of 
330 W. 42 St., New York 36, N. Y. rw apes. © —¢ +e a ae lines, 


these capacities? 
Or are you looking for—or offering—a business 





BUSINESS OPPORTUNITY 


Wanted: Mechanic to represent world’s finest 

















sewing machine. Can you sell yourself? Is opportuntiy of special interest to men in the industry 
your wife willing to help? W t to b y . e . 
DISHWASHER own fons? Very. few dollars “needed ‘to wet served by this publication? 
FRANCHISE en Gn S-caee wavertinemans 4 Gee 
tember 27 Life as example of the advertising Or are you seeking buyers for rebuilt refrigerators, 
DISTRIBUTORS ican Sales Corp. Dept., WAt, 473 Fifth Avenue, vacuum cleaners, etc.—or to buy such items from 
A few very desirable territories | S/8hei Giitige's filinvin NOE OM others? 
a ame — = low cost aomieenaane eahnantn Oe The solution of any of these problems can logically 
pe wet ce” petted ah retain ELECTRIC APPLIANCE DEALERS be found first among other readers of ELECTRICAL 
ization can intensively cover. ai tengy ete ina pete . | MERCHANDISING. You can get their attention—at 
ian diiety celeumges. Fully protected ‘nationwide territories available. | | small cost—through an advertisement in the Search- 
y Electrical Merchandising pit — ~ sae festa’ ne —— = li h S P 
620 N. Michigan Ave., Chicago 11, Til Dllance “desler Box 1180, 217-7 Ave Ne. ight Section. 
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SUPPLEMENT 


Products, Services — For More Sales, For More Protits 


UNDISPLAYED RATE: 


$2.25 per line per insertion. Minimum 8 lines, 
(First line in small black face type.) Frac- 
tions of a line count as line. Discount of 
10% if full payment is made in advance for 
4 consecutive insertions of undisplayed ads. 


$21.50 per inch per insertion. Contract rate on 


DISPLAYED RATE: 


request. (An advertising inch is measured 
vertically %” on one column. There are 4 
columns—48 inches to a page.) 

















FAMOUS 


Mend-trcr-slewe 


Permanently agplices 
broken wires and coils in 
electric appliances, auto- 
motive and industrial 





and splices quickly. 
cheaply. 5 Sizes. 


WRITE FOR CATALOG 
tight with ordi- 
—_ » 4 & FREE SAMPLE 


MEND-IT SLEEVE MFG. CO. 


136 Bonita Ave. Piedmont 11, Calit. 


Just Insert wire 
ends and crimp 








WEB STRAPPING 


MADE TO LENGTH SPECIFICATIONS 
heavy duty, 2-in. width, with double ring buckle 
for lifting and ry | appliances during delivery; 

.20 ft., min. 10 ft. Check (add $.60 for handling 
charge) or COD, plus charges. 


NEAL PRODUCTS COMPANY 


ox 11, 
Greendale Station, Worcester, Mass. 











This 
MERCHANDISING 
SUPPLEMENT 


Section 


is an adjunct to other advertising 
in this issue with these additional 
announcements of products and 
services of special interest in the 
sale and servicing of appliances, 
Radios, Televisions and in other 


merchandising opportunities. 


ELECTRICAL 
MERCHANDISING 


WITH 9 


HANDLING PROBLEMS » 


on refrigerators and freezers? Better 
contact us for details on our new (1955 
model) Dual Truck. 


Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 


$ The safe, easy and 
quick way to han- 
dle appliances. 
Patented Step-On 
Lift — Retractable 
§ wheels. Cap. 1,000 
lbs. Ship.wt. 45 lbs. 
REGULAR MODEL equipped with fixed wheels. 
DE LUXE MODEL with swivel wheels at one end. 
Write Dept. B 


ROLL-OR-KARI CO. 


Manufacturers ZUMBROTA, MINNESOTA 
















— 
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Modern Appliance Displays 
Need LIGHTED MOTION! 


The [ction wa 

isplay-Way 

To Boost to:Sho 
Your Sales! TLECTANG TURNTABLES 


THE OLDEST NAME in turntables assures you 
profitable, trouble-free operation. Used by 
merchants nationwide for unusual action dis- 
plays. Model 712 ROTO-SHO illustrated, re- 
volves 3 times a minute, permits novel, self- 
contained lighting effects as well as opera- 
tion of electrical devices. Table 18° diam- 
eter. A.C. only. Sturdy steel construction. 
Guaranteed. Write today for complete turn- 
table catalog including build-up fixtures! 

Carries up 
to 200 Ibs 


Lights turn 
with table. We also 













KASSON DIE & MOTOR CORP. , 
Formerly General Die & Integrity 
Stamping Co. Since 
Dept. 65, 32-14 Northern Bivd. 1919 
Long Island City |, N. Y. N 








For Safe and Easy Handling 
of Ranges, Refrigerators, 


SELF-LIFTING PIANO TRUCK CO. 


426 North Main Street Findlay, Ohio 














ROHN 
TV Service Table 


Eliminates moving or lift- 
ing the set from the time 
it enters your shop till the 
time it leaves! 


Table places set at proper 
height for servicing. Large 
3” casters means steady, 
unruffied ride! 

Excellent for use in hos- 
pitals, institutions, service 
organizations, etc. Dozens 
of uses—sell them in your 
community! 


Cali on Your Authorized Rohn 
Representative Or Write Direct 


ROHN MANUFACTURING CO. 
116 LIMESTONE, BELLEVUE, PEORIA, ILL. 
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EDITORIAL 











Selling the Need Again 


ROMOTION is the life blood of the appli- 
ance-radio-T'V business. When we stop 
promoting, sales decline, production is cut 

back and the public buy only what they feel they 
absolutely need. What is more, price then 
becomes paramount and they will buy from 
anyone whose prices are lowest. 

Except for some spectacular promotions of 
some individual manufacturers, promotion of 
our products on a national scale has been sadly 
lacking in the past few years. Many dealers and 
distributors entered the business after the war 
and never learned the lessons of pre-war speci- 
alty selling—of promoting. 

Utilities, once a focal point for national 
appliance promotions (the Electric Refrigeration 
Council of the early 30’s was instrumental in 
putting the ice-man out of business) largely dis- 
banded their sales and promotional staffs during 
the war. The vacuum in national promotion 
then reached an all time low. Goods were 
bought; not sold. Orders were filled, backlogs 
were reduced, but demand was not created. The 
chief problem lay in the fact that even good 
manufacturers’ promotions on a national scale 
were not being implemented at the local level. 


HE evidence is now in that this unhealthy 

situation is being corrected. Starting in 
1953, the Edison Electric Institute, through its 
residential promotion committee, organized a 
nationally-coordinated campaign to sell ranges, 
water heaters and dryers on a seasonal basis. 
Some 60 utilities, representing 12 million cus- 
tomers tied in, plus other elements of the trade. 
In 1954, the same three major appliances, plus 
freezers, were scheduled for the “campaign 
calendar” and this time, 107 utilities, serving 27 
million meters, took part. 

For 1955, the same four major appliances, plus 
electric housewares, are due to be promoted 
nationally during specific months of the year. 
Further, E.E.I. has included an additional four 
major appliances—dishwashers, disposers, air 
conditioners and dehumidifiers—to the promo- 
tion calendar, but is not as yet providing national 
promotional material on these devices to cooperat- 
ing companies. 


What does all this mean? Well, it means 
that (1) the utilities, whether merchandising or 
non-merchandising, recognize the need for con- 
centrated promotion and sales effort in their own 
localities; it means (2) that the industry is once 
more provided with a proven focal point for appli- 
ance promotion on a national scale; it means 
(3) that all elements of the industry—manufac- 
turers, distributors and dealers, leagues and asso- 
ciations, plus the utility, can combine to throw 
their combined weight into a specific campaign 
period; it means (4) that selling the need, rather 
than the price, will again take its rightful place 
in a business that has become virtually demora- 
lized without it. 

Bob Coe (Union Electric, St. Louis), chair- 
man of E.E.I’s residential promotion commit- 
tee, put it this way, “We must all support 
the same appliances at the same time”. Ray Rich 
(Philco) chairman of NEMA’s Major Appliance 
Division, hailed the E.E.I. promotion plans as “a 
new high in an industry-wide effort to bring 
our sales story to the consumer”. And Bill Orr 
(Oster) chairman of NEMA’s Electric House- 
wares Section, said their member companies were 
aware of the powerful effect the E.E.I. promo- 
tion would have on sales. 


FE, would like to see this movement grow 
and grow. We would like to see other 
important appliances—home laundry equipment, 
for example—added to the roster. But, in the 
meantime, we might try once again to recapture 
the thrill and satisfaction that comes of work- 
ing together toward a common objective. With 
E.E.I. coordinating the six campaign drives, utili- 
ties following through in their local communities 
and the distributive trades tieing in, it is hard 
to see how these promotions can fail. 
We might even paraphrase E.E.I.’s slogan: 
Be modern—Sell electrically! 


LAvrruce Cre, ~7 


Eprror 
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How to make your store headquarters for 
the 4 out of 10 who buy wringer washers 


DISPLAY A FULL LINE OF WRINGER WASHERS, your bread and butter line. 
With so much talk about automatics, it’s easy to lose sight of an important 
fact: sales figures show that 4 out of 10 women still prefer wringer washers. Prefer 
them because they cost less to buy and use, or because they wash cleaner, or 
because they get the wash done quicker. If you do lose sight of this fact, you're 


DEMONSTRATE LOVELL AUTOMATIC SAFETY! Let 
your customer see for herself how Lovell wringers 
keep her safe automatically. Show how a light, 
instinctive pull on the clothes will release roll pres- 
sure instantly on Lovell new‘‘62” Instinctive wringer, 
Instinctive. On 
standard model Lovell wringers, a feather touch on 
the release bar releases pressure instantly. 


DEMONSTRATE LOVELL BALANCED PRESSURE! 


Run a clothes pin and a toothpick through a Lovell 
wringer side by side. Show how the rolls grip the 
toothpick so firmly it can’t be pulled out. Point out 
that this is proof of the thorough cleansing action 
that results from Lovell balanced pressure. Explain 
that dirt normally remaining is squeezed out. And 
don’t forget to mention Lovell’s adjustable pressure 
for different fabrics. 








~. 


going to lose money as well. So go after all the washer business. Make your store 
headquarters for the 4 out of 10 who buy wringer washers. Give your wringer 
washers their fair share of display and sales attention. Let your customers know 
you carry a full line. After that, turn their interest into a sale by demonstrating 
the exclusive features of Lovell wringers. 


DEMONSTRATE LOVELL AUTOMATIC INDEXING! 


Give a Lovell Instinctive wringer a quick push or 
pull. Show how it swings automatically to the next 
operating position. Point out that there’s no fumbling 
for a lock lever. And while you're closing the sale, 
remind your customer that she can get her wash 
done quickest with a wringer washer and automatic 
dryer. Lovell Mfg. Company, Erie, Pa. Also makers 
of Lovell gas and electric drying systems. 


PRESSURE CLEANSING WRINGER 


LOVELL MANUFACTURING CO., ERIE, PA. 





ANOTHER SALES-GETTING FIRST... 


NEW 1955 KELVINATOR 





ELECTRIC RANGE 


WITH 


DISPOSABLE 


ALUMINUM 
OVEN LININGS! 


Takes Drudgery 
of Oven Cleaning! 


























Cleaning a range oven is one of the most dreaded joks in the 
kitchen. Kelvinator now gives its dealers the solution that 
ends this problem for good. It’s the new 1955 Kelvinator 
Electric Range that features disposable aluminum oven lin- 
ings. What a sales feature . . . what a sales closer! 

What’s more, this completely exclusive feature can be 
easily, quickly demonstrated—it takes just a jiffy to show 
how soiled oven linings can be thrown away and replaced 
with shining clean new ones. 

This brilliant new advancement, plus a removable oven 
bottom, easily-removed drip pans, self-cleaning surface ele- 
ments and oven element make Kelvinator really the world’s 
easiest range to clean—and the easiest to demonstrate and 
sell! With its shining new beauty, here’s the range to go 
places with now . . . and in 1955! 


FREE ZA year’s supply of pre-cut, packaged sheets 
@ of Reynolds aluminum foil is furnished 
with every range equipped for Disposable Oven Linings! 


Kelvinator's Electric Range Masterpiece Model ER 495 


BUT THAT’S NOT ALL... HERE ARE MORE SALES-GETTERS 
..- EASY TO DEMONSTRATE... EASY TO SELL! 
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Sales-getter! Illuminated Dual “‘Picto- 
Heat”? Switches and InstantjHeat,2- 
in-1 ‘‘Rocket’’ Units provide 5 heat 
settings for small pans... 5 separate 
heat settings for larger pans. 


Keclnusatovr 


Division of American Motors Corporation, Detroit 32, Michigan 


ELECTRIC REFRIGERATORS . 
IRONERS ° 





ELECTRIC RANGES . 
GARBAGE DISPOSERS 


Sales-getter! Removable Oven Bottom 
slides out for quick cleaning and is 
easily washed at the sink. New oven 
element is self-cleaning. ‘‘Peek-In’”’ 
oven window adds further convenience. 


HOME FREEZERS . 
° WATER COOLERS . 





WATER HEATERS ° 
ROOM AIR CONDITIONERS ° 


Sales-getter! Bonus Broiler. Slide ele- 
ment out of oven .. . plug in left-hand 
compartment. Presto! Broil and bake 
at the same time. Double-Oven Lux- 
ury at a single-oven price! 








KITCHEN CABINETS AND SINKS . 
DEHUMIDIFIERS 


Sales-getter! Lift-out, bowl-type por- 
celain drip pans on surface units are 
as easy to wash as a china dish. Sur- 
face units, like the oven-heating 
element, are self-cleaning. 


THE MOST VALUABLE FRANCHISE 
IN THE APPLIANCE INDUSTRY 


WASHERS * DRYERS 
° COMMERCIAL REFRIGERATION 





